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SEE THE 
SUMMER MARKET 
CHICAGO... 


First of its kind! Here’s a full-size, 26-inch roll ironer that 
folds away into a compact, beautifully styled utility cabinet. 
Here’s the ideal ironer for the modern combined kitchen- 
laundry. It eliminates one frequent objection to conventional 
cabinet-type ironers—space requirement. Now, with the 
FOLD-A-MATIC, the housewife can iron wherever it is 
most convenient for her. Once placed and “plugged in,” the 
FOLD-A-MATIC never needs to be moved. 

The FOLD-A-MATIC has many other ecasy-to-demonstrate 
features that help make it the most saleable cabinet-type 
ironer the industry has ever seen. It is another Apex “‘first’’ 
—for Apex dealers only! 

See it at Chicago, or... if you don’t attend the market... 
your Apex distributor will have it soon. 


CLEANERS 
WASHERS 
IRONERS 


COME TO OUR PERMANENT DISPLAY SPACE 


AND OFFICE, 1472 MERCHANDISE MART 


APEX ROTAREX CORPORATION 
CLEVELAND 10, OHIO 


FOLD-A- 
MATIC ironer 
fits perfectly 
into modern 
kitchen. 


When user is 
ready to oper- 
ate ironer, 
she opens 
cabinet... 


Quickly, 
easily rolls 
ironer into 
operating 
position... 


... and irons 
in comfort, 
in pleasant, 
bright sur- 
roundings. 
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MARKETS 


STIMATES of new electric customers, that is, new 
KE family units, dwellings and farms connected to the 

power lines for the first six months of 1947 indicate 
that one of the strong supports to the sellers’ market in appli- 
ances is weakening. A chief factor in the sellers’ market 
is the growth, during years of non-production, of family units 
and the increase in the family income that brought many mil- 
lions from the lowest subsistence level up to a point where 
they had money to buy the goods and services which they 
had long wanted. This has been the great reservoir of 
demand that the appliance business has been drawing on. 
These are the new buyers—those families that have never 
owned a refrigerator, washing machine, range, and all the 
other electrical comforts. 

As this new buyer group diminishes, we will have to go 
to the present owners and sell on a replacement basis. This 
replacement market, as we have so often emphasized, is our 
basic market. It was so in the years before the war. It has 
not been so up to this time because the number of eager, new 
buyers could more than absorb major appliance production. 
A distinct warning that this new buyers’ market is diminishing 
and our sellers’ market drawing to an end is contained in the 


estimates of new electric customers for the first six months 
of 1947. 


iy 1946 for this same period, January to June, there were 
934,000 new electric customers connected to the lines. For 
the first six months of 1947 this figure has dropped to 725,000. 
An analysis of the division of these new electric customers 
is instructive. In 1946 there were 194,000 farms added to 
the electric lines for the six months. In 1947 this figure 
had increased to 239,000 farms for the same period. The urban 
and suburban new customers fell from 740,000 in 1946 to 
486,000 in 1947. We get still further light on the situation 
in comparing the completed new dwellings for the six months 
period. In 1946 there were only 153,000 complete new dwell- 
ings in the urban and suburban areas, 1947, however, shows 
a much better new dwelling picture, there being 348,000 
completions. The difference between the new dwellings plus 
the wired farms to the total gave us 587,000 existing urban 
and suburban dwelling units newly connected, but in 1947 
this figure shrinks to 138,000. Factors involved in this 
shrinkage are not readily ascertainable but may be assumed 
to be in part due to the shrinkage in number of marginal 
dwellings that are worth wiring, but also in part, at least, 
to the increased cost of wiring. Whatever the reasons, these 
are the facts, and they are of great importance to appliance 
people. 

In the case of connected farms and completed new dwell- 
ings there is the favorable indication of an expanding market. 
In the other case, of the wired existing dwellings, the shrink- 
age carries a warning. Right now in the face of steadily 
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expanding production this important segment of the market 
shows a drastic contraction. 


T AKING the favorable side first, the increase in wired 
farms shows the continuing expansion of about the 
richest opportunity for large volume sales that presents itself 
to this business. 

Consider the farmer’s position for a moment. His products 
are obtaining an all-time high in price. His cash income 
is so great that the mortgage load, traditionally one of the 
farm burdens, is today greatly reduced. Many farms are 
reported to be without mortgage for the first time in their 
history, and many, many more have reduced the amount to a 
point where it is certainly not causing the farmer any concern. 

Farmers also have money in the bank; lots of it. Country 
banks are overflowing with money which they don’t know 
what to do with. Farmers are sold on mechanization of 
their operation. The farm woman is demanding and getting 
the labor-saving devices which electricity makes possible. The 
electric kitchen and the electric laundry are actualities in 
thousands of farm homes where the wash board and the 
kitchen stove were once standard equipment. 

This wonderfully rich market exists and is growing, but 
it must be cultivated. The dealer must extend his territory. 
He has got to get out of town. He has to educate, demonstrate, 
and sell. 

Then we have the increase in completed new dwellings. 
This too is very favorable. Under the present mortgage 
system a full electric kitchen and laundry equipment may be 
included, and products such as ours of high utility and long 
life are so desirable an element in the new home that price 
arguments or hesitation over cost can easily be overcome. 


W HEN we get into the other area, however, of the drastic 
reduction in the number of older dwelling units being 
currently wired, there is only one answer and that is to go 
back to the great body of present owners, and by demonstrat- 
ing the superiority of our new major appliances, sell on 
replacement. This raises a lot of problems which the dealer 
does not like to face. These problems are discussed at length 
in this issue by one dealer who is fully conscious of the 
situation and the problems to be met. 

If the buyers’ market is not yet here, it is so close that no 
time should be lost in getting a selling program going to 


meet it. 
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STILL THE 


HOTTEST LINE THE INDUSTRY 


FIRST IN FEATURES Watch shoppers on any 


radio sales floor. What set catches the interest of the crowds?—a Zenith, 
of course! That’s because every model in the Zenith line is packed with 
features that actually mean something—features that reflect the design 
and engineering “know-how” developed during Zenith’s years in the 
industry—features that insure value. 


FIRST IN DEMONSTRABILITY coin 


radios and radio-phonographs are easy to sell, because their features are 
the kind that you can actually demonstrate. The Cobra Tone Arm, for 
example, permits the most dramatic tone arm demonstration ever made. 
The Zenith “Radiorgan,” the Silent-Speed Record Changer, the big, 
black dial, the Zenith Wavemagnet—all these are features you can 
show . . . features your customers will notice and want. 


FIRST IN PERFORMANCE irom the orig. 


inal engineering blueprint to the finished sets that come out of the final 
testing booth, every Zenith is built to work . . . built with all the skill, 
the knowledge, the pride of achievement that marks this organization. 
The final test of every radio is how it performs . . . and Zeniths are built 
to pass that test with flying colors. Hundreds of thousands of well- 
satisfied Zenith owners attest to that. 


ZENITH RADIO CORPORATION 


6001 W. DICKENS AVENUE ee CHICAGO 39, ILL. 
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That’s Because of the 


Value-Giving, Sales-Makin g 


Features Made Possible B y 
Zentth’s Policy of 


RADIONICS 
EXCLUSIVELY 


ONLY ZENITH OFFERS SALES FEATURES LIKE THESE 


RADIONIC 
COBRA TONE ARM 


ARMSTRONG F-M 


NEW SUPER-SIX TUBE 


80% MORE POWERFUL 
PHONOGRAPH MOTOR \ 
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Saving Qualities are 
Real Asset; Will Revo- tis 
lutionize Home Mak- ina 


ing Habits. 


By 


TOM F. BLACKBURN 


LAKE Forest gentleman waved 
Ais hand the other day and said, 
“We just sold our home freezer 
Don’t need to fool around with it any 
more vow that it is so easy to order 
meats irom the butcher by telephone.” 

His remarks illustrated the all too 
common attitude these days towards 
home freezers: that it is a device for 
food hoarders only. 

Actually is is a specialty appliance 
that promises to revolutionize living 
conditions for the 5,143,333 working 
wives in the United States; it is a 
devi¢e that will take a load off the backs 
of harassed women with big families. 
It can do it because it permits meal 
planning over a period of weeks or 
months, instead of hours and days. 

A lot of you are too’ young to re- 
member the old ice box, but with it 
mamma had to run to the store every 
day. Leftovers had to be raked cons- 
tantly from off the shelves and thrown 
away as they got moldy in 24 to 36 
hours. Life in the kitchen was a day- 
by-day job of planning with an ice 
box. 

The electric refrigerator made it 
possible to plan a week at a time. You 
could shop once a week, things kept 
for a week or better fresh and crisp, 
and a lot of women couldn’t have held 
jobs during the war if they had not had 
nice electric refrigerators keeping their 
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This Appliance's Time 


Leftovers can be handled on a grand scale with a home 
Doughnuts, like these, are good six months from 
now. Tastes never get jaded with too much of one thing. 


freezer. 


stuff fresh for them while they were 
\way in the factories. 


Living Habits Must Change 


Now comes the home freezer, and it 
is also going to be a tough-to-sell 
specialty because the use of it involves 
changing one’s living habits. It was 
a battle to get women to wash by 
machine, it was a fight to persuade 
them to lay aside their brooms and use 


vacuum cleaners, and anyone who is 
over 35 years old.will remember house- 
wives saying, “Me pay $250 for an 
electric refrigerator when I can get 
an ice box for 50 bucks? You're nuts!” 

Be that all as it may, this scribe 
predicts that the time is coming when 
working and busy wives will clasp 
home freezers to their bosoms just as 
they have these other appliances, and 
part with them as gladly as they would 
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School lunches can be put up a week in advance. There's no 
hurry at the last minute. 
completely thawed when the children eat. 


These “hot dog” rolls will be 


with their right arms. 

Anything is tough to sell that in- 
volves a change in living habits. ELrc- 
TRICAL MERCHANDISING thought that 
to really learn about the home freezer 
it might be a good idea to have a talk 
with a housewife who had owned one 
seven or eight years. It happened about 
that long ago Mrs. Bernice Smith posed 
her chubby twins and was photo- 
graphed freezing their soup into ice 
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Quantity production at a convenient time is possible with a home freezer. Six pies and 
six loaves of bread are as easy as one, and these frozen are always ready for the table 
on short notice. Mrs. Smith is always ready for unexpected guests. 


Things you like to eat are possible with a home freezer. 


The Smiths love home made 


bread. Stuff needed for the table is quickly thawed and variety is a cinch. 


cubes in her home in River Forest, 
Ill. 

Time marches on, and again your 
reported called on Mrs. Smith this time 
at 345 South Linden Ave., in Highland 
Park, Ill. The twins are off at school 
now and Mrs. Smith turned out to 
have another home freezer, the biggest 
she could lay hands on. 

“Tt is in the organizing of my time 
that the home freezer pays dividends,” 


she said. “For a while we lived in 
Fort Wayne and did not have one, It 
threw me terribly out of step in our 
methods of living. As any woman who 
can cook knows, it is possible to bake 
from 4 to 6 pies with little more effort 
than one pie. You simply do it on a 
quantity basis. With me, I baked a 
whole lot and freeze those we are not 
eating at the moment. It is a simple 
matter to take a pie out a week or a 
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month later, and the problem of des- 
sert for that dinner is automatically 
solved as the pies defrost quickly. We 
do the same thing with cakes, frosting 
in advance and freezing. I bake bread 
once a week because my famly like 
home made bread. Our oven turns out 
four loaves, three of which are frozen. 

“We keep pancake batter frozen 
and can have it ready for the griddle 
within a few minutes.” 

In the salad line, frozen fruit salad 
is kept in the freezer as is cream cheese 
salad. This can be dished up quickly, 
dressed with lettuce and be on the table 
in a jiffy. 

Plenty of Meat on Hand 


Everybody is acquainted with the 
preservation of meats. The Smiths 
keep about 200 pounds in the freezer, 
and steaks or what they wish can be 
peeled off in a moment's notice and 
broiled. Incidentally, the broiling of 
a frozen steak improves its flavor as 
less juice is lost. The beef in the 
Smith home freezer costs them around 
50¢ a pound, which is less than the 
going market price for the same thing. 

Recently unexpected company 
dropped in and Mrs. Smith was able 
to have a complete dinner for them 
within 20 to 25 minutes. It would have 
taken her two or three hours to have 
gotten up this dinner. She had French 
fried potatoes on hand, she has frozen 


doughnuts, she even has frozen buns 
to put wienies in when the kids want 
a snack, 

“Tf I were a working woman, a home 
freezer would mean that I could get 
home from the office or factory and 
have just as good a meal ready for the 
table in a few minutes as if I had 
been there all day,” Mrs. Smith says. 
“The working wife can do just as I do, 
and cook up things in larger quantities 
on her days off, and freeze them for 
future use. She can go marketing once 
a month, which is a great time saving.” 

Summing up, Bernice Smith likes 
the home freezer for these reasons: 

1. Time saving. Once a month 
marketing saves three half days a 
month. Large scale food preparation 
at appropriate moments makes the days 
less crowded. Greater variety at each 
meal is enjoyed. 

2. Left over savings. The remains 
of the Thanksgiving turkey can be 
eaten in April. Three or four dough- 
nuts that remain are devoured when 
some one is hungry. Dabs of all kinds 
of food are saved and re-served when 
the family is again eager for their 
flavor. In handling left-overs the home 
freezer does the same job as the elec- 
tric refrigerator although it greatly 
magnifies and improves on it, spreading 
the availability of odds and ends over 
the months instead of weeks. 

(Continued on page 216) 
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withodt getting stoleuntilused. 
if desired. With leftovers, the freezer does what th 
| 


This Appliance's Time 
Saving Qualities are 
Real Asset; Will Revo- 


lutionize Home Mak- 


ing Habits. 


By 


TOM F. BLACKBURN 


LAKE Forest gentleman waved 

A ii hand the other day and said, 
4 “We just sold our home freezer 
Don’t need to fool around with it any 
more uow that it is so easy to order 
meats from the butcher by telephone.” 

His remarks illustrated the all too 
common attitude these days towards 
home freezers: that it is a device for 
food hoarders only. 

Actually is is a specialty appliance 
that promises to revolutionize living 
conditions for the 5,143,333 working 
wives in the United States; it is a 
deviée that will take a load off the backs 
of harassed women with big families. 
It can do it because it permits meal 
planning over a period of weeks or 
months, instead of hours and days. 

A lot of you are too’ young to re- 
member the old ice box, but with it 
mamma had to run to the store every 
day. Leftovers had to be raked cons- 
tantly from off the shelves and thrown 
away as they got moldy in 24 to 36 
hours. Life in the kitchen was a day- 
by-day job of planning with an ice 
box. 

The electric refrigerator made it 
possible to plan a week at a time. You 
could shop once a week, things kept 
for a week or better fresh and crisp, 
and a lot of women couldn’t have held 
jobs during the war if they had not had 
nice electric refrigerators keeping their 
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Leftovers can be handled on a grand scale with a home 
Doughnuts, like these, are good six months from 
now. Tastes never get jaded with too much of one thing. 


freezer. 


stuff fresh for them while they were 
way in the factories. 


Living Habits Must Change 


Now comes the home freezer, and it 
is also going to be a tough-to-sell 
specialty because the use of it involves 
changing one’s living habits. It was 
a battle to get women to wash by 
machine, it was a fight to persuade 
them to lay aside their brooms and use 


vacuum cleaners, and anyone who is 
over 35 years old.will remember house- 
wives saying, “Me pay $250 for an 
electric refrigerator when I can get 
an ice box for 50 bucks? You're nuts!” 

Be that all as it may, this scribe 
predicts that the time is coming when 
working and busy wives will clasp 
home freezers to their bosoms just as 
they have these other appliances, and 
part with them as gladly as they would 
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School lunches can be put up a week in advance. There's no 
hurry at the last minute. 
completely thawed when the children eat. 


These “hot dog” rolls will be 


with their right arms. 

Anything is tough to sell that in- 
volves a change in living habits. Exec- 
TRICAL MERCHANDISING thought that 
to really learn about the home freezer 
it might be a good idea to have a talk 
with a housewife who had owned one 
seven or eight years. It happened about 
that long ago Mrs. Bernice Smith posed 
her chubby twins and was photo- 
graphed freezing their soup into ice 
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Quantity production at a convenient time is possible with a home freezer. 
six loaves of bread are as easy as one, and these frozen are always ready for the table 
on short notice. Mrs. Smith is always ready for unexpected guests. 


Six pies and 


Things you like to eat are possible with a home freezer. 


The Smiths love home made 


bread. Stuff needed for the table is quickly thawed and variety is a cinch. 


cubes in her home in River Forest, 
Ill. 

Time marches on, and again your 
reported called on Mrs. Smith this time 
at 345 South Linden Ave., in Highland 
Park, Ill. The twins are off. at school 
now and Mrs. Smith turned out to 
have another home freezer, the biggest 
she could lay hands on. 

“Tt is in the organizing of my time 
that the home freezer pays dividends,” 
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she said. “For a while we lived in 
Fort Wayne and did not have one, It 
threw me terribly out of step in our 
methods of living. As any woman who 
can cook knows, it is possible to bake 
from 4 to 6 pies with little more effort 
than one pie. You simply do it on a 
quantity basis. With me, I baked a 
whole lot and freeze those we are not 
eating at the moment. It is a simple 
matter to take a pie out a week or a 
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if desired. With leftovers, the 


month later, and the problem of des- 
sert for that dinner is automatically 
solved as the pies defrost quickly. We 
do the same thing with cakes, frosting 
in advance and freezing. I bake bread 


once a week because my famly like 
home made bread. Our oven turns out 
four loaves, three of which are frozen. 

“We keep pancake batier frozen 
and can have it readv for the griddle 
within a few minute...” 

In the salad line, frozen fruit salad 
is kept in the freezer as is cream cheese 


salad. This can be dished up quickly, 
dressed with lettuce and be on the table 
in a jiffy. 


Plenty of Meat on Hand 


Everybody is acquainted with the 
preservation of meats. The Smiths 
keep about 200 pounds in the freezer, 
and steaks or what they wish can be 
peeled off in a moment's notice and 
broiled. Incidentally, the broiling of 
a frozen steak improves its flavor as 
less juice is lost. The beef in the 
Smith home freezer costs them around 
50¢ a pound, which is less than the 
going market price for the same thing. 

Recently unexpected company 
dropped in and Mrs. Smith was able 
to have a complete dinner for them 
within 20 to 25 minutes. It would have 
taken her two or three hours to have 
gotten up this dinner. She had French 
fried potatoes on hand, she has frozen 


doughnuts, she even has frozen buns 
to put wienies in when the kids want 
a snack, 

“Tf I were a working woman, a home 
freezer would mean that I could get 
home from the office or factory and 
have just as good a meal ready for the 
table in a few minutes as if I had 
been there all day,” Mrs. Smith says. 
“The working wife can do just as I do, 
and cook up things in larger quantities 
on her days off, and freeze them for 
future use. She can go marketing once 
a month, which is a great time saving.” 

Summing up, Bernice Smith likes 
the home freezer for these reasons: 

1. Time saving. Once a month 
marketing saves three half days a 
month. Large scale food preparation 
at appropriate moments makes the days 
less crowded. Greater variety at each 
meal is enjoyed. 

2. Left over savings. The remains 
of the Thanksgiving turkey can be 
eaten in April. Three or four dough- 
nuts that remain are devoured when 
some one is hungry. Dabs of all kinds 
of food are saved and re-served when 
the family is again eager for their 
flavor. In handling left-overs the home 
freezer does the same job as the elec- 
tric refrigerator although it greatly 
magnifies and improves on it, spreading 
the availability of odds and ends over 
the months instead of weeks. 

(Continued on page 216) 
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By ROBERT W. ARMSTRONG 


Evening service and sales classes keep the organization on its toes. 


Ed Logan and the service staff get some instruction on Penn controls from a factory 
representative. 


ARRAGE balloons are cheaper 
B now than they were during the 
war. But they may be as useful 
now to attract customers as they were 
in war to repel airplanes, thinks Art 
Warner, treasurer and sales manager 
of the American Refrigeration Service 
Co., Inc., 945 Farmington Avenue, 
West Hartford, Conn. He found out 
that he could get one for $104 and 
plans to anchor it to his store and raise 
it 500 feet in the air, suitably inscribed, 
of course, with an appropriate sales 
message. 
But there might be a law against it? 
“OK,” he says, “then we’ll take it 
down, but it won’t matter, because 
we'll have got the publicity we put it 
up for.” 
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Here president 


If he thought it would help build his 
business Art Warner would seriously 
consider the possibilities of encourag- 
ing elephants to parade on pogo sticks 
down West Hartford’s main street. He 
showers down ideas the way the Allies 
dropped leaflets on Berlin. 

And they pay off. When he and Ed- 
mond Logan opened their first store 
on October 15, 1941, at 1450 Albany 
\ve.—a dingy 20 by 50 foot refrigera- 
tion service shop—he had exactly $2.62 
left in his pocket. The rest had been 
invested in equipment, rent, and adver- 
tisements in the telephone book. Today 
he has a $55,000 store, a service crew 
of 14, a General Electric franchise, 
expectations of a $500,000 gross this 
year, $5,000 invested in telephone ads, 


the largest store front sign of its type 


in the nation, 11,000 loyal customers 


—and more ideas. 
Success Without Sales 


With the number of failures of war- 
born appliance businesses increasing 
every day, the success of American 
Refrigeration raises the question of 
“How come?” 

A business that opened barely a 
month and a half before Pearl Harbor 
obviously couldn’t grow on sales be- 
cause it wasn’t long before there was 
nothing to sell. The only alternative 
was service, and on that foundation 
the company was doing an annual 
business of $100,000 by the end of the 
war. 

Neither Warner nor Logan was in- 
experienced when they opened their 
own firm. Warner, who was born in 
West Hartford, went to New York in 
1935 and worked for the Jamaica Re- 
frigeration Service on Long Island 
until 1941. He began as a salesman 
and ended as_ service supervisor. 
There he met Logan, a service expert 
who had worked for Frigidaire from 
1931 to 1937 and was service manager 
at Jamaica. When they opened up in 
Hartford it was with the expectation 
that Logan would handle the servicing 
and Warner would manage sales. 
When the war hit them, they both put 
on overalls and went to work. 

The investment in telephone ads 
began to bring in business from the 
beginning. The first week both men 
were able to take home $35 each. 
Within ten weeks their “salaries” were 
$50. 

They introduced merchandising into 
servicing with the idea of doing a com- 
plete overhaul job on refrigerators, at 
a fixed price, instead of limiting serv- 
icing to minor repairs and parts in- 


stallations. When the OPA laid down 
the law on how much could be charged 
for repairs, Warner and Logan stuck 
to their pre-war prices. The result of 
this fairness built them a lot of good 
will and increased through volume the 
profits they might have lost by main- 
taining their low prices. In most cases 
where a refrigerator was several years 
old, they found it was a relatively 
simple matter to convince the customer 
that a thorough overhaul would be 
cheaper in the long run than the mere 
correction of the fault that caused the 
failure of the box. During the first 
year of the war the company was able 
to do a good business in reconditioned 
boxes. Later, when shortages of ma- 
terials often made parts unavailable, 
they made their own parts. 


Midnight Reveille 


Because they slept with telephones 
at their bedsides they were often called 
out at two or three in the morning to 
do an emergency operation on a dying 
refrigerator. Every time Warner fum- 
bled his way into his pants in the early 
morning hours he consoled himself 
with the thought that they were build- 
ing a reputation for good, fast, 24- 
hour service. Most of his wartime 
customers, he says, are still with him 
and he attributes their loyalty to his 
company’s indefatigability. That same 
policy holds good today. There is 
always a man on duty for American 
Refrigeration—Sundays, holidays, the 
Fourth of July, Christmas. The service- 
men themselves like this extra duty 
because they make overtime pay plus 
25 percent of the net profit per job and 
have been known to pocket as much as 
$130 in a single day. 

In 1943 Logan and Warner started 
camping out on the doorstep of Orkil, 
Inc., G-E distributor in Hartford. 
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Two months before Pearl Har- 
bor the American Refrigera- 
' tion Service Co. went into 

business in West Hartford, 

Conn. It expects to sell 1,200 
refrigerators and gross 
$500,000 this year. 


, a General Electric franchise. In April, is at ground level in the rear, isacom- 4® appliance from a 

k 1946, we got it.” plete service shop. Huge windows, 

f There still wasn’t much merchan- 475 square feet of them, stretch across ry Ass - eT 
octor and his wife a 

d dise, but partners Warner and Logan the front underneath a blue-grey sign. General Electric 

e expended some of their energy by ) feet long and 8 feet deep and con-  ausomatic wishwasher. 

4 changing their camping ground from taining two tons of porcelain. 

$ Orkil’s to their new store on Farming- 

ton Avenue. It had been a furniture coy 

y store, just a good, substantial build- “TI believe that eye appeal is one of Below. Overhead gerege 

r ing, nothing fancy. But Warner had __ the biggest things people go for in this doors open into this 

e ideas. He put the ideas on paper town,” declares Warner. “However, 

e under his constant needling the car- service is the backbone of this busi- 

e penters transformed the ideas into ness. We built the business on service loft ol oo prose 

t reality in something less than the usu- and service brings us sales. When the j, in the rear. Below 

e ally required time. When they got serviceman goes into a customer’s Jeff: Small appliances 

1 through, American Refrigeration had home he’s capable of sitting down and and washers get at- 

¥ a modern store with 9,000 square feet (Continued on page 204) tended to in this corner. 
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Two tons of porcelain help to make American Re- 


Comfortable chairs and sofas occupy space on the 


frigeration's sign one of the nation's largest. Behind sales floor. Offices in the rear were made from bowl- 


the left hand window is the room which will eventually 
house a complete kitchen, keynote of the company’s 


post-war specialty. 


Warner admits that it practically 
amounted to a picket line. “We wanted 


ing alley paneling. Diagonal lines on the brown and 
green linoleum floor help to create an illusion of 


greater space. Walls are light canary yellow. 


of space. The ground floor is sales 
room and office, and the cellar, which 


Demonstrating his own 
thesis that you can sell 
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ELLING electrical appliances 

successfully in competition with 

liquified petroleum gas appliances 
is merely a matter of concentrating 
on REA-equipped areas, carrying na- 
tionally advertised lines of electrical 
appliances, and presenting them in a 
way the rural customer can afford 
them, according to Les Snodgrass, 
sales manager of Boeckeler Lumber 
Co., Wellston, Missouri. 

Boeckeler Lumber Co. in two years 
has become one of the largest appli- 
ance dealerships in the suburban area 
west of St. Louis, franchised with 
Frigidaire refrigerators and ranges, 
Deepireeze, Coleman, and Maytag. 
These top-notch lines were made pos- 
sible, states Mr. Snodgrass, simply 
because the firm, located in the same 
place for 107 years, sells the major 
part of its volume to farmers, produce 
growers and suburbanites in northeast 
and north central Missouri, from 
Fulton to Hannibal, in a 150 mile 


circle. Long experienced with mer- 
chandising farm supplies, roofing, 
lumber, building supplies, fencing, 


electric water pumps, etc., Boeckeler’s 
management decided before the end 
of the war that the time had come 
to add major appliances and to pro- 
mote them aggressively in competition 
with LP-gas. “We found that we 
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had customers using REA power for 
light, water pumping, milking, etc, 
who were using LP gas ranges, heat- 
ers and other appliances in the house,” 
Mr. Snodgrass grinned. “Mostly be- 
cause nobody was trying to sell elec- 
trical appliances to these rural resi- 
dents. Now, we're after the appliance 
business of every farmer who can tap 
an electric line, and have found that 
the man who buys range, refrigera- 
tor and water heater at one crack 
isn’t the least bit unusual.” 


Farmer Appeal in Ads 


Boeckeler’s merchandising program 
is built on many points which appeal 
to the “average farmer.” To bring 
in the huge crowds oi farmers who hit 
the Wellston store each weekend, 
Boeckeler has contracted for a weekly 
newspaper ad in the St. Louis Globe- 
Democrat, morning paper with a wide 
circulation in the rural areas. Appli- 
ances are featured each week, with an 
invitation to the rural resident to 
enjoy its modern convenience, and to 
come in for a talk over “seasonal pay- 
ment plans” which Mr. Snodgrass has 
developed to match farmer’s odd-season 
incomes. Weekly country journals 
are used as well, all pointing out that 
electrical appliances, for the most part, 
can be operated well within the min- 


Appliance-Lumber Dealer Knows How 


To Sell Electric Ranges to Farmers 


imum monthly payment which REA 
subscribers pay; and that electrical 
living need not increase monthly costs 
other than the original price of the 
appliances. “This is a powerful selling 
point,” Mr. Snodgrass stressed. “Many 
of our farmer customers pay $5 per 
month for REA service, particularly in 
the north, and once convinced that 
they are paying for appliance service 
whether getting it or not, the annual- 
cost factor just about vanishes.” 


Good Ad Coverage 


Boeckeler Lumber Co. has billboards 
all over the state, listing the many 
lines of home and farm supplies car- 
ried. Appliances have of course been 
added as they become available. 

Frigidaire appliances as well as 
farm supplies thus cooperate to pull 
in weekend farm customer traffic to 
the recently remodeled store. Aver- 
age cash sales every Saturday amount 
to 250 or more, which combined with 
charge accounts and small purchases, 
bring the farm traffic up to more 
than 500 every weekend. Rural resi- 


dents get a kick out of a simple selling 
atmosphere which Mr. Snodgrass has 
worked up in the form of a “Cousin 
Les Sez” program. Every salesman 
in the store wears white overalls and 
blue denim shirts while waiting on 
customers, and signs along highways 
begin “Cousin Les Sez,” with a list 
of merchandise carried. Newspaper 
ads are similarly headed, with a cut 
of Les Snodgrass dispensing homely 
information. Mr. Snodgrass himself 
wears white overalls with “Cousin 
Les” identifying him in green letters, 
and glad-hands every customer with 
a lot of genuine enthusiasm which 
keeps them coming back. “The idea is 
to keep up a farm store atmosphere 
at all times,” he grinned, “without 
insulting the farmer by giving our- 
selves a country-yokel air. The over- 
alls and Cousin Les program are 
simply showmanship which our farmer 
customers don’t forget. We figure 
literally hundreds of new buyers have 
been attracted in this way.” 

Five full time salesmen operate the 
appliance department, a modern, 
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By 
ROBERT LATIMER 


fluorescent lighted display room with 
overhead canopies, “live displays” and 
other merchandising helps. Customers 
find the emphasis on the big three of 
ranges, refrigerators and water heat- 
ers, all electric. ‘“‘We can beat LP- 
gas because they simply cannot match 
the advertising and confidence which 
our Frigidaire lines carry,” Mr. Snod- 
grass pointed out. “Where customers 
want it put on a competitive basis, we 
point out the high cost of initial tank 
and meter installation for butane or 
propane equipment, the difficulties of 
making gas deliveries, wasted heat, 
etc. Figures show that there are not 
enough LP dealers in our territory to 
guarantee consistent service to users, 
and that bad weather, mud, truck 
breakdowns, etc., leave the customer 
in the lurch. Then we offer reliable 
appliances which need little service, 
and which can be paid for on terms 
which match the customer’s own farm 
income. Then the clincher, of course, 
is the REA subscriber rate pointed out 
above.” Lots of farmers have com- 
plete trust in Cousin Les, and will 
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cheerfully accept the wisdom of this 
approach. 

Along with store display of appli- 
ances, Boeckeler Lumber has a mailing 
list upwards of 4500 names, to which 
postcard mailings go regularly every 
five weeks, with “specials” inserted in 
between. Among these specials are 
planned separate promotions on elec- 
tric ranges, refrigerators and water 
heaters, one at a time, and telling 
the reader what he can expect from 
them on REA service. “Many of our 
weekend customers come in clutching 
a card and buy from it,” Mr. Snod- 
grass said. ‘‘We haven’t been able 
due to the lack of sufficient inven- 
tories to lay much emphasis on appli- 
ances as yet—but when the time comes, 
that will be our chief use of the card 
mailings.” Along with the postcard 
mailing, the firm has one “salesman” 
who is actually a goodwill man, tour- 
ing’ the territory each month, dropping 
in to extend Boeckeler’s good wishes 
to farm customers, and to make sales. 


Time Payments 


Undoubtedly one of the most potent 
forms of selling arguments which 
Boeckeler offers in competition with 
butane appliances is “‘meeting them on 
their own ground” in financing. Long 
experienced with the peak-and-valley 
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incomes of farmers, Boeckeler Lumber 
handles its own appliance financing 
for the most part, and cheerfully makes 
payment arrangements to fit the farm- 


er’s needs. “A lot of our rural cus- 
tomers get their income in three lump 
sums a year,” Mr. Snodgrass pointed 
out. “And we thus make it possible 
for them to pay only three times a 
year, or even two, if necessary. The 
farmer who has a good tomato crop 
on the way but needs an electric range 
now always gets good treatment from 
our credit manager — knowing that 
he'll pay when the tomato crop is 
marketed. We'll deliver appliances on 
whatever down payment and terms are 
best suited to the customer, and while 
this ties up a lot of inventory dollar 
value, we have found it the best way 
to hold the goodwill of our customers. 
We have had little or no repossession 
trouble to think about. It isn’t dif- 
ficult to see why many of our appli- 
ance customers swear by us.” Sound, 
honest farmers are a logical reason 
for the flexible financing which Boeck- 
eler permits in any and all cases. 
Since the appliance department was 
completed and the first 20 ranges and 
refrigerators delivered, Boeckeler’s 
overall-clad salesmen have been ac- 
cepting deposits. Unlike many deal- 
ers who vacillated back and forth be- 


tween priorities registrations and de- 
posits, Mr. Snodgrass has found the 
practice pays. “We've never made 
rash promises, and we always invite 
the deposit on the strict understanding 
that the money will be returned when- 
ever asked for” he said. “I believe 
that the farmer trusts implicitly in_ 
what his dealer tells him; and that 
failure to deliver at a promised date 
would be disastrous. Therefore, we 
tell our rural customers that deposits 
put them in a favored position for 
delivery, and get the appliance out as 
soon as possible. For the past several 
months we've averaged only 30 days 
between deposit and delivery.” 

Incidentally, Boeckeler Lumber Co. 
expects home freezers, once the farmer 
is accustomed to using refrigerator, 
range, washing machine and water 
heater, will be “top business”. 


Heater Business Will Come 


Boeckeler’s appliance salesmen talk 
the language of their customers. All 
are on a straight salary plus commis- 
sions, and are teamed up efficiently. 
“Give the farmer every possible reason 
to use electric appliances, and make 
it easy for him to buy in a friendly 
atmosphere on his own terms” Mr. 
Snodgrass summed up. “And this is 
mighty fine business!” End 
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William L. Miller, one of the firm's part- 
ners, gets around to the customers him- 
self, in this instance by demonstrating a 
General Electric range. 


HEN the North Hollywood 
\ \ Plumbing and Appliance Co. 

sold an entire carload of elec- 
tric water heaters as an experiment 
they decided that experiments like that 
should continue. Out of that has 
grown the successful and expanding 
appliance division of this North Holly- 
wood, Calif., company. 

Two of the five partners in the 
firm, William L. Miller and Ben 
Modesti, are responsible for appliance 
operations and support their merchan- 
dising with the installation facilites of 
the plumbing divison, managed by 
M. A. Gannon, Peter Starkaby, and 
Oscar Larson. 

Since many appliances—water heat- 
ers, dish washers, automatic laundry 
equipment, and garbage disposers—all 
require plumbing installation, the 
availability of the plumbing depart- 
ment has obvious advantages. 


Booms and Buyers 


The plumbing division of the com- 
pany is at a peak with the vast new 
housing projects growing like mush- 
rooms all over Southern California’s 
fabulous San Fernando Valley. Busy 
with scores of complete, contract 
plumbing jobs, it’s an easy matter to 
size things up and sell the home-owner- 
to-be a full array of electrical appli- 
ances. Complete electric kitchen sales 
are duck soup for a set-up like this. 

Another tie-in with plumbing is the 
profitable field of commercial refrig- 
eration. Here this organization takes 
care of the whole needs of a super 
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The Profit 


pliance Co. are sold on their direct 
mail advertising. To them it is the 
best medium of contacting people who 
might otherwise be drawn elsewhere 
for appliance purchasing. As an ex- 
ample of direct mail’s effectiveness, 
water heater sales jumped ten per- 
cent higher during the first month of 
their campaign. Then it rose in stead- 
ily increasing amounts until but three 
months later, water heater sales had 
doubled over their pre-campaign fig- 
ures. 

“Of course direct mail is more ex- 
pensive,” Mr. Miller said. “But with 
us it’s the result that counts and in the 
end direct mail is far more effective 
and thus the most economical. We use 
an Addressograph and in time we in- 
tend to make our goal of 100,000 
names on our mailing list.” 

It was, in fact, through the sale 
of a carload of General Electric water 
heaters that this organization incorpo- 


The North Hollywood Plumbing and 
Appliance Co., California, is figuring 


its 1954 water heater sales today. 


By W. WALLACE TYLER 


market or small grocery store, both 
requiring walk-in refrigerators, meat 
cases, electric cases for milk and deli- 
catessen departments and freezers to 
handle the growing popularity of 
frozen foods. 

“In fact, our plumbing knowledge 
plays an important part in our sales 
ot electric hot water heater sales,” 
William L. Miller, spokesman for 
the electrical division, said. “We pick 
out sections where homes have been 
built for six to seven years and then 
using our effective direct mail adver- 
tising, we campaign for replacing the 
old heaters.” 

“Although our experience shows that 
a water heater usually has a six or 
seven year life, we know people will 
not replace until the old one fails com- 
pletely. However, because of our 
direct mailing, our name is first on the 
home owner’s tongue and as our cam- 
paign is well timed, we get the replace- 
ment of a new water heater.” 

North Hollywood Plumbing and Ap- 


rated electrical appliances with its 
plumbing business. G-E representa- 
tives told this North Hollywood firm 
that this sales record exceeded the 
combined total of any ten territorial 
dealers’ comparative sales over a period 
of four years. To North Hollywood 
Plumbing and Appliance, the decision 
to enter electrical appliance merchan- 
dising was the best business move they 
ever made. 


New Home, but no Room 


Their modern show room at the 
corner of Tujunga and Chandler is 
only a starter. Spacious though it is, 
with show windows on two sides, it 
is already too small. It was new just 
a little over a year ago. Confined sales 
space hasn’t stymied this organization. 
On adjacent property which they own, 
the firm plans to expand greatly. 
Tentative at present, the plans will 
include separate show room stores for 
electrical appliances, commercial re- 
frigeration and plumbing displays. 

In planning for the future the com- 
pany is banking heavily on future 
sales of complete General Electric 
kitchens. Because of a new variation 
from the usual method of contract sell- 
ing, they expect a minimum sale of one 
unit weekly to a probable sale of one 
kitchen daily. 


Future Financing 


Several California bank systems are 
working on a financing plan which is 
three-fold, aiding the home owner with 
a mortgage, the electrical appliance 
dealer and the banks themselves. The 
idea, a mortgage continuation plan 
will work like this: 


As evident from this picture, North Hollywood sells a wide variety of products. The 
number of appliances gives ample testimony to the firm's belief that it needs more space. 
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Suppose a home owner has a resi- 
dence upon which he has paid interest 
and principal for five or six years 
when he decides on a complete electric 
kitchen at $1,500 to $1,800. To pur- 
chase on a bank time payment plan 
would require a one-third down pay- 
ment. This alone would probably 
mean no kitchen sale for the dealer 
for few average home owners could 
spare such an amount. 

Instead of allowing a sale to fall 
thru because of this obstacle, North 
Hollywood Plumbing and Appliance 
will acquaint the prospective buyer 
with the banks’ mortgage continuation 
plan. In this plan, the bank adds the 
price of the electric kitchen to the 
unpaid mortgage principal. Then the 
firm goes ahead with the kitchen in- 
stallation and everyone is happy. The 
customer has the kitchen with no down 
payment required, the sale goes to 
the profit of the dealer and the bank 
does a piece of business from the in- 
terest charged on the extended mort- 
gage principal. 

On smaller appliance sales requir- 
ing financing, the firm provides time 
payments through either of two North 
Hollywood banks. On certain items 
appliance purchasers can use Title 1 
under FHA. 

Another new innovation in the way 
of sales promotion for the organiza- 
tion is the projected cooking school. 
Here an authority on culinary art will 
take charge of classes designated to 
make better cooks from California 
house-wives. At the same time, the 
demonstrations will promote sales 
through the ease with which modern 
appliances perform daily tasks and the 


Prophets 


efficiency with which the modern elec- 
tric kitchen prepares the daily meals. 


Freezer Prospects Good 


In the appliance future, Mr. Miller 
said that the outlook for home freezer 
sales was very promising. With Cali- 
fornia producing abundantly in fruits 
and vegetables, the popularity of home 
units enabling the wife to preserve 
her back yard produce will cause a 
sizable jump in freezer unit sales. This, 
coupled with the ever increasing 
frozen foods supply in markets makes 
the sale of freezers a most optimistic 
outlook. 

Southern California, the land of 
much advertised perpetual sunshine, 
comes in for plenty of heat control 
needs. North Hollywood Plumbing and 
Appliance finds air conditioning units 
very salable items. Evaporative 
coolers are also much in demand with 
many sales going to nearby desert areas 


Water heaters are the company’s first love. They got into. appliance selling when they 
sold a whole carload. Since that time water heaters have been one of their best items. 


ELECTRICAL MERCHANDISING—JULY 1, 1947 


where temperatures really soar during 
a hot spell. Speaking of heat waves, 
nature tombines with the weather man 
to control cooler sales. When the 
mercury jumps, the frm has a boom 
rush for evaporative coolers, but let 
it cool off and sales suddenly drop. 

Believers in doing things scientific- 
ally, the firm went all out in the light- 
ing of their show rooms. The interior 
illumination was planned jointly by 
Westinghouse men and City of Los 
Angeles Bureau of Water and Power 
engineers. Using light meters and 
slide rules, these lighting specialists 
went over the whole store area, plan- 
ning each fixture’s exact position so 
that when the installation was complete, 
the store had the best of modern light 
planning in its effective, evenly illum- 
inated fluorescent lighting. 

“We owe a very big vote of thanks 
to the Los Angeles Bureau of Water 
and Power people in another way,” 
said Mr. Miller. “The bureau has a 
liaison division which contacts users 


One side of an island display in the 
middle of the showroom provides space 
for table model radios. But Miller would 
rather sell the console he’s demonstrating. 


Slated for early expansion in this present 
building of the North Hollywood Plumb- 
ing and Appliance Co. Although it was 
only opened little more than a year ago, 
it is already too small for the company's 
growing business. 


of electricity and through tips from 
this department we have made many 
sizable appliance sales. We are deeply 
grateful to R. A. Samuelson who heads 
this division and to Frank Hines, his 
very able liaison contact man.” 


Post-Sales Calls 


Another service which is extended 
by North Hollywood Plumbing and 
Appliance Co. is their follow-up 
woman. She calls on all customers 
who have had recent appliance instal- 
lations. More than just for the firm’s 
good will alone, she checks for correct 
operation and if she discovers any 
trouble, reports it immediately. Many 
times the customer has not become 
fully versed on the appliance operation 
and here she demonstrates any point 
not perfectly understood. With an eye 
to future sales, she sizes up the cus- 
tomer’s other appliance needs. 

The answer to efficiency on the part 
of a salesman or woman is found in 

(Continued on page 104) 
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ES, it’s worth some thought. Ap- 
yY pliance dealers have problems. 

Some of these problems they 
may solve themselves. The solution 
of others definitely requires the as- 
sistance of the manufacturers and 
distributors. 

Brig. General E. E. Jeffe, vice-pres- 
ident in charge of sales of the Con- 
solidated Edison Company, Inc., of 
New York,City is quoted in The New 
York Times as recently telling the 
company’s cooperating dealers and 
distributors that—“Retailers, I am cer- 
tain, are willing to take a squeeze 
on their profit margins to move mer- 


chandise in the unit quantities needed 
for a healthy economy.” Undoubtedly 
the General is right IF the dealers 


can eliminate all of the other squeezes. 

When it comes to squeezes the ap- 
pliance dealer very closely resembles 
that part of the cow where there are 
several places to squeeze—all of them 
producing the desired results. Con- 
tinuing this comparison, if the cow 
isn’t well treated and fed regularly 
you can squeeze indefinitely and you 
get nothing. 

Unless we take steps to prevent it 
now our cow will probably have an 
extra lot of spigots when the buyers’ 
market returns. All of them capable 
of milking the dealer. Number one 
can be squeezed for discounts, number 
two tor trade-ins, number three for 
service, number four for price cutting, 
number five for repossessions, number 
six for costs over and beyond the 
designated wholesale price, number 
seven for direct sales to builders, and 
so on, 


Discounts and Trade-Ins 


It’s obvious that if the manufac- 
turers are going to squeeze number 
one—the discount spigot—a little 
harder, we must all ease up on the 
other spigots, as there is just so much 
milk available. It also seems proper 
that we allow number one to be 
squeezed a little harder for the benefit 
of our economy. Our problems are 
how to ease up on all the other spigots. 

Spigot number two—trade-ins— 
was a problem to most retailers before 
the war. It hasn’t been since the war 
and there is no reason why we should 
let it become a problem again. The 
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Buyers’ Market 


Will 


By Cc. M. DAVIDSON, Davidson & Co., Miami, Florida 


answer is simple. Never pay more 
for any trade-in than you can sell it 
for and be sure to figure in the cost 
of repairs, handling, etc. This problem 
is strictly up to the appliance dealers 
and if it isn’t solved it will probably 
break more dealers than any other one 
problem. 


Service 


Spigot number . three—service—is 
one of the most difficult problems and 
can only be satisfactorily solved with 
the help and direction of the manu- 
facturers. 

In the pre-war days of normal dis- 
counts most dealers who rendered satis- 
factory service took a loss on service 
and charged the loss against sales. 
This was nothing more or less than a 
reduction of the discount. We could 
stand it then. We can’t in the coming 
period of reduced discounts and in- 
creased overhead. 

The automobile industry long ago 
adopted a policy of 50% discount on 
parts because they recognized that 
profitable service would result in 
financially strong dealers. Only a few 
of the appliance manufacturers seem 
to have recognized this to date. In 
my opinion, the most needed policy to 
promote strong dealers in our indus- 
try is a uniform fifty percent discount 
on repair parts. 

Some manufacturers are already giv- 
ing fairly satisfactory discounts, but 
others allow as little as 25%. By the 
time the dealers add the cost of ex- 
press, breakage, and returns on wrong 
parts, the parts cost them the full re- 
tail list price on the short discount 
basis. Certainly these manufacturers 
are not naive enough to believe that 
their dealers are selling these parts 
at their cost. The dealers set their 
own prices and where there are several 
dealers in a community this results in 
the consumer being charged different 
prices by different dealers for the same 
service, 


From Service to Price Cutting 


The consumer is now educated to 
paying reasonable prices for service. 
Now is the time for the industry to get 
together and establish a sound, uniform 
policy on parts. Dealers cannot and 
will not be able to,take a loss on service 


in the squeeze that is approaching. 

Spigot number four—price cutting 
—is mainly up to the dealers. If sixty 
to seventy-five percent of the dealers 
fail in the next eighteen months, as 
has been predicted, there will be a rush 
of price cutting that will be hard to 
control. When a dealer gets hard up 
for cash he looks his inventory over 
for something to turn into quick cash. 
He seldom realizes that he is digging 
his own grave until it’s too late. 

Manufacturers can help by im- 
mediately cancelling franchises where 
price cutting is apparent, but some 
manufacturers may feel the pinch also 
and may not be too strict on this score. 

By and large price cutting will be 
up to the dealers. When demand les- 
sens and real honest to goodness sell- 
ing is in order they have only to ex- 
amine their overhead to see that they 
can’t make a profit and cut prices. By 
that time we will probably be back 
to our pre-war averages. Pre-war 
60% to 65% of our sales were in the 
low-price, low-discount bracket; 20% 
to 25% in the middle-price bracket and 
10% to 15% in the “De-Luxe” or long 
profit bracket. 


Repossessions 


Spigot number five—repossessions— 
is likely to be one of our greatest prob- 
lems. It is almost certain to be if 
those who are urging to return to the 
old days of a very little or nothing 
down and up to thirty six months on 
the balance, have their way. The Eco- 
nomic Council seems to think con- 
sumer credits are already pretty high. 

I wonder how many dealers recall 
the conditions that existed back in 
1939 and 1940. Prices were declining 
as they will be again—maybe soon. 
Mr. and Mrs. John Doe purchased a 
range and refrigerator for nothing to 
a maximum of 15% down and years 
to pay the balance. At the end of one 
year new and cheaper models came 
out so Mr. and Mrs. Doe found a 
phony reason for kicking their appli- 
ances back to the dealer and bought 
new models for less money on the 
same terms. 

You can’t blame Mr. and Mrs. Doe 
too much. It was cheaper for them 
to do this and they got new and im- 
proved models. The dealers were 


starting to take an awful licking for 
there was always a hungry finance 
company willing to finance the new ap- 
pliances and overlook the reposses- 
sions. 

I have often wondered what would 
have happened if the war hadn’t come 
along and turned prices and time pay- 
ment terms upward. I now wonder 
if we are going to start this same 
ridiculous procedure all over again. 
I am afraid we will if Federal control 
over time payments is dropped en- 
tirely. 

One possible solution would be for 
all the finance companies to establish 
clearing houses in each community. All 
contracts could be reported to the 
clearing house and each company could 
easily determine how many contracts 
a prospective client had in effect and 
refuse to certify a request for credit 
on the purchase of any appliance 
where there was already an unpaid 
contract in effect on a similar appli- 
ance. 

You can’t blame a dealer who has his 
back against the wall for grabbing 
poor time payment risks if the finance 
companies will accept them. As for 
the finance companies, if the dealer 
fails, you can’t squeeze blood out of 
a turnip. We stubbed our toe, but 
didn’t trip on this problem before 
because the war came along. Let’s 
make sure we don’t fall flat on our nose 
this time. 


Extra Costs 


Spigot number six—costs over and 
beyond the designated wholesale price 
—is just another method for the manu- 
facturers to reduce discounts without 
actually announcing the fact. Some 
manufacturers have established na- 
tionally advertised retail prices which 
are the same all over the country. 
Most of these manufacturers also have 
established prices to dealers which 
include freight paid to the dealer. But, 
some manufacturers deviate from this 
policy by breaking up the shipment 
hundreds of miles from the dealers and 
force them to pay L.C.L. freight on the 
incoming shipment. This freight cost 
has often amounted to three to five per- 
cent of the retail selling price. That 
means the deal loses 10% to 17% of 
his discount. This works a particular 
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hardship on the small dealer in small 
communities. He is the one who can 
least afford this hidden reduction in 
discount. 

I believe most dealers like nationally 
advertised and maintained retail prices, 
but such a policy should carry with it 
prepaid freight to the dealer. Prepaid 
freight should mean just that. Noth- 
ing more. Nothing less. The manu- 
facturer who is squeezing hard on 
spigot number six can’t expect to also 
squeeze hard on spigot number one and 
still maintain a financially sound dealer 
organization. 


Direct Sales to Builders 


Spigot number seven—direct sales 
to builders—has been a major prob- 
lem to retailers for some time. I wrote 
an article on this subject entitled 
“What Is A Builder” which was pub- 
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The second article in a series on the 
problems that face the appliance dealer. 


the DEALERS’ COW 


SMITH: 


lished in ELEcTRICAL MERCHANDISING 


in the February, 1945, issue. It was 
a problem over two years ago. It is 
going to be a much greater problem. 

In this article published over two 
years ago I stated that the local ap- 
pliance dealers were in a better posi- 
tion to judge which local builders were 
eligible for discounts than out of town 
distributors and manufacturers. 

A lot of water has gone over the 
dam since that article was written and 
we can look back and examine actual 
happenings. Several manufacturers 
and distributors did sell direct to 
builders during this interim. How- 
ever, it was more a case of getting 
appliances than getting discounts. 
Many of these appliances went direct 
to builders when the appliance dealers 
were still operating at a loss due to 
insufficient merchandise. The builders 


1947 


APPLIANCE STORE 


would have bought the appliances just 
as readily from the appliance dealers 
and the difference in price, if any, 
wouldn’t have made 5c difference in 
the rental of the apartment or housing 
project as rentals were regulated by 
law. 

You might think that the builders 
would have appreciated this favor, but 
what happened? The Big and Little 
Construction Co.—for example—was 
building a 100-unit apartment project. 
They ordered 100 refrigerators or 
ranges or both from several distribu- 
tors or manufacturers. They installed 
the least known brand in their build- 
ing project and sold the others at 
prices above the nationally advertised 
retail prices to non-authorized dealers, 
filling stations, liquor dealers and 
known black market shops who in turn 
sold them for 50% to 100% above 


the regular retail price. They were, 
of course, shipped as far away from 
the building project as possible. In 
other cases the builders received ap- 
pliances for building projects which 
were never even built. 


Not Just Little Names 


These practices were not confined to 
any one brand. They covered every 
well known brand. In my community 
at least four well known brands of 
appliances were offered for sale by 
non-authorized dealers at prices great- 
ly in excess of the authorized retail 
price. Moreover, while these un- 
authorized dealers were advertising 
and offering the appliances for sale 
the authorized dealers had little or 
nothing to offer to their customers. 
If you think it was easy for the legiti- 

(Continued on page 213) 
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HOPPING 


St. Louis appliance dealer develops 
merchandising innovations to win place 


in Hampton Village Market project 


N ELECTRIC appliance deal 
A ership founded on an unusual 
basis is the Appliance Arcade 

Sales & Service Co., St. Louis, Mo.— 
a streamlined organization which 
dealer M. H. Vancil had to tailor to 
stiff requirements in order to become 
a part of the Hampton Village Mar- 
ket, world’s largest drive-it 


shopping 
center, which is attracting nationwide 
attention. 

Hampton Village Market, currently 
being blazoned as “something new 
in the nation’s quest for additional 
shopping convenience” is a huge, 11- 
million dollar commercial 
Southwest St. Louis 


project in 
which Brinkop 
Realty Co., an association of wealthy 
St. Louis businessmen, have been put- 
ting together for the past 18 years. 
Covering the same area as 15 square 
blocks of downtown shopping facilities, 
the project has parking space for 2500 
automobiles, and 88 individual shops 
built in Williamsburg Colonial style 
enclosing the center parking lot. The 
world’s biggest supermarket sits in the 
center, with retail merchants charac- 
terized as “the nation’s most aggres- 
Sive, up to the minute dealers” 
in from all four sides 

When the project began building 
shortly before the war, heads of the 
organization (including Sam Breadon 
of the St. Louis Cardinals and Harry 
Srinkop, millionaire realtor) set up un- 
bending which every 
merchant had to meet. With 80 per- 
cent of St. Louis’ steady spenders liv- 
ing within ten minutes of Hampton 


facing 


requirements 
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This is typical of the buildings in which Appliance Arcade won a spot. 


Village, the project intends to wean 
away the “downtown shopper” to using 
drive-in convenience—and therefore it 
was desired to provide merchants who 
can outshine the downtown department 
store from start to finish. 


No "Averages" 


The “average retailer with the aver- 
age conception of a shop and with aver- 
age backing’ has been carefully 
avoided. Hampton Village looked for 
youth, aggressiveness, know-how and 
enthusiasm to pick its retailers, who 
must agree to spend a set percentage 
of their volume for cooperative adver- 
tising and promotion, matched per- 
centagewise by the central ownership. 
“An effective program will bring the 
best type of customer”, Village by-laws 
state, “and this could be easily sabo- 


taged by a smug, conservative, unim- 
aginative shopkeeper.” 

That’s what Van Vancil had to con- 
tend with when he planned the Appli- 
ance Arcade, one of the topnotch new 
shops in the Hampton Village. For 
many years a star salesman with Stix- 
Baer-Fuller, St. Louis department 
store, he had determined two years 
ago to start up something new in ap- 
pliance stores, accumulating capital, 
studying franchises and location pos- 
sibilities. Hampton Village, with its 
promise of heavy traffic of top-income 
customers appealed to him. Thus he 
started out at the first of the year 
to set up an appliance merchandising 
program sufficiently aggressive and 
“different” to win a place in the 
Village. 

The Appliance Arcade opened up 


February 1 of this year—and it is a 
tribute to Vancil’s expert planning that 
he was able to sell Hampton Village 
moguls on his merchant ability. “I 
simply worked out a plan which puts 
a lot of sound showmanship into ap- 
pliance selling, took it to both dis- 
tributors and the Village management, 
and let them try to find weak points” 
Van grinned. “When I did $17,000 
worth of business in the first ten 
weeks, the powers agreed that per- 
haps letting me join the Village was 
the right move.” 

A lot of time-tested ideas are in- 
corporated in the Appliance Arcade, 
as well as a series of fresh merchan- 
dising stunts which Vancil believes will 
make his “the finest appliance store 
in St. Louis.” 

To start off, his 60x25 showroom 


JULY 1, 1947—ELECTRICAL MERCHANDISING 


| 
th 
re 
hia : ™ 
| Bowlin SS | in 
- ——— 4 ai 
| 


is completéhy air conditioned with a 
five ton ‘unit; features clear glass from 
wall to wall to permit a view from 
curb and center lot parking areas into 
the appliance displays. In the base- 
ment is a cooking school and demon- 
stration auditorium which will ac- 
commodate up to 100 people for 
regularly-scheduled cooking classes 
planned for about six months from 
now—when the need arises. Count- 
ing on a lot of prospects derived from 
shopping crowds in the Village, Vancil 
is going to offset the relatively small 
size of his shop with a large sales 
organization. There will be two sep- 
atate crews of outside salesmen, five 
men to a crew, who will follow up the 
stream of leads and contacts which 
appliance displays at the busy Village 
will create. “In addition to Frigid- 
aire, we're carrying Magic Chef, 
Zenith, Ironrite, Iron Fireman, Easy, 
Thor and Motorola franchises,” he ex- 
plained, “all leaders, and all a potent 
source of new prospects. Our job is 
to look attractive enough to bring 
visitors in, and to sell ourselves well 
enough that the prospect wants us to 
follow them up with available mer- 
chandise.” 

The two crews of five men each are 
all topnotch men, most of them ex- 
G.I.’s. To compensate them on what 
he believes the best loyalty-building 
plan, Vancil pays each $25 per week 
plus 3% commission on_ individual 
appliance sales. 


One crew will work 


the north side of the city, the other 
the south. In addition to prospects 
produced by store contacts, Vancil 
owns a mailing list of 5,000 prospects 
all of whom he knows personally from 
his department store experience. “I’ve 
got a lot of friends in this field,” he 
pointed out, “which helped to get the 
spot to begin with.” 

The outside sales crew will benefit 
through both direct mail and store 
contacts, of course. Vancil plans to 
personalize his 5,000-name mailing list 
as much as time permits with in- 
dividual letters, and back them up 
with manufacturer’s literature. 


Visual Demonstrations 


One of the most startling innova- 
tions which Vancil has built into his 
merchandising program is an answer 
to the age old problem that “appliance 
salesmen can’t carry samples into the 
home.” Each of his 10 outside men 
is equipped with an Operadio system; 
a small movie projector with sound 
equipment, which weighs only 15 Ibs 
and can be carried into the prospect’s 
home on evening calls—which Vancil 
figures will amount to a lot of each 
man’s selling time. Using an 84x11 
inch screen, the salesman can set up 
his equipment on either AC or DC 
current, and go to work selling his 
appliances with a visual demonstration 
to the housewife. Manufacturers 
rushed him short one—reelers on re- 
frigerators, ranges, and washing ma- 


This huge window will draw in most of Appliance Arcade's prospects, Van Vancil 
believes. The simplicity of the sign conforms to the village pattern. 
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Van Vancil shows a prospect a Frigidaire. Such smartly dressed women are typi- 
cal of shoppers who visit the 88 shops in $11,000,000 Hampton Village. 


chines as a starter, but Vancil plans 
to tailor his “film samples” to the St. 
Louis area by making his own. “This 
is the best idea we've developed,” he 
said. “Our home calls have been 
changed from merely a conversation 
and thumbing through catalogues to 
an engrossing, interesting contact 
which shows the housewife in motion 
picture form everything the salesman 
has to offer. Maybe we won’t make 
sales directly through each movie 
showing—but the chances are no pros- 
pect is going to forget us!” Inci- 
dentally, thus equipping all of his 
salesmen with portable movie projec- 
tors was one of the resoundingly good 
ideas which helped Vancil get his 
premium location in the St. Louis 
shopping center. 


Stays Open Evenings 


Though of course plans are still in 
the formative stage, The Appliance 
Arcade management believes in eve- 
ning appointments, and has arranged 
to keep the store open for late-evening 
showings whenever necessary. Every 
man will have a key, and when the 
home-movie call doesn’t get results, 
he can bring his prospect into the 
store. Each man will be trained to 
operate the model kitchen in the base- 
ment efficiently, and can do his own 
demonstrating on a “live” basis. 
Vancil was careful to choose every ap- 
pliance salesman as a “career man” 
willing to work hard at the buyer's 
market, and fully aware of the rich 
potentials of the Village. Each man 
expects to work far into each evening, 
and will be given equal amounts of 
floor time to build up their outside 


prospect lists. Those leads forthcom- 
ing from the cooking classes, when 
door prizes and contest prizes will be 
given out, will be distributed equally 
among all men. 

While awaiting the need for outside 
promotion, Vancil has been active 
enough to write $17,000 worth of 
business in ten weeks. He had 20 
Frigidaires in stock in April, all being 
delivered in turn. Unlike a lot of 
dealers who felt that taking advance 
deposits is fraught with ill-will pos- 
sibilities, Vancil has welcomed them. 
“T haven’t lost a single friend through 
deposits” he indicated “because I have 
accepted deposits carefully matched 
against the deliveries I could expect. 
We have refunded a few, cheerfully 
enough, but have been for the most 
part able to make delivery in the speci- 
fied time. We use a liberal contract 
which lets us up prices if necessary, 
and releases the prospective purchaser 
from any obligation. Thus nobody 
runs a risk.” 

While he is located in strictly a 
“deluxe” district from an income stand- 
point, Vancil isn’t making the mistake 
of getting too exclusive for himself. 
Right now he is accepting trade-ins, 
realizing that he will have to face the 
problem eventually. “That’s one of 
the first considerations I had to solve,” 
he told ELectricAL MERCHANDISING. 
“I have made arrangements with an- 
other dealer who owns an overhaul 
shop, to take all of the good trade-in 
boxes, overhaul them, and resell them 
with a one year guarantee. He buys 
them from me at the amount allowed on 
the trade, and through good assembly 
methods, can show a profit.” End 
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The factors that influence kw.-hr. aver- 
ages from under 1200 to over 2,000 a 
year in different utilities. 


By CLOTILDE GRUNSKY 


KFORE the world War came to 
B in end there were many com- 

mercial managers of power 
companies who sat up nights trying to 
figure out how they were going to build 
up a substitute in domestic load for the 
war industry demand they were about 
to lose. Some of them are still worry- 
ing about it. To be sure, there are sec- 
tions of the country, such as the Pacific 
Coast, where influx of population and 
growing industries have prevented the 
expected demand shortage from de 
veloping to the extent anticipated, but 
this has not been true everywhere. 
Temporarily also the shortage of wire, 
linemen, transformers and other de- 
tails of equipment and personnel neces- 
sary to serve an expanding domestic 
load have led salesmanagers (and oper- 
ating men) to be thankful that appli- 
ances have not been too plentiful. 
Some few companies have need of in- 
stalling hard-to-get generating equip- 
ment before they can do anything about 
adding to load. But looking at the 
thing from the long angle, the desire 
and need to build domestic load re- 
mains a primary problem facing most 
utilities today. 


Wide Disparity 


A glance over the figures of average 
annual kilowatt-hour consumption per 
residential customer as reported by 
power companies from all parts of 
the country reveals a very wide dis- 
parity. More than one company whose 
figure is down around the 800’s or 
900’s looks with some interest at the 
remarkable record reported by the 
Southern Nevada Power Co. at Las 
Vegas, Nevada (5,816 kw.-hr. aver- 
age per home for the twelve months 
ended Mar. 1, 1947) and wonders just 
how it is done. The answer is not 
just simply the fact that this uitility 
lies in the West, although the country 
west of the Rockies does seem to have 
a larger proportion of high use records 
than the East Coast, for there are 


plenty of companies in this region, 
some of them just about the same 
size as the southern Nevada, which 
rank down at the low levels below 


1,000 kw.-hr. annually. What is the 
magic secret which builds load? 
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There is, of course, no one answer. 
In the Pacific Northwest, where 
domestic load for the most part is 
very high (most companies are above 
the 2,000 kw.-hr. level and several are 
above 4,000 kw.-hr.), most utility men 
will explain that the achievement is due 
to the high saturation of electric 
ranges and particularly of electric 
water heaters. There are several back- 
ground factors to be taken into con- 
sideration also, This part of the 
United States has no natural gas sup- 
ply and the supply of local coal is 
limited and relatively high in price. 
Fuel oil, though widely used for 
househeating, is brought in from Cali- 
fornia or elsewhere and though wood 
and sawdust are competing fuels, they 
are bulky to handle and present ob- 
vious disadvantages. At the same 
time, water power is abundant and 
rates have always been low relative 
to most other sections of the country. 
For the most part, this region has 
not been predominantly an industrial 
one, which means that it lacks that 
block of low-income workers who else- 
where so frequently represent mini- 
mum-bill customers, 

It means also that the power com- 
panies in the past have been concerned 
with building up their domestic load 
as an important factor in their econ- 
omies. Electric ranges and water heat- 
ers both found their first widespread 
acceptance here, so that a public de- 
mand has been created which carries 
load building along to some extent 
on its own momentum. 


Dealer Assistance 


The utilities of this region have 
extremely active dealer cooperation 
programs, assisting by consistent ad- 
vertising, home service work, field 
help to dealers and in some instances 
by “free” wiring and other monetary 
helps to promote the sale of home 
appliances. Practically all of them 
were at one time actively engaged in 
the sale of load-building appliances, 
but now that public acceptance is as- 
sured, most of them have turned mer- 
chandising over to the dealers, with 
active support from the utilities in the 
background. 


Under 1,200 kw.-he. 1.080 


Average annual 
domestic consumption 2,000 
Per cent combination ges & electric 44.5% 50% 


eee eee 


One of the recent promotions which 
has been an important factor in en- 
couraging the widespread use of elec- 
tricity for water heating is the all- 
electric home rate, introduced by the 
Seattle City Light and since adopted 
by a number of Northwestern com- 
panies, by which the householder who 
installs both an electric range and 
water heater is assured a special lower 
rate. Saturations of ranges in this 
area run from 32 to 65 per cent, and 
of water heaters from 20 to 46 per 
cent. High kilowatt-hour consump- 
tion records parallel these figures 
closely, showing the importance of 
range and water heater in building 
load. 

Of late there has been much interest 
shown in electric househeating in this 
part of the country, but although it 
represents a heavy individual load 
where it is installed, there are not as 
yet enough houses using electric heat 
to make this an important factor in 
company averages. As a matter of 
fact, the City of Seattle, which reports 
the high average annual consumption 
figure of 4,034 kw.-hr. per home, does 


not accept permanent househeating 
load, but permits only auxiliary heaters 
on its lines. 


Example 


Perhaps a more illuminating study 
is to be found in the Intermountain 
district, which varies widely in its 
record of the domestic use of elec- 
tricity, from the low figure of 786 
kw.-hr. per home, reported by one 
Colorado company, to the top figure 
for the country as a whole of 5,816 
kw.-hr. annual average reported by the 
Southern Nevada Power Co. serving 
Las Vegas, Nevada. 

In order to acquire basic informa- 
tion in regard to the possible reasons 
back of these variations, a question- 
naire was sent to the major companies 
of Arizona, Colorado, Idaho, New 
Mexico, Utah and Wyoming. From 
the twenty-one replies received, the 
following table has been compiled, 
dividing the utilities somewhat arbi- 
trarily into three groups: (1) those 
reporting an average annual domestic 
consumption of electricity below 1,200 

(Continued on page 210) 


JULY 1, 1947—ELECTRICAL MERCHANDISING 


| 
BACKGROUND FACTORS IN LOAD BUILDING . 
Bi 
companies i 
Major Competing Fuel 
Price of Coal per ton............ $4-$9 $8.75 $16.50 
Average Retes*.............. 5.9¢t01.6¢ 49¢t01.3¢ 4.7¢to 
Promotional Renge and Water 
Range Only................. 1.4% d 
Water 444%: 56.6% 3% 
4 Average Saturation b 
++ Benes... 9.490. 20% 53.3%. la 
Weter Heater................ hess than 1% 71% 28.3% 
Want Domestic Loed?.......... 90% 83.3% 25% d 
Principle Generating Fuel 
Type of Community 
Agricultural... 100% 100% 75% 
11.1% 33.3% 25% ” i 
Commerciel................. 33.39% 83.3% 100% 
Below Awerage.............. TFIB% 16.6% 0 
Above Averge............. 11.1% 33.3% 100% 
Minimum Bill Customers 16.1% 1.7% 3.5% 
Dealer Promotion 
22.2% 50% 75% 
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HEAT PUMP 
Produce Hot Water 


Based on a discussion 
with J. C. Sharp of Hot- 
point Inc., who tells pros 
and cons of experience 
with new device. 


principle of the much talked 
about “heat pump” has recently 
been developed in the engineering 
laboratory of Hotpoint, Inc., in co- 
operation with the air conditioning 
department of the General Electric Co. 

In appearance i#t resembles the con- 
ventional automatic domestic electric 
storage type water heater. But in 
operation, instead of using a resistance 
wire to heat the water, it employs an 
ordinary electric refrigerator mechan- 
ism, using the “hot” side. There are 
no coils buried in trenches, and the 
source of heat is the surrounding air. 

In efficiency of operation it has 
produced hot water for about one- 
third the current consumption of the 
ordinary type of device (co-efficient 
of 3 against .9), 

“If the home used a _ continuous 
supply of hot water, the performance 
would be better,” said J. C. Sharp, 
vice-president in charge of engineering, 
at Hotpoint. “But it. must be remem- 
bered that hot water usage by families 
is dictated by living habits; it is being 
drawn less than one-third the time. 
The usual counter flow methods of 
obtaining efficient heat transfer are not 
practical. This tends to reduce effici- 
ency in actual performance.” 


heater employing the 


The heat pump is applied to water heating in the Hotpoint laboratories. J. C. Sharp, vice-president in charge of engi- 
neering, is in the center. 


Another thing that must be remem- 
bered is that in the latitude of Chicago 
there is a usable atmospheric tempera- 
ture for about five months out of the 
year. At other seasons such a hot 
water heater draws on the heat put 
into the room by the furnace with the 
result that the heat is not “free.” 


balance. 


development goes on. 


WHAT WAS FOUND 


The heat pump water heater, in a laboratory, delivered 150 degree 
water at approximately one-third the consumption of electricity 
required to do the same job with a resistance type model. 


Although using a refrigerator compressor, it cannot be combined 
with family refrigerator as demands on the two appliances do not 


What can be done in a laboratory is not necessarily true in a 
home; families draw hot water to suit their living habits. 


Heat pump water heater is mechanically more complicated. It 
calls for a refrigerator compressor, as well as a hot water tank. 


Operation in latitude of Chicago gets free heat only five months 
a year; rest of year unit picks up heat put in room by furnace. 


Nevertheless, says J. C. Sharp, device has possibilities and work of 
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“Why isn’t the hot water heater 
combined with the electric refrigera- 
tor?” Mr. Sharp was asked. “Cool 
with one end of the cycle, and heat 
water with the other?” 


Combination Not Workable 


“The trouble with that idea,” re- 
plied Mr. Sharp. “is that the demands 
do not balance. You would be freez- 
ing or boiling.” 

In cost of manufacture Mr. Sharp 
says that even conventional one-eighth 
hp. refrigerator compressors, turned 
out in million lots, are expensive as 
compared to resistance heating units. 
The experimental “heat pump” hot 
water heater employs a one hp. unit. 
It is his belief that such a device added 
to the conventional appliance, would 
increase its retail cost at least $200. 

At Hotpoint the experimental model 
consists of an &80-gal. storage heater 
with a specially built coil inserted in 
the tank. The refrigerator unit has 
a one hp. motor, In the present 
stage this unit furnishes about 3 kw. 
hr. of heat energy for the water for 
each kw. hr. of energy used by the 
motor. Heat is drawn from the air in 
the room, picked up by the freon gas, 


compressed to a high pressure and 
temperature, piped into the water tank 
where condensation discharges the 
heat into the stored water. 

Under ordinary conditions, the Hot- 
point experimental device will heat two 
complete 80 gal. tanks of water to 150 
deg. F. daily. A conventional thermo- 
stat shuts off the mechanism when the 
water reaches the desired temperature. 


May Serve Dual Purpose 


“This water heating development 
by means of a heat pump is closer to 
practical realization than the elec- 
tronic range,” says Mr. Sharp. “There 
are cooling and dehumidifying proces- 
ses in this machine that may serve a 
dual purpose. It can give a slight 
amount of room cooling and take some 
moisture out of the air.” 

Because of the publicity the heat 
pump has been receiving, there has 
been wide interest in the water heating 
angle of the appliance. 

Although Hotpoint has been familiar 
with the principle for eight or ten 
years, its engineers did not force the 
development of this method of heating 
water. The recent study was encour- 

(Continued at bottom of page 104) 
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HEATING 


Bread Butter Business 


What a Grand Rapids Distributor Thinks 
About Promoting Essential Appliances. 


A decade ago Ted. R. Peters worked every night until 9 o'clock getting around 
his territory. Today he is one of several pilots in his organization. 


Peters possibly would not have 

cared to have his Grand Rapids 
distributorship compared to the Three 
Little Pigs—especially the one who 
built his house with bricks. 

Ted, a former Kalamazoo boy, has 
done just this thing—and when the 
wolf comes to his door and huffs and 
puffs, he 
going to be a pushover- -because it is 
built of bricks. By bricks Ted means 
bread and_ butter such as oil 
heaters and washers, that are depres- 
sion-proof 

“The today who neglects 
carrying a bread and butter item like 
oil heaters can thank nobody but him- 
And, 


as my old daddy used to say, he may 


I his earlier, chubby days, Ted 


figures his business is not 
items 
dealer 


self when the going gets tough. 


have a good excuse but that’s no rea- 
son.” 

Greatest days in the oil heater in- 
dustry are ahead, says Ted Peters. 
With the host of GI’s and people liv- 
ing in crowded quarters, oil heaters 
with their compactness, are going to 
have the boom of a lifetime. Ted thinks 
heaters are going to be as scarce as 
refrigerators on account of the demand. 


If you are going to sell automatic washers, 
you need a demonstration room with hot and 
cold water and everything for a rip-roaring 


show. This is the way that State features 
Thor. 
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Out of 650 dealers doing business with 
the State Distributing Co. some 375 
are selling oil heaters. 

The saga of the State Distributing 
Co. is the story of a Kalamazoo boy 
who ran a couple of bunches of green 
celery into a $2 million a year business. 
After working for Maytag in Kalama- 


Forced air draft demonstration on a Quaker oil heater. 


ments have made old heaters obsolete. 


zoo ‘way back when, Ted went to In- 
dianapolis and became a distributor for 
Maytag. When the partnership dis- 
solved he was a factory man for Altor- 
fer Brothers, until it happened a couple 
of franchises were opened up in Grand 
Rapids—Thor and Quaker. That was 
in 1937—the even of the depression, 
and Ted worked day and night getting 
things rolling. Today he and his 
firm have a branch in Detroit and nine 
men out covering the state. The firm 
distributes a dozen independent lines 
of appliances, 


What's Ahead for Dealers 


Dealers are never going to get back 
the margins they used to enjoy, in Ted 
Peters’ opinion. For one thing, he says, 
you can’t lick the chain stores without 
prices that meet them. The day of the 
40 and 2 margin is over, and no dis- 
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Ted Peters thinks recent improve- 


tributor can expect to get 20 percent 
any more. Ted is proud of the fact 
that expenses of State Distributing 
only run 10.6 percent. Furthermore, 
he expects to see a shortening of lines. 
He relates how Thor cut down to 
three numbers and tripled their volume 
of business. 

While a dealer can get 10 to 15 
percent more from the public for the 
known reliability of a name, neverthe- 
less he has got to be shaping his plans 
to suit the kind of stuff he sells. Out- 
side selling days are over on conven- 
tional stuff, in Ted Peters’ opinion. 
All strategy is going to be bent toward 
bringing the public to the dealer’s door, 
where heavyweight salesmen will be 
able to dominate and command their 
trade by sheer weight of product 
knowledge. 

“If you know your business, people 
have a way of getting confidence in 
you,” says Ted Peters. “They are 
always looking for a chance to go to 
headquarters for the real information, 
and the dealer that doesn’t get a lot of 
product knowledge under his hat is 
silly.” 


Opinion on Advertising 


Retail advertising today, in the 
Peters opinion, is simply lousy. It lacks 
all the successful, come-and-get-it- 
while-it’s-hot, appeal that brings the 
public on the run. It’s all right for 
manufacturers’ advertising to be educa- 
tional, but the dealer must precipitate 
action if he is going to be good. 

The Peters theory of what makes 
advertising work is the philosophy that 
nobody pays any attention to an ad 
until he needs the product. If you 
don’t have eczema you don’t read 
eczema advertisements until you itch, 
and then you eagerly scan half a dozen 
ointment ads. The same copy can 
be hammered home day after day and 
if it is a good piece of copy it will auto- 
matically pick up the customers who 

(Continued on page 208) 
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Side 


By 
HOWARD EMERSON 


to forsake Main Street and decide 
to sell appliances from a location 
away from the town’s beaten path. 

But Elmer B. Hazie, head of San 
Diego, Calif., Auto Electric Co., took 
that gamble twice—once in 1942, again 
in 1946—as his method of combatting 
the high rent problem. So far, the 
record shows that he is winning those 
gambles. At least, a monthly volume 
of $10,000 in April seems to indicate 
that he is doing all right. 

His reasons for taking these chances 
will draw the sympathy of thousands of 
dealers during the current rent-soaring 
holiday-for-landlords—his methods for 
developing a large volume business in 
spite of his location should warrant 
the attention of any dealer who has 
had to leave his old store and set up 
shop away from the well beaten path. 


| a big gamble when you decide 


San Diego in 


Hazie was caught in one of the war’s 
worst traffic jams when he had to make 
his first decision. San Diego in 1942 
was overcrowded with service person- 
nel and highly-paid aviation workers. 
Suddenly, Hazie, with more than 25 
years’ experience in appliance sales, 
and with a well-located, well-known, 
retail appliance store on the city’s main 
shopping street, Broadway, was faced 
with a problem that even today is star- 
ing hundreds of dealers in the eye. 
His lease was up for renewal. The 
landlord wanted more money—much 
more. New bars, jewelry stores and 
soft goods stores could offer fantastic 
rents for Broadway street traffic. And 
while these retailing war babies bid 
him up, Hazie’s stock of appliances was 
dwindling toward zero, his hopes for 
more were slight. 

Hazie’s decision in April of 1942 
was to close up on Broadway, move 
his remaining stock of appliances and 
his fast-growing service business to a 
location on a side street several blocks 
from the shopping section. Here he 
housed these segments of his business 


-in a building which he owned and 


which was the center for his auto- 
ignition business. The war years 
brought him a thriving business in 
housing-priority sales of appliances, 
and his service business grew to major 
proportions. 

When the war ended, Hazie had to 
make his second decision, whether to 
try for the highly competitive post-war 
appliance business from this side-street 


Elmer Hazie of San Diego, Calif., gambles to beat the high rent 
problem, and so far his “off Main Street" location is doing all right. 


Although most of the building is taken up by automotive b 


the autoist or pedestrian who approaches the store 
is greeted by an 80-foot expanse of full length windows devoted to a display of major and small appliances. 


location, or to pay still-inflated rents in 
the shopping center. 

Hazie decided to stay on the side 
street, but to try for a main street 
volume. He believes that the local 
trade can be brought to an established 
firm, no matter where it is located, by 
clever advertising and promotion, bet- 
ter than average facilities, a strong 
outside sales force, and a service de- 
partment with a good reputation. 


Loss of Street Traffic 


His first effort is to meet the loss of 
street traffic. Hazie has been working 
at this since the day he moved from 
Broadway. A photo of his store is 
used in all newspaper advertising, and 
it covers one whole side of a postcard 
which he uses to notify service cus- 
tomers that their appliances are ready. 

“When you are on a side street, your 
address may lead prospects to believe 
that you have a little 25 x 30 ft. store, 
with a poor selection of goods, located 
in the outskirts of town. So I point 
out the address and emphasize the 
size of the store. There can be no 
question in the prospect’s mind but 
that we are as large as any main street 
store and that we will have a large 
stock to select from. They’ll feel that 
we are worth coming out to Union 
street. 

“We do the same thing with these 
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postcards, As well as for service 
notices we use them for various forms 
of direct mail. If it doesn’t bring the 
prospect right out to the store, one look 
at the picture will emphasize the full- 
size of our operation.” 

The appliance and radio service de- 
partments of San Diego Auto-Electric 
Co. are designed not only to continue 
as a very profitable business, but to 
supplement the advertising, promotion, 
and salesmen, and to draw San Di- 
egans to the side street location where 
they can be turned into customers. 

“We are under no handicap in oper- 
ating our service departments from this 
location,’ Hazie says. “Service has 
always been a side street operation. 
Very few people expect to have appli- 
ances, radios, or anything else, repaired 
by someone on the city’s main street. 
So we shall keep our reputation, keep 
the service business drawing people 
from all over the county to this spot 
where they will be introduced to our 
appliance selling layout.” 


Main Street Volume 


The next move by Hazie to give his 
concern a main street volume in this 
side street location is a store that 
equals or surpasses in appearance and 
in facilities and display area anything 
an average appliance dealer could 
afford to have on a main street. 


The -building which houses San 
Diego Auto Electric is 100 x 110 ft. 
Most of the space is taken up by the 
auto ignition and brake business which 
requires the cars to be moved ‘inside 
the building. The autoist or pedestrian 
who approaches the store from Union 
Street would never suspect the actual 
size of the appliance section. He is 
greeted by an 80-ft. expanse of full 
length windows through which he sees 
a complete display of major and small 
appliances. The fact that the appliance 
display area is only 18 feet deep is 
noticeable only within the store, and 
even then it does not detract from the 
effectiveness of the displays. 

“That was my biggest problem in 
designing the store”, says Hazie. “To 
make this side-street store impressive 
to the public without using, and paying 
for, a lot of unneeded space. Any 
dealer who sets up a store on a side 
street must keep that in mind. He must 
never let the prospect think he is a 
small operator, or they will high-tail 
it over to Main Street. And don’t 
worry about looking too big or too 
fancy for your neighborhood. The 
food supermarkets have conditioned the 
public toward expecting fancy layouts, 
good product selection, and possibly a 
saving in price, in out of the way loca- 
tions. In many ways, I believe, Main 
Street is out of date.” End 
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More APPLIAN 


Early British Idea 


One of a number of vacuum cleaning vans which carried out the first vacuum cleaning 


service to the general public in England. 


The vacuum cleaning plant was installed in 


the van and pipes ran from the apparatus to various rooms in private houses, public 
buildings, etc. It will be noted from the photograph, the interest which was caused in 


this system at the time (1904). 


Y-PRODUCT of a series of 

articles are the letters that come 
in. No exception has been the “Evolu- 
tion of the Vacuum Cleaner.” F. D. 
Adams of the British Vacuum Cleaner 
and Engineering Co., Ltd., Leather- 
head, Surrey, England, calls attention 
to the way they got started over in 
England, under the Booth patents. It 
appears that David T. and 
Herbert Booth and-neck 
race with the idea of cleaning by air 
suction. 


Kenney 
ran a necl 


According to one of the in- 
dustry’s most celebrated patent attor- 
neys, Herbert Booth got the idea in 
London in 1901, and David T. Kenney 
got his patent in 1902, in the United 
States. The humorous thing about the 
whole situation is the fact that if the 
McGaffey patent, taken 1859, 
had been taken into ynsiderati yn, 
neither Kenney or Booth would have 


out in 


Clements Perfected 


It is recorded that at times such a crowd gathered 
that the police were called in to disperse it. 


had a leg to stand on. McGaffey put 
out a rather complete modern vacuum 
cleaner, except that the electric motor 
was missing. 

On the basis of the Kenney patent in 
the United States, the industry was 
licensed, and was thus developed in 
orderly fashion. In fact, there was 
some dismay when the Kenney patent 
ran out, 

Photograph sent over by Mr. Adams 
shows a wagon cleaner which featured 
“dustless system for cleaning without 
removal.” In the literature Mr. Adams 
declares that King Edward VII took 
a peep at a vacuum cleaner demonstra- 
tion in 1902, as did the emperor of 
Austria and the emperor and empress 
of Russia in 1903. Most of his dope 
deals with the cleaning of big build- 
ings or systems, rather than by in- 
lividual machines. 


The Hose Connection 


EORGE 
and the late president 


CLEMENTS, founder 
ents Mfg. Co., Ch 


of Clem 


cago, manufacturer 


of Cadillac vacuum cleaners and 
Clements-Cadillac portable electric in- 
dustrial cleaning tools, was a skilled 
mechanic when he came to the United 
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States from Scotland as a very young 
man, 

While working as a mechanic, Mr. 
Clements interested in dirt 
suction which was 
being experimented with in various 
parts of the country. Eventually he 


became 
removal by air 


built a large pump and suction cleaning 
device which he mounted on a horse- 
drawn wagon and went about cleaning 
homes and apartments on a contract 
basis. 

When the Duntley Vacuum Cleaner 
Co. was formed, Mr. Clements joined 
them in their engineering department 
where he experimented with lighter, 
easier-to-use vacuum cleaners. In 1910 
he formed his own company and de- 
veloped a light, efficient cleaner, the 
forerunner of the present-day Cadillac 
vacuum cleaner. 

With such improvements as over- 
size ball-bearings which greatly in- 
creased the speed and power of low 
horsepower motors, special alignment 
features and the development of their 
own motor-building department, Cad- 
illac became an outstanding home 
vacuum cleaner. Mr. Clements, too, 
patented a hose connection that made 
the use of cleaning attachments more 
feasible and convenient. For many 
years, numerous producers of vacuum 
cleaners were licensed under these 
Clements patents. 


Got Its Own Plant 


Because of the expansion of busi- 
ness, a larger factory was established 
at 609 Fulton Street, and in 1930, 
Clements Mfg. Co. removed to its own 
new plant in Chicago’s huge Clearing 
Industrial District. 

After World War I, in which he 
served, W. J. Clements joined his 
father in the business. Since the re- 
tirement and subsequent death of 
George Clements, the company has 
been operated by him as president. 


More than two million have been 
produced and sold, and today Cadillac 
has distribution in all forty-eight states 
and many foreign countries. 

During World War II, the Clem- 
ents Mfg. Co. supplied the armed 
forces and war production plants with 
essential Clements-Cadillac cleaning 
tools. It also produced fractional 
horsepower motors, used to operate in- 
struments and devices that helped to 
control thousands of planes, and for 
communication equipment. 


Here is demonstrated the connection which 
permits the vacuum cleaner to employ 
other attachments easily. 


Vacuum Cleaner Branches 
Out Into Water Cleaning 


VERY household has objects 

which cannot be chucked into the 
washing machine—the grimy daven- 
port, upholstered chairs with soiled 
headrests, living room rugs and the 
like. Over a period of time these be- 
come covered with grime just as a car 
accumulates a coat of traffic film. 

It was through his efforts to find 
succor for the housewife in this field 
of endeavor that Harley J. McAllis- 
ter broke ground for another new 
development in the evolution of the 
vacuum cleaner. 

He approached the subject not as 
an inventor or entrepreneur, but as a 
boy out of law school looking for some 
easy money selling cleaners. Starting 
as an outside salesman, Mr. McAllister 
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quickly learned that salesmen hear 
about the jobs that the housewife wants 
done by her vacuum cleaner. One of 
them was the shampooing of the larger 
objects in the household that she could 
not get into her washer. 

Eager-to-please salesmen that 
time did not hesitate to shampoo rugs 
but the cleaners of that time were not 
able to get the soap and moisture out 
of the fabric and let it remain there, a 
proceeding that manufacturers say is 
very bad for cloth. 

Harley McAllister went up through 
the ranks as a cleaner salesman, and 
accumulated enough money to enable 
him to become a manufacturer. 

He arrived in Chicago with certain 

(Continued on page 214) 
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ISTORY 


New Lovell Contribution 


To Wringer Safety 


NE hundred years ago this month 
May 1847 to be exact, the United 
States Patent Office received its first 
application for a patent on a device to 
extract water from fabrics. This, how- 
ever, was not the ancestor of today’s 
wringer, although its creator, being 
a better lexicographer than inventor, 
called his brain child “wringer,” and 
the name has clung to the device 
tighter than nylons to a shapely leg. 
The true ancestor of the roller-type 
“wringer” did not appear upon the 
scene until twelve years later. It had 
rolls made of wood and a crank for 
manual operation. For too many years 
it provided weekly exercise for little 
Willie who needed more, and his 
mother who needed less. Not until 
the blessed advent of the electric 
washer did the curtain drop on the 
hand wringer. But it never did come 
all the way down, for even in this era 
of atomic power many thousands of 
hand wringers are purchased annually, 
a large percentage being bought by 
users of electric washers of the non- 
wringer types. 

Like the Ford car; the wringer has 
long provided comedians with an ex- 
cellent source for jokes, good and bad. 
Many of these have made good pub- 
licity for the wringer, a few have hurt 
its cause. 


Always Trying for Improvement 


Probably more money has been spent 
on improving the power driven wringer 
than on any other home contrivance 
selling at about the same price. The 
files of the patent office bulge with 
claims, and new applications are as 
numerous today as they were a decade 
or two ago. But with all the money and 
heavy thinking that has been spent, the 
really worth-while improvements have 
been few. Among these are the swing- 
ing wringer type of mounting—quick 
release of pressure—easy reset—bal- 
loon rolls—bearings that do not require 
oil or that soil the clothes—adjustable 
pressure—the bar-type release. The 
original clothes wringer embodied a 
design so basic, simple and efficient 
that improvements can be looked for 
only at the hands of engineers long ex- 
perienced in the art of building 
wringers. 

In the development of safety features 
the problem that stumped these experts 
has always been the same: “How to 
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make the operator do in an emergency 
the thing she was taught to do and 
knows that she should do.” 

“To overcome the failure of the 
average person to think straight in an 
emergency, men have spent their lives 
and fortunes, mostly without note- 
worthy result,” said Walter L. Kauff- 
man, chief engineer of the Lovell 
Mig. Co. “The fire escape still cannot 
be found when red lights flash and 
sirens scream. The emergency brake 
is forgotten when needed most. If you 
hung a score of safety gadgets on a 
wringer including red lights, whistles 
and bells, there would still be people 
who wouldn’t know where to find one 
when needed. 


Safety Had to Be Automatic 


“Knowing all this, and studying 
women’s reactions to the unexpected 
in wringer operation, we decided that 
the perfect safety device would have 
to be one that operated instantly with 
some instinctive reflex of the oper- 
ator—a device that would stop the 
wringer even before the operator’s 
mind told her to do something to stop 
it. And so, some seventeen years ago, 
in the Engineering Laboratory of the 
Lovell Mfg. Co. there began a deter- 
mined search for an instinctive safety 
feature for the clothes wringer, a sort 
of robot control such as men had 
sought for thirty-odd years. 

“To build such controls it was neces- 
sary to reach back farther into the 
washer mechanism wringer 
builders ever had done before—into 
the wringer head. And in the final 
achievement the wringer, although it 
remains practically unchanged, be- 
comes an integral part of the head, or 


a 


A gentle pull on the garment, or on the wringer, stops the rolls instantly. Provides an 
instinctive safety feature that responds in any emergency to the natural reflexes of the 
operator. 


rather the head becomes an integral 
part of the wringer. 

“Probably it is just as well that the 
two become a unit, for the mechanical 
relationship between the wringer and 
the wringer head is so close that only 
by one manufacturer producing both 
can the full possibilities of improved 
wringer control be achieved.” 


"Control-O-Roll" 


Lovell has christened this new com- 
bination of wringer and wringer head 
with its outstanding improvements, the 
“Control-O-Roll.” Inside the wringer 
head is a simple, clean-cut rugged 
assembly. This compact unit embody- 
ing all the new controls measures only 
94”x53”’x3}”". The gear housing is an 
aluminum alloy die casting. Clutch, 


Appliance history is always in the making. These pages 
ere supplementary to the articles on the development of 
-vacuum cleaners and electric washers that appeared in 1940 
and 1945. Researchers, libraries, people making speeches and 
others with just a healthy interest in this fascinating business 
have kept these historical accounts in continuing demand 
since we began publishing them. So that enlarging on the 
record and bringing it down to date is, in our opinion, very 


much worth doing. 


pinion gears and splined shaft are 
made of hardened steel. The bearings 
are bronze. The new controls are 
visible and accessible outside the gear 
housing. 

The Control-O-Roll head is as- 
sembled to the wringer at the Lovell 
plant. Then the whole assembly (com- 
plete wringer and wringer head, but 
minus the shrouds) is shipped as a 
unit to the washer manufacturer, who 
attaches shrouds of his own design and 
manufacture, 

The Control-O-Roll wringer is 
operated by means of a convenient con- 
trol lever. This is attached to an 
eccentric shaft that operates a clutch, 
much the same as the conventional 
drive, only the construction is much 
more substantial. 

The control lever on the new 
wringer latches only in the fully en- 
gaged positions insuring that the head 
can only be operated with the moving 
parts in correct operating relationship. 
This eliminates one of the principal 
sources of service trouble, because 
users frequently operate the conven- 
tional wringer head with clutches and 
gears only partially engaged, thereby 
causing undue wear or breakage. 

The control lever is held securely in 
either its forward or reverse position 
by a clever arrangement of locking and 
trip plates. 

The “trick” lies in the linkage of the 

(Continued on page 215) 


PAGE 57 


1 
WB 
‘ 


Gary, Ind., knows Joe Millstone as the son 
of a local physician, and as a former Sears 
Roebuck salesman. 


HE IDEAS contained in this 
story won't do you much good 
unless you have a president like 
Hector Suyker to back you up. For ina 
department store you can’t just go 
running hot and cold water, gas, 220 
and 110-volt electricity around unless 
you have a store head that believes 
in your department and is willing to 
help it out on a long haul basis. 
The newly remodeled major appli- 
ance department of The Fair depart- 
ment store, Chicago, is on the sixth 


floor of that institution. This is stra- 


(1) Ralph Snyder jumps on the wringer 
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Chicago department store gives appli- 


ance division traffic — but it expects 
its salesmen to be good to get the orders. 


tegic as for a lifetime the footsteps of 
Chicagoans have turned toward the 
housewares department of this institu- 
tion. In fact, tradition goes, the Fair 
actually grew into a department store 
around a shop that originally sold tin- 
ware. 

Two banks of elevators—on State 
Street and Dearborn Street—feed traf- 
fic onto this floor on which may be 
found china, wallpaper, paints, garden 
supplies, housewares and light fixtures. 
New escalators pop out a never-ending 
crowd almost in front of the major 
appliance department. 

Space occupied is compact, probably 
50x150-ft. contains it all. South side 
of the department—which the visitor 
sees as a backdrop—is made up of a 
series of open-ended model kitchens, 
running from the modest affair to the 
somewhat elaborate layout. In each 
the color scheme and curtains have 
been chosen with great care. All in all, 
The Fair is reported to have spent 
around $14,000 setting up this area. 

“It is the fact that these appliances 


(2) He puts a wringer roll in place without looking 


work that counts,” Joe Millstone, de- 
partment head, points out. “We can 
demonstrate washers with water in 
them, the sinks have running hot and 
cold water, electric ranges come on, 
the clothes dryers operate and you 
can put on a pitch with a real article 
at any time.” 

However, that’s enough about the 
physical plant. 

Let’s take up the thinking and man- 
agement behind the setup. 


What's Behind It 


The Fair is a national brand line 
store. The policy is to carry makes 
that have certain acceptance with the 
public and stick with them from year 
to year. 

In this way both manufacturer and 
the customer can come to count on the 
store for certain things. 

Weak spots at the present moment 
in most American department stores’ 
attitude toward appliances, points out 
Mr. Millstone, is the private label 
tradition. Over a period of time most 


(3) 


department stores are likely to go back 
to private brands, because of the some- 
what greater margin possibilities and 
control, The Fair’s stand will redound 
in its favor, he feels. 

Experienced salesmen are going to 
be the order of the day at The Fair 
from now on. It is realized that what 
a department store does primarily is 
to bring a lot of traffic through a de- 
partment. Volume of sales depends 
on how astutely demonstrated and 
closed these prospects are. Serious 
weakness of both the chains and other 
department stores has been the tend- 
ency to switch in any kind of salesmen 
from departments where activities are 
slack. This accounts for the spectacle 
of the salesman who doesn’t know any- 
thing about his product and yet is try- 
ing to sell it. 

Men are paid on a straight commis- 
sion basis at The Fair and own their 
own cars. With most department 
stores salespeople in other parts of the 
store are envious of the major appli- 
ance sales forces and the wages they 


Over goes the machine and he shows how to re- 
place belt 
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make. The fact that the men are 
working on straight commission tends 
to hold back this envy, says Mr. Mill- 
stone. 

The Fair has salesmen who have 
made as high as $13,000 a year. This 
indicates the caliber of men that are 
today on the floor. At the present 
moment there are eight salesmen work- 
ing, and one has been with Joe Mill- 
stone 13 years, another 10. As soon 
as merchandise flow becomes normal, 
the store will have ten salesmen. 

“The operation is to have hali the 
men make calls every morning,” says 
Mr. Millstone. “Some remain out until 
noon and others all day. When a man 
in the store isn’t busy he is expected 
to get on that old telephone and work 
on his prospect list.” 


Out in the Open 


Sales training. Constant practice 
and constant training are necessary 
all the time, in the Millstone book of 
directions.’ No skull practice ever 
takes place behind closed doors. Joe 
Millstone prefers the technique ac- 
quired by actual demonstrations on the 
sales floor. Every morning somebody 
puts on a 10 minute pitch. Salesmen 
are around to listen to the actual re- 
action of prospective customers, and 
they get a chance to learn where each 
is right and wrong. If the man isn’t 
doing so well, Joe Millstone can step 
forward and put on the pitch himself, 
and let the man listen. 

“Go ahead, pick me to pieces,” he 
tells the boys. Then they get a chance 
to watch customer faces and see how 
effective the program is. 

Joe Millstone, who is the son of a 
Gary, Indiana, doctor, and who flunked 
out of Vanderbilt University within a 
year, describes himself as the graduate 
of the school of hard knocks. He is an 
expert in human psychology and the 
understanding of people. He is brought 
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The Fair is an old Chicago department 


into the picture frequently by the boys 
for closing. It is his ability to see the 
customer’s side of the fence, and to 
make the store’s proposition fit that 
point of view that gives him his ability, 
he says. 

The philosophy of the department 
can be based on four steps: (1) Getting 
attention, (2) arousing interest, (3) 
awakening desire, (4) closing. In the 
course of a presentation, Joe’s men ask 
for the order five times. 

Some of the most effective things 
his salesmen pick up are what you 
might call “quickies.” They are merely 
snappy ways of stating the facts or 
questions that seem to arouse the cus- 
tomer’s interest. 

For example, Salesman A. A. Rosen- 
thal has a way of asking the customer 
right at the start of the presentation, 
“How do you want to pay for this, 
$400 down?” The customer usually 
corrects his misstatement and reveals 
to him how much he really wants to 
put into the appliance. 

Another salesman introduces himself 
by saying, “How do you do? How 
do you do your washing?” 

Still again a man is successful in 
obtaining names by saying, “My name’s 
Ralph Snyder. What’s yours?” 


Selling Them Up 


Quality selling is accomplished in 
a unique way. If a woman comes in 
and wants the cheapest appliance in 
the store the salesman sells it to her. 
Then he tells the woman, “just for the 
fun of it, let me show you this appli- 
ance—it’s the best we've got.” He 
takes her all through the best article. 

Somewhere along the way one of 
the men has developed a little quickie 
for putting over the quality story. He 
suddenly faces the woman prospect 
and says, “How old are you? Don’t 
tell me—but I want you to know that 

(Continued on page 100) 
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: Fair kitchens run from single 2-cabinet re 
2 ee affairs to elaborate units with dishwashers. 


imams a The Fair are all set to operate. 


sories, but €an cook on it as he talks. 
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The store's location is on a quiet street in Chicago, hence the outside selling ambition. 


NE-MAN 


Minneapolis boy who learned what house- 


Outside selling hasn't jelled 
yet, but Harry Burns has a swell 
method of salesman compensation. 


HARRY BURNS 


F they can make inquiry, in song, and anybody who has a third down in 

on the condition of affairs in Gloc- anything is going to pay out. 

camorra surely there’s nothing “We are now running into the yelp, 
amiss in having a bit of a chat with ‘We don’t have the money for it any 
Harry Burns over at Modern Service more,’ as a reason for not buying. The 
Radio & Appliance store out on 3124 money that used to be in everybody’s 
Montrose Avenue in Chicago. pocket is disappearing. It costs my 

Harry’s claim to fame was his ambi- wife about $50 a week to run the home 
tion as a one-man store to move right and she doesn’t have anything left 
in behind Commonwealth Edison Co.’s over. That is happening all around 
wagon men as they pulled out, and take here and explains why the dough is 
up the cudgel of outside selling where drying up.” 


they left off. He didn’t have much of Customers on Montrose Avenue 
a location on Montrose Avenue, and want better cabinets, would like elab- 

a hammer and tongs go at outside sell- orate furniture sets with FM and a , 


ing seemed the logical way to proceed. _ record player for less than $300. They 

As a slip of a boy in Minneapolis he want to pay around $79.95 for a table 
had come up the hard way selling model with FM and short wave addi- 
Wonder Bread, and knew every vicis- tional. They want to buy a wire 
situde of human nature. recorder for about $150. They have in 

A year has gone by since Harry had their minds the idea that they can get 
his bold, brash thought, and it seemed table model record players for $59.95. 
logical to pop out and find what had They won’t spend $115 for these. : 
happened to the Burns plan in the Plans that Click 
meantime. Harry obliged by giving 
ELECTRICAL MERCHANDISING a peep The store carried Club Aluminum 
at his last year’s cost of doing business. during the lean periods, is now using 
“IT had to pull in my horns on the _ it to get people in the store. 
wagon idea,” he admitted. “Couldn’t Pressure. cookers have become part 
_get the merchandise. Last year 70 per- of the appliance picture. Electric 
cent of our deals were store sales and _ blankets are being bought and sold on 
30 percent were outside. Our volume a lay-away plan. Not so long ago 
of business is $13,000 above last year’s Harry sent out some Gladiron ironers 
to date.” to a bunch of his old washer customers. 

Time payments have jumped 100 He didn’t ask them to buy, simply sent 
percent recently and Harry loves Reg- them out for them to play with for a ; 
ulation W, because he sells his paper (Continued on page 207) 7 


Meet William Chadwick, who services both radios and television. 
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Bob Shelley, Atlanta, Ga., has been on both 
sides of the fence as far as merchandising 
goes. For several years, he was head of 
the appliance department in one of the 
South's big department stores—now he has 
a thriving retail business of his own. 


By A. B. WINDHAM 


RECENT article in ELectricau 
A MERCHANDISING pointed out 
that the small electrical appli- 

ance dealer can compete with his larger 
contemporaries and listed several good 
points on the procedure of carrying 
out such competition 
continues to grow. 


The evidence 
The bright future 


held by department and furniture 
stores, occasioned by their possession 
of adequate capital, simple financing 
methods and overall volume sales, can 
be a stimulating example to the small 
lealer rather than a discouraging fac- 
tor, provided the small dealer applies 
a few obvious advantages to his own 
business 


Such is the vie wpoint of Bob Shel- 
ley, widely known appliance dealer of 
Atlanta, Ga. Mr 
—he’s been on 
For 174 
appliances 


Shelley should know 
both sides of the fence. 
years he was head of the 


department of Rich’s, Inc., 
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The Favor 


Factors That Must Be Utilized to Meet Big Store Competition 


The average customer realizes that the small dealer is in better 
position to handle priority and down-payment business with less 
possibility of offending than his larger contemporaries. Also as an 
“electrical business” solely, they know such items as wire, bulbs 
and minor gadgets may be found in his shop. 


one of the South’s major department 
stores, and for the past year, he has 
operated his own business at 273 
Peachtree St. He is thus qualified to 
speak on the outlook for both large 
and small businesses, in the immediate 
future. 

Mr. Shelley admittedly is not op- 
timistic over the small dealer’s future. 
He does not foresee prosperity for 
the thousands of individual retailers 
who opened businesses in the past year 
or so—indeed, his prediction is that 


Standing before one of the displays in his shop, Bob Shelley points 
out that the small dealer can specialize by having a fewer number 
of lines than the larger dealers. His service and repair men can 
be specialists in his chosen—and consequently, best advertised— 


lines of major appliances. 


the going will continue to become 
tougher as time goes on. But he does 
believe the small dealer has a fighting 
chance to maintain a brisk and profit- 
able business, provided he takes cer- 
tain steps now to study the weak spots 
in his merchandising structure. Such 
study, he thinks, begins by taking a 
look at the larger dealer’s 
methods. 

“The first thing the small dealer 
must do is to analyze the differences in 
retailing methods used by the depart- 
ment and furniture stores and those 
open to him,” says Mr. Shelley. “He 
iiay thus gain a flying start on know- 
ing what he is up against and how he 
may compete with it. 

“All small dealers must realize that 
the odds are against them at the pres- 
ent time, because of small discounts 
and the necessity of paying large sal- 
aries or commissions to salesmen who 
will go out and push door bells. Un- 
der the present mark up, the payanent 
of such large salaries is a difficult 
problem, and discounts must be greatly 
increased or the small dealer is.in 
for a bad time. 


good 


A section of the showroom in Bob Shelley's 
appliance shop on Peachtree St. in At- 
lanta, illustrates some major differences in 
merchandising by small dealers and large 
dealers. A small floor traffic and fewer 
lines of merchandise permit the small dealer 
to personalize his business to a degree not 
possible in the department store. Delivery 
also is a lesser problem. 


JULY 


“The recognized advantages which 
the department store and large furni- 
ture house hold over the small dealers 
are basically two—more customers 
and larger sales volume. These ad- 
vantages, when analyzed, show that 
the big dealer can lose profits in one 
department and make up for it in 
another; he has the benefit of price 
and discount differentials; he has a 
large flow of traffic; he can finance 
simply and his merchandise lines are 
many. The small dealer cannot com- 
pete with him in any of these cate- 
gories and consequently, few small ap- 
pliance dealers have ever prospered. 
To sum up, frankly, the outlook for 
the small dealer is not very happy.” 


Factors in Smali Dealer's Favor 


But in the long run, there are some 
factors in the small dealer’s favor 
and these must be utilized to the 
fullest extent if he is to stay in busi- 
ness, Mr. Shelley says. These fac- 
tors he lists as follows: 

1. Priority and ratings can be han- 
dled by small merchants with less 
chance of offending than large stores. 
With a smaller priority list and no 
obligations because of heavier pur- 
chases in other than appliance lines, 
stricter and fairer control of priorities 
are possible. The individual dealer, 
too, can set his own policies in regard 
to down payments, budget plans and 
collections. 

(Continued on page 98) 
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FREEZER 


CUBIC FEET 


engineering ...! 
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Retail Price 


$9 59 50 
NO EXTRAS 


SEE THE NEXT THREE PAGES 


FOR DETAILS! 


© 1947 Orley Freezers Inc. Detroit, U.S.A. 
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Over 15 square feet of 
prime-freezing surface — 
over 4 square feet of Insto- 
Freeze shelf surface 


(shelves: 10''x29"). 


Hermetically - sealed 1/5 
H.P. 110/115 volts A.C. 


condensing unit—all mov- 


ing parts in permanent oil 


bath. 


Quadruple - size Moisture - 
Miser (another ORLEY ex- 
clusive) to promote trouble- 


free operation. 


FREEZERS ARE OUR 
ONLY LINE... NOT JUST 
A SIDELINE! 
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Speed-Flo quick - freezing 
principle of rapid refriger- 


ant circulation. 


Giant 7.5 cubic foot capac- 
ity for freezing and storage 


at sub-zero temperatures. 


so much Mechanical Magic! ) 


Table-top height: 36” —28”" 
front to back—33” wide. 

Interior: 193/4” deep— 
23” front to back—29” 
wide. Giant capacity with 


kitchen-size convenience. 


Insulated with 2” of Mon- 
santo “Santocel” — double 


the insulation potential. 
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Exclusive Super-Cooler that 


pre-cools refrigerant, cuts 


costs. 


White enamel finish infra- 
red-baked over 20-gauge 
steel case .. . all-aluminum 


interior. 


Exclusive Hand-Eez Tray— 
an ORLEY original! 


> 
\ yeR 
— 


Holds 50% more food—in 30% 
less spacel 


Exclusive Hand-Eez tray . . . makes 
ice cream, jellos in a jiffy—with 
finger-tip convenience. 


- Forty-eight hour cold holdover pro- 


% tects foods in case of power inter- 


ruption. 


Exclusive Cold-Captor panel keeps Z£ 


cold in—keeps room heat out. y 


Insulated with double-effective San- 


Z, tocel—the new miracle insulation. 


st 


Streamlined lid lift for easy, effort- 
less leverage. Perma-lock upright 
holder. 


hk Exclusive Speed-Flo freezing prin- 
ciple—world’s fastest for home- 


freezing. 
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Completely automatic. No dials to 
set—no valves to fuss with. Just plug 
it in and away it goes. 


NED Vertical-opening construction— 
nS keeps cold in . . . saves money on 


operation. 


Gleaming white enamel finish— 
spotless all-aluminum interior . . . f 
so easy to keep bright and sanitary. 


Plenty of easily accessible Insto- 
Freeze (freeze-on-contact) shelf sur- 
face .. . no more deep-sea diving 
for frozen foods! 


Absolutely no controls or gadgets oa SS 
on outside of case for curious young 


hands. 


Convenient all-around toe-room 


beneath case. 


Value! Value! Value! Dollar for dol- 
lar—inch for inch—no other home- 
freezer gives you nearly so much 


for your money. 


THE NEXT PAGE 
IS THE 
PAYOFF! 


\ much Sales Superiority! | 

t 

d 
BY 
: 
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where does ORLEY fit into 


your PROFIT PICTURE? 


NO OTHER FREEZER, feature for feature and dollar for dollar, offers so much 
to you, your Dealers and their customers. 


ORLEY OFFERS the ONLY Packaged Promotion Deal in home freezers to back 
up your Dealers . . . get “next-day” business. 


ORLEY TAKES the “hunches” out of the home-freezer market in your area. You 
get the facts—all the facts and figures—to calculate costs and profits. 


MECHANICALLY ORLEY is foolproof . . . eliminates service worries and expense. 


ORLEY'S “MASTER-CONTROL” Plan plots sales, unit by unit, from factory to 
consumer. 


ORLEY TRADE ADVERTISING builds consistent acceptance among Dealers 
everywhere. 


ORLEY NATIONAL ADVERTISING provides back-log of inquiries for Dealer 
closing. 


ORLEY PUBLICITY via general magazines, trade press, newspapers and network 


for PRODUCT, PRICE ad PROMOTION 
theres neuer heen anything like it! 


radio creates brand identification and familiarity. 
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READ ABOVE... 


then take i from here! 


ORLEY PROVIDES the most diversified sales ammunition ever offered to Dealers 
. . to meet every type of selling situation. 


ORLEY OFFERS “101 Ways to Sell Orleys” so that Dealers can turn over stock 
without wasting any time and money. 


ORLEY OPERATION is trouble-free. Each satisfied customer means more recom- 
mendations for additional sales. 


ORLEY LEADERSHIP in the home-freezer field makes it the sales line of least 
resistance. 


ORLEY ADVERTISING “Pre-sells” prospects, turns them into customers faster. 


ORLEY SPECIALIZES in freezer manufacturing and selling . . . home-freezers 
are NOT the “step-child” in an appliance line. 


ORLEY DELIVERS continuous sales promotion service to Dealers from the receipt 
of the first unit to each ultimate sale. 


26, 
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Gordon and Silva, enterprising electrical 
dealers of San Jose, have found that 
kitchen installations tie in excellently with 
the sale of electrical appliances. Left to 
right: Silva and Roy Gordon. 


Gus Lachman of Lachman Bros. well 
known furniture dealer of San Francisco, 
stands by the store's display of kitchen 
equipment, showing how it is tied in 
with both kitchen and laundry appliances 
in the firm's promotions. 


Joe Purcell of Purcell Bros., San Francisco 
has found that there is no restriction as 
to the type of home in which “packaged” 
kitchens can be installed. His firm made 
the sale of three kitchens for use in one 
millionaire's residence and also has sold 
kitchens to any ber of modest homes 
and apartments. 


J. H. Wiley, furniture dealer of 
San Francisco found that a mod- 
ern kitchen installation in his win- 
dow brought in more custom- 
ers than any other window display 
he had ever tried. After keeping 
the kitchen in the window for sev- 
eral weeks, he removed it to try 
a display of rugs but soon put it 
back because of its drawing value. 


ET a woman purchase a new 
electric range or a refrigerator 


—and the first thing you know 
she will be wanting to modernize her 
kitchen cabinets and to repaint the 
walls. Conversely, if she puts in a 
complete modern kitchen background 
she is sure before long to replace her 
outworn and shabby appliances with 
modern equipment. 

It is with this idea in mind that 
George Hornstein, manager of the 
Pioneer Appliance Co., San Francisco 
distributors for Youngstown Kitchens 
and appliances for use with all fuels 
has sought outlets for his product 
which combine the selling of kitchens 
with a follow-up of major appliance 
sales. The type of store varies with 
the community. Furniture stores, de- 
partment stores, music stores, plumb- 
ers and electrical dealers all are find- 
ing kitchen fixtures and cabinets a 
profitable major line. Several of his 
dealers are looking forward to the 
time when they can become complete 
and exclusive “kitchen stores,” special- 
izing in everything for the kitchen, ac- 
cording to Mr. Hornstein. 

The packaged kitchen of this type is 
primarily designed for the household 


of moderate means, but its extra cabi- 
nets and variety of combinations make 
it desirable for those with larger in- 
comes as well. One San Francisco 
plumbing and appliance firnt has sold 
three kitchens for one house belong- 
ing to a millionaire client. One set of 
cabinets and sink is for the main 
kitchen, another for the help and a 
third for the kitchen in which his wife 
likes to experiment occasionally with- 
out intruding on the cook’s preserves. 

At the other extreme, perhaps, a dis- 
play of kitchens at a county fair for a 
Stockton, California, dealer has 
brought a great show of interest from 
farm wives and it is evident that there 
will be considerable demand from the 
rural market. 

Some of the firms handling this 
equipment install it themselves, others 
have an arrangement with a contractor 
or plumber to make most of the instal- 
lations. 


Sales by Units 


The sale can be made by units, start- 
ing with the central sink and cabinet 
combination, and adding base or wall 
cabinets as desired. A little ingenuity 
leads to all sorts of combinations. One 


San Jose dealer who found a customer 
desiring a laundry tray combination 
with other kitchen units, made this 
possible by removing_all partitions and 
shelves inside one of the base units and 
furnishing it with a lift top which cov- 
ered the laundry tray and made it 
uniform with other kitchen details. 
The average initial sales usually runs 
to about $300 for which the customer 
gets a complete sink and cabinet instal- 
lation, with as a rule two additional 
units, large enough for the average 
home. 

One advantage of the sale is that it 
can be arranged on FHA terms, with 
no down payment and three years to 
complete payments. Best of all it is a 
come-back sale. The wise dealer who 
makes such an installation places the 
name of the purchaser on his books 
for further attention. As soon as pay- 
ments begin to reach the paid-up stage, 
he introduces the idea of renewing old 
kitchen appliances or adds another 
cabinet or two. Or if he starts with 
the kitchen appliances, he progresses 
from range, water heater and refriger- 
ator to modern sink and cabinets. The 
aim is for a completely modern kitchen 
in all respects. End 


Displays at county fairs have brought in many prospects. Here is a booth by Macnsons of San Mateo at the San Mateo 
County Fair and one by M. Corren and Sons of Stockton at the San Joaquin County Fair. 


wr | 
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NEW “SPEEDLINER” RANGES 


The nation’s tastest Ranges... out in front by two full 


years. They're new ... they're dramatic . .. they're 
completely automatic. They have beauty to catch the 
eye... performance unexcelled for completely auto- 


matic cooking. Packed with features for extra sales! 


1. New Super-Heat Surface 4. New Tru-Bake Automatic 
Units Oven 

2. New Mult-l-Heat Control 5. New Tel-A-Switch Panel 

3. New Thermo-Chef Oven 6. New Automaticook 


NEW BRUSH-TYPE VACUUM CLEANER 


Exclusive “Suction-Regulator” assures efficient clean- 
ing action for all types of rugs . . . eliminates sealing 


and dragging of lightweight rugs. 
8 BIG ALL-STAR FEATURES! 
1. Exclusive “Suction- 5. Rubber Pistol-Grip 
Regulator’ Handle 
2. Automatic Rug-Adjust- 6. “Touch-Tee” Handle 
ing Nozzle Control 


_ 3. All-Metal Construction 7. “Day-Glo” Headlight 
. Oversize’’Vibro-Brush” 8&8. “No-Mar” Bumper 


with the Exclusive 
Suction Regulater 
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NEW CLEAN-AIR TANK TYPE 
VACUUM CLEANE 


Exclusive “Tattle-Tale” Light shows 


emptying. 13 specially designed attachajents dieu, 
cleaning everywhere ..,"A Special Knack for Every Cleaning 


Act.”.., demoths, polishes, sprays, shampoos, orizes. 


UNIVERSAL FEATURES SELL ON SIGHT! 
1. Exclusive “Tattle-Tale” 3. Exclusive “Thread-Picking, 
light Self-Cleaning Nozzle” 


2. Exclusive “Instant-Seal” Exclusive New 
Hose Connection Power Motor’ 
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’48 MERCHANDISE IN,’47 = * 


Universal leads the parade with the first each appliance is outstanding in eye- 
really new post-war line of appliancesand appeal . . . feature-perfect for top-flight 
housewares. No need to wait 'til ‘48... performance. 
these mew Universal products are out in See your Universal distributor today for , 
front by two full years. No need to worry _full information about the new Universal 
about their being outmoded or outsold... post-war line! 


NEW TWO-SPEED WASHER 


ne ¥ One speed for the rough stuff and a slow — Washer in 20 years... plus new Super-Safe 
gentle action for the fluff stuff. The first Wringer with Control-O-Roll for com- 
b major improvement in a Wringer-Type plete protection. 


5 SENSATIONALLY DIFFERENT FEATURES 


1. Two-Speed Washing Action. 3. Time-A-Matic Timer 
2. Super-Safe Wringer with Patented 4. Safe-T-Switch 
Control-O-Roll Feature 5. Red Plastic Sterilator 


New Minute-Savor 


bal 
: New Coffeematic New Automatic Toaster Pressure Cooker New Electric Blanket New Electric Iron 
2 Completely automatic elec- With the exclusive Ser-Vue With the "3 Seals to Safety” With the exclusive Slumber- The Hand-I-Set Fabric Dial. 
} » tric Coffee Maker with feature which enables you —Good Housekeeping Guar- Sentinel Control for perfect Beveled Point, Cool Plastic 
é i Multi-Strength Control for to look at the toast without anty Seal, Underwriters’ all-weather sleeping com- Handle and W rinkle-Proof 
i coffee as-you-like it. interrupting toasting cycle = Laboratories Seal and exclu- fort. Easy cto launder. Plenty Heel make ironing easier 
} 3 sive Safe-T-Seal Cover. of spread for double bed. and faster. 


‘ LANDERS, FRARY & CLARK - NEW BRITAIN, CONN. 
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Unable to walk since he was 13, Dutch has a 2 ft. high work bench and a high stool. 
He knocks out 2 to 5 rebuilding jobs a day, he says. 


Legs Are Secondary 


Dutch Phelps Can't Walk, 
But He Repairs Washers 


A HORSE threw him at the age of 13, 
and Dutch Phelps was picked up, 
never to walk again. For the last 27 
years his only way of getting around 
has been crawling on his hands and 
knees. 

A country boy, he learned to han- 
dle tractors, farm machinery and even 
snapped corn and milked cows. When 
the family moved to town, Dutch went 
to work for Wm. R. Jones of the Bill 
Jones Washing Machine Repair Serv- 
ice, Colorado Springs, Colo. He felt 
that he could learn to repair washers 
if he could work on the farm. Today 
Dutch is holding his own as a mechanic 
in the business, now owned by George 


Lein. He is overhauling on the aver- 
age of around two washers a day. 

“I cannot walk at all,” he says. “My 
way of getting around is crawling on 
my hands and knees. I wear rubber 
pads on my knees to protect them. I 
pull the machine to my bench which 
Mr. Jones made for me. It is about 
2 ft. high, and has all the necessary 
tools on it. I can stand on my knees to 
reach the washer and lift the wringer 
down. I handle the gear case by myself 
and require very little outside assist- 
ance. 

“T also have a high kitchen stool 
which I use to run the drill, lathe, 
buffer, and grinder.” 

Two other boys work in the same 
shop and they take care of all calls, 
pickups and delivery service. Dutch 
has worked in the shop since April, 
1945, and is a testimonial to the fact 
that given @he courage, a man can 
overcome almost any handicap. End 


Dutch Phelps figures that if he could snap corn and milk cows on the farm, he could 


learn to repair washers—and he did. 
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This new AUTOMATIC IRONER, like all 
products in the WHIRLPOOL line, includes | 
every standard convenience... PLUS extra 
_ features that mean greater sales appeal and — | 
lifelong customer satisfaction. ‘‘Best-in-the- 
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No. 218 Tenite Plastic Case, 
trimmed with signs of the 
zodiac. Height 9%” —width 
8%". Ship. wt. 51 Ibs. 


No. 713 Tenite Plastic Case, f 
trimmed with signs of the 

zodiac. Height 8/2” —width © 
11%". Ship. wt. 6 Ibs. 


No. 515 Wood Case. Height 
11%"—width 9%". Ship. 
wt. 7 Ibs. 

Retails ot........ $26.15* 


No. 911 All metal, 24k gold- 
plated, with wood base, 
swivel top, trimmed with 
signs of the zodiac. Height 
102" —width 8”. Ship. wt. 
5 Ibs. 


No. 110 Tenite Plastic case. 
Height 9” — width 81%”. 
Ship. wt. Ibs. 


No. 317 Wood Case. Height 
7%" —width 10”. Ship wt. 
5 Ibs. 
Retails at........ $17.25* 


No, 614 Wood Case. Height DISTINCTIVE CLOCKS BY MASTERCRAFTSMEN 


11”—width 9/2". Ship. wt. 
Ibs. 
$18.95* 


--- FEATURING A NEW LUMINOUS DIAL— GLOWS IN THE DARK 


Crafted with incredible skill . .. each clock the acme of perfection . . . 
self-starting Electric Movement . . . new dial that glows 
No. 812 Tenite Plastic Case. 
Height 8”—width 111A”. in the dark, luminous for hours . . . each case impeccably consummated 
Ship. wt. 6 Ibs. " 
in hand-rubbed wood grains or luxurious tenite plastic in assorted colors . . . all 


metal trimmings, metal bases, 24k gold-plated . . . MASTERCRAFTERS, 


symbol of the ultimate in distinctive clocks. Packed in individual cartons. 


No. 416 Wood Case. Height 

8”—width 12”. Ship. wt. 

5 Ibs. 
; * 

$16.70 AUTIFUL clock 


Mastercraflers AMERICA’S MOST BE 


| 
» 
—_ Retails ot $14.70" 
\ 
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i 
| 
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No. 1105 “Sagle” Walnut 
finish case and base; eagle 
and bezel in gold plate. 
Height 102", width 6%". 


No. 1009 “Golden Giri” 


sid Walnut finish cose and base. 

No, 740 “Yankee Clipper 

Swedish Modarn, with & 
metal trimmings. Height Ship. wt. Ibs. j 
16%", width 18%". Ship. “ Retails at........ $4.75* 
wt. 7 Ibs at 


Retails at $19.55" 


No. 1107 “Marine” Wal- 
nut finish case and base; all 
metal trimmings; chrome 


CLOCKS 


FOR EVERY ROOM..EVERY OFFICE besa. 10M" width 74" 
Retails 


SELF-STARTING ELECTRIC MOVEMENT 


All that the phrase implies . . . whatever the motif, MASTERCRAFTERS 
CLOCKS conform to the requisite of every room and every office . . . 
in adding the crowning touch, Mastercrafters are suited for the 
executive, student, housewife . . . intricately designed in hand-rubbed 
wood finish with ornate trimmings . . . picturesque to create an 
illusion of grandeur in home and office. 


Packed one clock to each shipping carton. 


No. 1007 “Aeroplane” 

Blades in hand-rubbed wal- 
nut finish, Ring, bezel and 
-landing gear ore throme 
plated. Balloon tires. 

~ Height 7", width 23”, Ship. 
wt. 5 tbs. ; 


No. 1021 “Pals” Walnut 
finish case and base. Gold- 
plated metal trimmings. 


No. 290 “Alrliner™ Rich 
brown plastic cabin; 3-blade 
propeller, wings and land- 
ing geor of chrome; over- 
size balloon tires. Height 


-CLOCK and RADIO CO. 
Marsercra ‘ 216 N. CLINTON ST., CHICAGO 6, ILL. 


j ie width 144". Ship. wt. 11 tbs. 
10 
10 2 
-_d 
76 
Height 11”, width 9%". 
Ship. wt. 7 ibs. ESS 
" q 10”, width 21”. Ship. wt. Sibs. 


Action pose of A. L. McCarthy (right) planning a co-op campaign in Chicago. 
With him are Dick Swank of the Chicago Tribune and Arthur Tatham, an agency man. 


Newspapers Aid in 
Dealers’ Cooperative Ads 


Chicago sees neighborhood 
advertising campaign that may 
prove to be metropolitan trend. 


HIS scene, in normal times, takes 
T place rather frequently : 

A distributor named Joe is calling 
on the major appliance manager of a 
big metropolitan department store. Joe 
wants to sell another car-load of re- 
frigerators. “We’ve got some promo- 
tion money that is not used up and 
we'll give you a page of space in this 
town’s biggest newspaper with the deal. 
How about it, Mac?” 

Mac, the department store buyer, is 
eager for store traffic and he knows 
that a page ad will get a lot of cus- 
tomers to come in and walk past the 
ribbon counter, the hosiery counter, 
and the section selling dresses at $6.98. 
He accepts the offer. 

Where did this unused promotion 
money come from? Everybody knows 
that a certain part of the price of each 
piece of merchandise sold is set aside 
for promotion. In the appliance field 
a part goes for the manufacturer’s 
general publicity and part for coopera- 
tive advertising. The manufacturer’s 
cooperative advertising appropriation 
is in turn increased by an amount 
from the distributor, and by the re- 
tailer. 

The catch is—small dealers, par- 
ticularly in metropolitan areas, are 
often unable to use their advertising 
allowances. 


Small Dealer's Big Potential 


In a comprehensive consumer study 
of hardline purchases made by the 
Chicago Tribune in 1945 it was found 
that only 23.6 percent of all refrigera- 


tors, 28.4 percent of the washers, and 
30.7 percent of the radios were pur- 
chased at department or furniture 
stores (including Sears Roebuck & Co., 
and Montgomery Ward & Co. outlets). 
A total of 76.4 percent of the refrigera- 
tors, 71.6 percent of the washers and 
69.3 percent of the radios were not 
purchased from either department 
stores or furniture retailers. This 
evidence shows the ‘great potential 
available to the small dealer. Equipped 
with the right advertising program, 
he is in a position to cash in on the 
marked tendency of consumers to buy 
hardline merchandise in their own 
neighborhoods for service efficiency. 


Can't Use Big Papers 


The trade area served by each of 
these small specialty selling stores, 
however, is seldom large enough to 
permit these retailers, who as a group 
sell in excess of 70 percent of the 
appliances, to buy efficiently the low 
cost circulations of metropolitan news- 
papers. So, even though they sell a 
lot of refrigerators, washers, radios, 
and the like, much of the dough that is 
set aside for each unit they sell just 
accumulates. 

In operation now in Chicago is an 
advertising plan, sponsored by the 
Chicago Tribune, and yet applicable 
to any metropolitan market. It holds 
forth the promise of permitting the 
smallest dealer to use his cooperative 
advertising appropriation efficiently. 

In the Tribune’s cooperative adver- 

(Continued on page 76) 
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Customer satisfaction and good will are the 
bonuses you get with the EXTRA SERVICE 
built into every Cadillac Vacuum Cleaner. 
Modern homemakers are sold on the thor- 
ough floor-to-ceiling cleanliness Cadillac 
provides, the all-round efficiency of this 
smartly styled cleaner, and the ease with 
which it operates. They like Cadillac’s 
many up-to-the-minute features which 
include 2-speed control, accurate nap 
adjustment, dirt-finding pilot light, 

ei and smart Hammerloid finish. 


/ 


‘ 


Dealers who strive to reduce SERVICING complaints 

to a minimum, and keep customers sold, are hearty in 
their praise of Cadillac’s rugged endurance. For 
Cadillac Cleaners are built to last . . . with a powerful, 
dynamically balanced motor that ensures long, trouble- 
free operation — even with hard use. 


The superior performance of Cadillac Vacuum 
Cleaners is the result of more than 35 years’ experi- 
ence in the manufacture of quality equipment. Only 
time-tested features are used — no gadgets to create 

service annoyances. Write for complete information 
about Cadillac — now. 


Seld only through 
reliable dealers 
distributors 
Since 1911 


NATIONALLY 
ADVERTISED 
-IN 
LEADING 
URBAN AND 
RURAL 
MAGAZINES 


WRITE TODAY 
FOR NAME OF 
NEAREST-T0-YOU 
DISTRIBUTOR 


CLEMENTS M 


6666 SOUTH NARRAGANSETT AVENUE * 


CHICAGO 38, ILLINOIS 
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LEADING NATIONAL MEDIA! 


This Week 


13 INSERTIONS IN THE FIFTEEN WEEKS 
OF THE FALL BUYING SEASON! 


Westinghouse lamp ads in full color will be blanketing the market. Watch for the 
first ad in “This Week” on September 14th and the full-color spread in “Time” on 
September 15th—and all the other ads week after week after that. 


RAILROAD STATION DISPLAYS IN TEN 
LEADING CITIES! 


A new natural medium for lamps! Will reach a circulation of close to 200,000,000 a 
year through three-dimensional displays in leading stations of the country. 


TED MALONE ON ABC! 


A lamp commercial every day Monday through Friday over the 197 stations of the 
ABC—reaches more than 3,000,000 different people every week. 


AND COMPLETE SUPPORT AT THE POINT OF SALE! 


Westinghouse—with a complete line of merchandisers—provides exactly the right 
kind of merchandisers for every store. A full selection of new displays ties in with 
the national advertising. 


WESTINGHOUSE ELECTRIC CORPORATION 


BLOOMFIELD, N. J. 
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Made to ‘SELL... 


the Original Nickel-Chromium me Element Wire 


* TRADEMARK REG. U. S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY e 
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ES, durable Hoskins CHROMEL resistor wire carries the heating 
load in modern, effortless ironers. In every other type of electrical 
heating device, too, for that matter. For CHROMEL, as you know, is the 
Nickel-Chromium resistor wire that first made electrical heating prac- 
tical. It gets hot and it stays hot for a long, long time. 


There's ample proof of CHROMEL’s dependable outstanding durability, 
too. Proof in the fact that, despite endless research, no basic changes 
have been made in CHROMEL’s original formula. Further proof in the 
fact that, since its discovery over forty years ago, CHROMEL has been 
consistently specified with complete confidence by the most exacting 
producers of top line products. They know that when appliances are 
made with CHROMEL, they’re made to sell .. . and stay sold to satisfied 
customers. 


Detroit 8; Michigan 


JULY 1, 


Newspapers Aid in 
Dealers’ Coop Ads 


CONTINUED FROM PAGE 


tising plan the circulation in each of 
the five Metropolitan Sections is 
shared by 10 to 30 non-competitive re- 
tailers. This permits the individual 
retailer to purchase on a prorate cost 
the exclusive use of 6,700 to 20,000 of 
the Sunday Tribune’s circulation dis- 
tributed in the immediate trade radius 
of his store. 

A recent Admiral radio page adver- 
tisement cost each of the 15 participat- 
ing retailers in each of the five Metro- 
politan Sections only $20, Since no 
two dealers sell the same number of 
units, no two have the same coopera- 
tive advertising allowance, The Robin- 
son-Patman Act is satisfied because 
in a series of advertisements each 
dealer can come in as often as his 
cooperative fund permits. Some obvi- 
ously, will appear in every advertise- 
ment run; others in only a few ad- 
vertisements. 

An idea of the importance of coop- 
erative advertising in the sale of ap- 
pliances and radios is contained in 
figures used in Neil Borden’s recent 
book, “National Advertising in News- 
papers.” In 1929 the radio and appli- 
ance manufacturers of the country 
spent 64 million dollars in all media 
for general advertising promotion. In 
that year only 900,000 washing ma- 
chines were produced, 4,900,000 radios, 
and 770,000 refrigerators. During 
1941 more than 2,000,000 washing ma- 
chines were sold, 13,700,000 radios, and 
3,700,000 refrigerators. These in- 
creases, from two to five times, were 
accomplished with only 24 million 
dollars of general advertising in all 
advertising media. 

The Federal Trade Commission re- 
port for 1941 shows that this shrink- 
age of general advertising during the 
twelve year period is largely due to 
the impetus given to the use of coop- 
erative advertising. The report estab- 
lished that consumer hardline manu- 
facturers, as a group, spent as much 
money for cooperative advertising dur- 
ing 1941 as for general advertising. 
These cooperative sums of the manu- 
facturer were matched by the distribu- 

(Continued on page 80) 


“SEE WHAT | MEAN, JOE? THE ROLLERS ARE 
TOO TIGHT!" 
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IN THE SIZE AND STYLE | 
YOUR CUSTOMERS WILL WANT 


Tall round, low round, square or table top, 
your customers will find just the Mertlond 
Automatic Electric Hot Water Heater that 
suits their need. Round models in capacities 
10 to 80 gals. Check Mertland’s features 
for quolity . . . durability .. . convenience 
@conomy ... and extra sales features. 
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PROTECTED FROM 
CORROSION BY 


OFFER YOUR CUSTOMERS 
TROUBLE-FREE ELECTRIC 
HOT WATER SERVICE 


AUTOMATIC ELECTRIC HOT WATER HEATERS 
protected by Mertland Magnesium Anodic Rod 


sion re- 
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This rod converts a DESTRUCTIVE ACTION into 
a PROTECTIVE ACTION. Electrochemical action 
takes place when two metallically connected 
but dissimilar metals are immersed in water. 
Since the Mertland Magnesium Anodic Rod 
has higher position on the electrochemical 
series, it protects all other metals in the tank. 
The cost of this rod should be paid for many 
times over in longer tank life and customer 
satisfaction. Details in folder, ‘Stops Corro- 
sion,” sent free on request. 


@ The Mertiand Magnesium Anodic Rod is another of the many extra sales 
features of the Mertiand line. This rod is oversize, 1.316 inches in diameter, 
has protective sheath to guard against undve action at top of rod, full length 
steel core to insure proper grounding throughout its length, is made of a special 
magnesium alloy with an anodic efficiency nearly three times that of com- 
mercially pure magnesium. Easily renewed. Positively grounded through special 
conductive compound. 


CHECK THESE MERTLAND FEATURES 


for quality, durability, convenience, and economy 


UL APPROVED 
Heavy gauge galvanized steel 


Thick, blanket type Fiberglas 
insulation all around tank 


LERS ARE 


SING 


fonk, hot dipped. Made and 
galvanized in Mertland’s ultra- 
modern tonk and galvanizing 
plant 


Fully automatic, adjustable, snop 


action temperature control 


Chromolox quick heating immer- 
sion type heating unit 
Working pressure guaranteed 
150 ths. (Tested 300 Ibs.) 
Protected from corrosion by 
Mertiand Magnesium Anodic Rod 
{optional equipment) 


Eight coats of white enamel 
baked on heavy steel jacket 


Inlet baffle evenly distributes 
incoming water 


Heavy gauge copper wiring 


Internal heat trap prevents hot 
water circulation through house 
system except when drawn. 
Soves fuel 


Wattages ond voltages to your 


specifications. Can be furnished 
wired for limited demand 


WHOLESALERS in areas not conflicting with present outlets are invited to ask about 
the Mertiand Franchise. 


GOOD AUTOMATIC ELECTRIC HOT WATER HEATERS 
MADE BY A GOOD COMPANY 


M. M. HEDGES MANUFACTURING CO., Inc. 


CHATTANOOG 


* 


— 
 #OMERTLANDSG 
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ABC Model 400 
Cabinet Washer, styled for 
satisfaction in any setting. 
| | 


THAT 


ABC Deluxe Ironer 

with two open, fully usable ends 
and no obstructions for the entire 
length of the roll. 


ABC-O-Matic Washer 

with exclusive, patented ‘‘Centric 
Agitation’ and ‘‘Scum-Free’’ Run- 
ning Water Rinse. 
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ABC Model 251-S Washer 


with giant 27 gallon porcelain tub, 
and exclusive non-tangling agitator 
and safety wringer. 


OFFERS 


e 


ABC Model 251-SG Washer 


powered with 4-cycle, air-cooled 
gasoline engine, for homes without 
electricity. 


ABC Model 177 Spinner 


that washes, rinses, blues, and spin 
the clothes damp dry. 


NATIONAL DISTRIBUTORS FOR CANADA 
NORTHERN ELECTRIC COMPANY, LTD. 
HEAD OFFICE: MONTREAL, QUEBEC 
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q VACULATOR CLOTHLESS FILTER 
— for clearer coffee every time 


BEAUTIFUL NEW DESIGN— perfect 


tear-drop shape 


NATURAL-GRIP HANDLE coo, 


easy pouring, no knuckle-burning 


A WIDE-MOUTH DECANTER —casier 


pouring, easier cleaning 


5 Clip-in DECANTER COVER—keeps 
coffee hot and fresh 


AFC* FILTER BONUS 
OFFER ENDS JULY 31 


Sensational improvement in coffee 
filters! ... Now, Spring-Action, for 
*Automatic Flavor Control, for 
faster operation, and positive 
safety. Every glass coffee-maker 
user will want this finer filter! Or- 
der from your jobber today, while 
“2 FREE WITH 22” offer applies. 


BUBBLES coffee NEVER boils it 
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is 10 WAYS BETTER 


) eee To Make SALES Better For You! 


“PYREX” BRAND GLASS ALWAYS 


—the finest heat-resistant glass 


“MAGIC SEAL” BUSHING —no twist- 


ing, no pressure —lessens breakage 


g 3-in-1 PLASTIC COVER —upper 


bowl stand, dust cover and table mat 


7 


 OVER-SIZE UPPER BOWL —avoias 


splashing and. running over 


PLASTIC COFFEE MEASURE 


— accurate measure for perfect coffee 


‘n troductory Offer! 


E with 22 


on every sale 
uctory Period! 


Total case 


(Offer expires July 31, 1947) 


PROFIT 


Newspapers Aid in 
Dealers’ Coop Ads 
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tors, and the combined amount in turn 
matched by retailers using co-op ad- 
vertising. This formula applied against 
Borden’s 24 million dollars advertising 
figure established a maximum coopera- 
tive advertising fund of 96 million 
dollars. This, combined with the 24 
million dollars spent for general adver- 
tising, made available in 1941 120 
million dollars—almost twice the 64 
million dollars spent in 1929. 


Apparently Here to Stay 


That cooperative advertising activi- 
ties are widespread and here to stay, 
despite many abuses, was revealed 
recently in a study made by the As- 
sociation of National Advertisers in 
its publication, “Vertical Cooperative 
Advertising.” This report is based on 
the cooperative advertising experiences 
of the manufacturers of consumer 
durables. It sets forth the advantages 
and disadvantages; it contains a care- 
ful analysis of the Robinson-Patman 
Act. Despite the committee’s promise 
of no conclusion regarding the value 
of cooperative advertising, one of the 
final paragraphs states that for those 
manufacturers using restricted retail 
selling organizations the use of coop- 
erative advertising appears to be a 
legitimate tool. 

“The cooperative advertising plan 
we are selling,” declares Dick Swank 
of the Chicago Tribune, “permits the 
appliance dealer, located in metropoli- 
tan centers, effectively to purchase the 
exclusive use of that portion of a 
metropolitan newspaper’s circulation 
distributed in the trading radius of 
his store at the same low milline rates 
available to the advertisers using total 
circulation. 

“Walter Daily, advertising director 
of Bendix Home Appliances, recently 
wrote me—You undoubtedly know 
that the Chicago Tribune's full page 
plan—with adaptations of course—has 
spread throughout the United States. 
Because of the idea, which, unless I 
am mistaken, started with us on an 
aggressive basis, the entire washing 
machine industry has adopted the full 
page idea. It will undoubtedly spread 
to the refrigeration business and per- 


| haps others as well.’” End 


“HORACE LOVES TO GET OUT HERE AND 
ROUGH IT — UP TO A POINT." 
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: _ The More Women Know About Coffee-Makers - The More They Want VACULATOR! © 
2 
(7 Last Chance! 
List 75¢—(2 doz. to case) 
Fillers FREE per cass) $7.20 $16.50 
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‘Heavy duty 
resistors 


Too often, the resistor is the weakest part of an assembly 
- . . and the insulator the weakest part of the resistor. To 
overcome that difficulty many resistors are being re-de- 
signed around AlSiMag custom made insulators. 

One of the most important factors of AlSiMag resistor 
insulation is its uniformity. It does not vary. All production 
is carefully checked and held to strict standards of char- 
acteristics and dimensions. For example: AlSiMag's coeffi- 
cient of expansion is always uniform. This advantage is 
readily understood by any manufacturer who has tried to 
work with less uniform material. 

Since AlSiMag is custom made, the design can often facil- 
itate heat dissipation. Some designs provide minimum con- 
tact area between element and core and free air circula- 


PROPERTY CHART covering the more 
frequently used AlSiMag compositions 
sent FREE ON REQUEST 


46TH 


8 


AMERICAN LAVA CORPORATION 


tion around core. Cruciforms and edge wound strips answer 
some design problems. AlSiMag has a major advantage in 
its ability to withstand repeated heating and cooling. It has 
good resistance to heat shock. It is strong, permanently 
rigid, cannot char. Its insulating qualities are in the top 
bracket of materials used in resistors. 

In many instances, the fact that AlSiMag insulators are 
uniform and are made to close tolerances will more than off- 
set their higher first cost. This cost is picked up through faster 
assembly, fewer rejects _. and by far longer life, more de- 
pendable operation, the reduction of equipment failures and 
the elimination of wasteful shut-downs. 


@ The American tava Corporation does not make resistors. It is the cut 
tom maker of AlSiMag insulation which is sold only to manufacturers. 


Oo Ff Ceramic 


CHATTANOOGA 5, TENNESSEE 


SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave., Tel. Garfield 4959 © CAMBRIDGE, MASS , 38-B Brattle St., Tel. Kwkland 4498 © PHILADELPHIA, 1649 N. Broad St., Tel: Stevenson 4.2823 
WEWARK, 671 Broad Tel: Mitchell 2.8159 CHICAGO, 9S Chaton St.. Tel: Centrat 1721 © SAN FRANCISCO, 163 2nd. St., Tel: Douglas 2464 LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 
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for this “High Sign” 
..it means, “There’s 


only 1 |ronrile ” 


Everybody’s doing it! The index finger, 
pointed up, is the sign that there’s only 1 
Ironrite. Watch for it wherever you see an 
Ironrite salesman. 


404 ve 
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THE IRONRITE IRONER COMPANY, Mt. Clemens, Mich. 


lronrite is distributed by the Coffield Washer Co., Hamilton, Ontario 
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26 years of specialization on 1 product! Per- 
fected and improved until it is practically 
service-free. When you make only 1 prod- 
uct, that product gets all of your research 
and engineering attention. 


Ironrite’s new plant is the largest, most 
modern ironer plant in the world, with 
unlimited production facilities. Production 
schedules are being doubled as this is 


written. Ironrite owns its factory. 


95 distributors and 9500 dealers! The finest 


distributor and dealer organization in the 
industry. Independent surveys show that 
Ironrite has the outstanding dealers in 


every city. 


Every Ironrite sold is demonstrated in the 
purchaser’s home until she herself is satis- 
fied that she knows how to use it perfectly. 
Ironrite guarantees complete ironing satis- 
faction. * * 


For further facts on Ironrite’s big, new sales 
program, we invite you to see us at the show. 


ATTENTION CANADIAN DEALERS! 


BY 
< = 4 
| formato, 
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them 
Homes 


Do a little prospecting 
among the older homes 
in your territory. You'll 
dig up plenty of gold in 
the way of new business. 


Sell ‘em modern UTILITY 

heating plants, evaporative EVAPORATIVE 
air coolers, and ventilating - 

systems. Here's a mine of 

profits that never runs out. 


Let us send you complete 
information and prices 
on the complete line of 
UTILITY heating and 
cooling appliances. 


UTILITY APPLIANCE CORP. 


4851 Sovth Alameda St. 
Los Angeles 11, California 


DIVISIONS 
GAFFERS & SATTLER 


OCCIDENTAL STOVE CO. 
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Sell Me Another! 


In "One Foot in the Door,” George 
Taubeneck has written a wise and witty 
book about specialty selling for salesmen. 


O THE thousands of appliance 

dealers who think of their cash 
registers—if they think of them at all 
—as indispensable gadgets which prob- 
ably came in with Moses, George Tau- 
beneck’s new book, One Foot in the 
Door,* will be a distinct shock. 

Mr. Taubeneck, whose daily occupa- 
tion is editing Air Conditioning and 
Refrigeration News, has confessedly 
attempted to write “all about specialty 
merchandising, including the laughs.” 
He has succeeded. His book is a gusty, 
lusty mixture of biography, history, Joe 
Miller’s Joke Book, salesmen’s Pullman 
anecdotes, and information on the art 


of selling. 


Dealers who read this volume may 
henceforth require all novice salesmen 
to bow three times whenever passing 
the cash register. Not because it is a 
cash register, but as a sign of grateful 
humility to the man who, because he 
formed the National Cash Register Co., 
founded the empire of salesmanship. 
And an empire it is. One man, John 
Patterson, is, according to this book, 
almost solely responsible for the dis- 
covery and the formulation of the prin- 
ciples of selling which are today cur- 


| rent in the United States. 


Empire Builder 


One Foot in the Door is a lightly 
and humorously written book. But 
John Patterson was not a funny man 
He was as single-minded in his deter- 
mination to sell cash registers to every 
business in this country as Cecil 
Rhodes was to annex South Africa for 
Britain. In many respects the men 
were similar. Both were empire 
builders, one financial and the other 
territorial. Both were dictatorial, even 
ruthless. But both were brilliant, suc- 
cessful men. 

Patterson, the phenomenon of Ameri- 
can business, was a paradox. He was 
the first employer to effectually con- 
sider the comfort of his employees. Be- 
cause he saw a woman worker warm- 
ing her coffee on a radiator he built 
one of the first company cafeterias in 
existence. It was the same man who 
hired a masseur as general manager 
of his firm because he had literally 
rubbed him back to health during an 
illness and who fired all the employees 
of his power house because they tooted 
the whistle when he was trying to 
make a speech. 

Patterson is credited with originat- 
ing successful direct mail pieces, the 
“canned” sales talk, sales conventions, 
the sales manual, and literally scores 
of sales tricks, tips, and devices. 


Patterson's Own Methods Used 


This history in this book is the story 
of Mr. Patterson’s struggle to build 
his business. The education comes 


* Conjure House, Detroit, Mich. 


from the methods he used and includes 
descriptions of later elaborations and 
developments of his sales tools. And 
the jokes and the anecdotes appear on 
every page. Every conceivable method 
ever used to develop sales is herein 
described and many actual case his- 
tories are used as illustrations. 
Names familiar in the appliance 
world appear frequently. By old-timers 
they will be quickly recognized; new- 
comers will find them introductions to 
the industry. Some of them have even 
contributed short passages to the book. 
Walter Daily, for example, the adver- 
tising manager for Bendix Home Ap- 
pliances, writes of the importance of 
strategy in advertising. Others have 
contributed innumerable anecdotes 
which point up author Taubeneck’s 
lessons. The lessons, incidentally, are 
one of the beauties of the book. They 
sneak up on the reader like a sunburn 
—and are just as hard to forget. 


Writes to Be Read 


Mr. Taubeneck himself says in his 
introduction: “Textbooks . . . are sel- 
dom read by those who need such 
information most . . . Good salesmen 
like to spend their time with people, 
not books ... So this book—which at- 
tempts to define, outline, detail, and 
humanize ‘creative selling’—has been 
written in three dimensions. We've 
tried to present our back-to-proven- 
fundamentals sales planning informa- 
tion in narrative form. We've tried to 
erect these fundamentals on the solid 
rock of proven tradition. . . . Pattern 
for each chapter, then, is this: (1) 
How did Patterson do it, and what 
did he say about it; (2) how has it 
been done best by modern specialty 
selling organizations; and (3) what 
humorous incidents have we heard 
which drive home these points ?” 

One Foot in the Door has all the 
answers to a salesman’s questions. And 
what’s more, it’s a hell of a lot of fun. 


—ROBERT W. ARMSTRONG 


“WATCH THIS—I PUT A FLASH BULB IN iT!" 
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to tions; comfortable toe space... all these, 
om and more, will help International Harvester 
1) Refrigeration dealers reach and sell the 
small freezer market. 
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Now in production . . . ready for delivery to 
International Harvester Refrigeration deal- 
ers...a handsomely-designed, wonderful- 
ly efficient 4.2-cubic-foot freezer for smaller 
homes. Fits comfortably, harmoniously, 
into modern kitchen arrangements. Holds 
approximately 150 pounds of frozen food. 

This newest member of the International 
Harvester Refrigeration line has practically 
all of the sales-winning features of its big 


sister, the 11-cubic-foot Model 11 FC-A, al- 
ready in national distribution. “Frost-Lok” 
—smooth, one-piece, uncluttered breaker 
strip; ““Vac-U-Seal”—fiber glass insulation, 
hermetically sealed against air and mois- 
ture; “Tight-Wad”—hermetically sealed re- 
frigeration system warranted for 5 years; 
welded, seamless, all-steel construction; 
white enamel finish baked on over Bonder- 
ized steel surface, inside and out; full-size 


INTERNATIONAL HARVESTER 


FREEZER 


International Harvester Refrigeration of- 
fers dealers a unique opportunity for in- 
creased volume and new profits—based on 
outstanding product, powerful local promo- 
tion, and unexcelled national background. 


TWO MODELS NOW AVAILABLE— 
11.1 AND 4.2 CUBIC FEET 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue « Chicago 1, Illinois 


© International Harvester Co. 


INTERNATIONAL HARV 


THE INTERNATIONAL HAR\ SYSTEM OF FOOD PRESERVATION 
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When the 3 MILLIONTH Briggs & Stratton engine 
came off our production lines recently, a series 
of new records was established for the entire in- 
dustry. It is by far the greatest number of 4-cycle 
air-cooled engines ever built by one manufacturer. 
It is by far the longest period... more than 27 
years ... that any manufacturer has built 4-cycle 
air-cooled engines continuously, without interrup- 
tion. Back of these engines Briggs & Stratton main- 
tains the most extensive, worldwide network of 
Authorized Service Stations in the small engine field. 
BRIGGS & STRATTON CORPORATION 


Milwaukee 1, Wisconsin, U.S.A. 


AIR-COOLED 
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outside 


M OST large department stores 
4 with appliance sections in the 
basement, are faced with the problems 
of outside interference in demonstrat- 
ing radios to prospective customers. 
All too often the merchant finds it 
necessary to go into an explanation of 
certain unwelcome buzzes, growls and 
sizzling static which seems to find its 
way into the loud speaker at crucial 
moments, 

Paul Cosgraves, head of the appli- 
ance department of Montgomery Fair, 
one of Montgomery, Alabama’s large 
department stores, admits he “got fed 
up” with trying to sell radios, the na- 
tural tone and clearness of which were 
marred by sounds from elevators, pass- 
ing street cars, talkative customers and 
motors all around the neighborhood. 
Mr. Cosgraves did something about it. 


Interference-Proof Room 


“When the workmen finish,” he says, 
“we are going to have one of the few 
interference-proof radio demonstration 
rooms in the business. And when I say 
interference-proof, I mean just that— 
the room will be absolutely free from 
current electricity, static electricity or 
noises of any kind. The only thing 
which can penetrate it will be sound 
waves, ” 

The project, which started out as a 
simple sound-proof listening room, will 
be a triumph in acoustical and electri- 
cal engineering skill. Before Mr. Cos- 
graves had gotten very far in his build- 
ing plans, he called on James E. Mac- 
Dowell, an engineer who has seen 
service with the Navy in building 
radar rooms and space where delicate 
instruments were kept. It was Mr. 


MacDowell who suggested making the 


JULY 1, 1947—ELECTRICAL MERCHANDISING 


Control in the 
Listening Room 


interference eliminated is 


Paul Cosgraves, manager of the Montgomery Fair electrical appliance department, 
believes his new interference-proof listening room will sell radios by permitting 
demonstrations free from static, noise and electrical impulses. 


An almost perfect radio demonstration room with all 


the goal at 


Montgomery Fair Department Store, Montgomery, Ala. 


room interference-proof, and under 
whose direction the room was built. 


Screen Shield 


The basis of his plan was the instal- 
lation of a Farraday screen inside the 
walls—two concentric screens sepa- 
rated by four inches of space, using 
wooden supports as dielectrics. This 
screen shields off all electrical and 
magnetic impulses and is grounded at 
only one point—it is connected to a 
one-inch rod which goes deep into the 
ground. An isolation transformer with 
an AC current line comes in at this 
point, providing “juice” for five or six 


(Continued on page 88) 


£i 
The construction of the interference- 
proof room at Montgomery Fair shows 
how the walls are screened with Farraday 
screens to shield magnetic and electrical 
impulses which create unwelcome dis- 
turbances during demonstrations. Even 
the wood used in the room is a special, 
dry type. 
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In announcing its new “dealer distribution weeping PF 
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In °39 we promised to keep our product vacuum CLEANER 
-" abreast of the field. And what has happened? EUREKA 
the ; Eureka took the lead—was first to challenge | 
pa- . tradition by bringing out a Complete Home - 
ing Cleaning System that’s made history. To- awe 
ree day, Eureka—and only Eureka—has main- : 
at tained the blazing pace set. Dealers confirm — 
7 what Mrs. America is saying . . . “The com- 
the pletely new Eureka System is the finest cleaning equip- every System sale—based on industry-wide retail averages. 
ith ment ever to come to market.” Freshly streamlined by ——— oo . . 
his As for dealer support . . . the evidence in current mag- 
George Walker . . . the new System’s brilliant engineering . 
di , : © 5 azines and local sales promotions speaks for itself. Not 
out-dates and out-performs all previous cleaners. ly is the 19 
only is the 1947 campaign the biggest in Eureka’s history 
Equally important, Eureka has boldly maintained pre- ... it’s the biggest ever placed behind a cleaning System 
war price levels in spite of increased costs. Here is a vital —at anytime, anywhere. 
advantage for Eureka dealers. For competitive pricing is , : 
8 as —— The facts are compelling. They reveal a promise well 
the key to Eureka volume. k 
ept over the years . . . they measure the ever-increasing 
Again in °39, Eureka promised ample profits. The fact value and profit opportunities exclusive with the Eureka 
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f EUREKA WILLIAMS CORPORATION 
EW Ri EUREKA DIVISION BLOOMINGTON, ILLINOIS 
HOME CLEANING SYSTEMS + VACUUM CLEANERS 
Neduclg- ~ CORDLESS ELECTRIC IRONS + WASTE FOOD DISPENSERS 
THERE'S TWICE THE PROFIT IN SELLING SYSTEMS! 
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CORY’S OUT 
FRONT AGAIN! 


THE NEW CORY ROD COUNTER DISPENSER 


Just a few square inches of counter space is all it 
takes to profit with the ever-zooming appeal of 
the Cory patented glass filter rod. This new dis- 
penser actually puts a dozen Cory filter rods out 
front where people will see 'em—and buy'em. 
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‘CORY 


Executive and Sales Offices: 221 North La Salle Street, Chicago 1, Mlinols 
Sales and Display Offices: New York - Chicago + Toronto 
Export Sales: 


Dispenser supplied free with 12 Cory rods— 
the filters that se// and sell and sell. 

Order new Cory Rod counter dispenser as 
Model DRA display —— Comes complete 
with 12 Rods . : $6.00 


Patented Glass Filter 
Rod by CORY... 
greatest name in coffee 
brewers! 

Filters coffee only 
through coffee. No cloth. 
No hooks. Fits any stand- 
ord glass coffee maker. 


re 


AP 


| Control in the 


Listening Room 


CONTINUED FROM PAGE 86 


plug outlets, as it iselates all but neces- 
sary electrical impulses. The door of 
the room will be screened in the same 
manner as the walls and the hinges 
will be shielded. 


Other Details 


An antenna on the roof of the store 
will lead into the room and it will be 
shielded from interference all the way 
down to its connecting point in the 
basement, according to Mr. Cosgraves. 
Even the choice of the wood used in 
the framework of the room is a factor, 
Mr. MacDowell points out, since too 
much sap in certain woods decreases 
the dielectrics and the use of a dry 
wood is necessary. 

Such a room has been used for years 
by certain manufacturers, Mr. Mac- 
Dowell says, to house delicate equip- 
ment, to test spark plugs and for other 
uses but as far as he knows, it has 
rarely, if ever, been used for radio 
demonstration purposes by an appliance 
house. Officials at Montgomery Fair 
feel that the innovation will result 
in better demonstrations and conse- 
quently, increased sales. 


No Explaining to Do 


“With this room, we can demon- 
strate radios to perfection,” Mr. Cos- 
graves says. “While our competitors 
attempt to explain away the noises and 
the interference which creeps into the 
radios they are showing, we simply 
will do away with all these unwelcome 
factors. If our interference-proof 
room proves itself as we believe it will 
do, we can vision the time when we 
may construct several of them.” 

The interference-proof room will 
cost approximately $1,000 more than 
an ordinary listening room. It is 10 
feet wide by 15 feet long and will be 
carpeted, air conditioned and acoustic- 
ally treated all over, to bring out the 


| correct round tones of radios being 
| demonstrated. 


Major radio lines handled by the 
firm are Philco, RCA, Sparton, Gen- 
eral Electric, Emerson and Cromwell. 

End 


James E. MacDowell, engineer employed 
by Montgomery Fair to design the best 
in radio listening rooms, inspects his 
handiwork. Mr. MacDowell built many 
radar rooms for the Navy during the war. 
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Designed by a master stylist for sales appeal! 


That incentive to buy is present in the new Horton 
automatic portable ironer. The Model 547 is years 
ahead in mechanical efficiency and ease of opera- 
tion, Turns out ironing any woman can be proud 
of, with a minimum of time and effort on her part. 
And it has been styled by Harold Van Doren, 
famous industrial designer, for beauty that 


has big sales appeal to discriminating women. 

For faster ironer sales, give the Horton a chance 
to help sell itself. Invite your customers to sit 
down and try the Horton. Its beauty attracts them, 
its simple single control inspires self-confidence, 
and its smooth performance convinces every time. 
The amazingly low price does the rest. 


An ironer line to fit every budget 


There is a Horton Ironer for every “budget bracket”—and the leader of the line is the beau- 
tiful, mechanically advanced, and remarkably low-priced Model 147, the Horton automatic 
console ironer. In action it is a model of easy operation and efficient performance. Closed, 
it becomes a desk—a proud and useful asset to the home of today and tomorrow. It is de- 
signed for beauty, engineered for satisfaction. 

For lower budgets, there are two handsomely styled Horton portable ironers, the automatic 
Model 547 and the even more economical Model 640A. For more details on the complete 
Horton line of laundry equipment, write the Horton Manufacturing Co., Fort Wayne 1, Ind. 


HORT oO 


HORTON MANUFACTURING CO.,FORT WAYNE 1, IND. 


Attention Canadian Dealers: The trade name HORTON ELECTROHOME distinguishes 
Horton designed and engineered products manufactured and sold in Canada by 
Horton’s affiliate, Dominion Electrohome Industries, Ltd., of Kitchener, Ontario. 
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4 Spiralator shaft sealed against 


3 Rugged, reinforced case removed 


More and Washers 


5 Rubber Water Sheds prevent water \— 


/ leakage into gear case 


6 Brake and clutch mechanism starts and 


stops spinner basket, revolving at 960 r.p.m. 


—s in a few seconds 


water seepage from tub | | 
(a) Rubber Seal 
(b) Lead Seal 


7 Spindrier drive pinion and gear 


rotate spinner basket 


8 Worm Throws oil against slanted cover 


oil drips to worm gear bearings 


by unscrewing 4 lug screws 


for complete unit replacement 


2 Simplified Saddle 
Construction for 


easy motor removal 


Moving parts continually 


lubricated in a bath of oil 


1 Shock and vibration- 


proof Motor Mount / 12 Gears and surging connecting 


rod Splash oil 


ANOTHER REASON WHY THE BEST SALES STORY IS THE EASY ONE 


4 
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| ) ASY engineers, always searching for ways of building more 
value into Easy Spindriers, have developed a revolutionary 
new gear-case that sets a challenging post-war pace in transmis- | 


sion design. It is made primarily of aluminum. And it is one | 
answer to more Spindrier production to meet the continuing | 
demand. 


But best of all it enables Easy to give you a better washer. Spin- 
drier buyers can look forward to longer washer life, because 
the new, high-alloy aluminum construction of the gear-case . 
substantially increases the wearability of working parts. Its 
rugged, one-piece design permits easy, quick unit replacement 
(cuts servicing costs). And due to the lighter aluminum gear- 
case this new Spindrier is easier than ever to move about. By 
all odds this Deluxe Model 19SS47, with all the other famous 
and familiar Spindrier features, offers you the best value in 


washers today. 


NEW DEALER AID TO SELL ‘HIDDEN VALUE’ 
There’s real showmanship in this special 
picture book which in “X-Ray” form lets 
the prospect LOOK inside and SEE how 
this great gear-case works. Easy Washing 


Machine Corporation, Syracuse 1, N. Y. 


Worm drives Spiralator 


washing action mechanism 


™ 


10 Oil is pumped to vital 
bearing by Groove on shaft 


11 Automatic 
Water Pump 


NE 


THE EASY AUTOMATIC WILL BE THE BEST AUTOMATIC 
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the water heater 


No Rusting! No Corroding! Under 
any water condition, the all- 
modern Permaglas Water Heater 
q CANNOT rust or corrode! It's 
ever ready with all the hot water 
needed, for even the newest 
| homes, pure and clean as the 
source itself. 


SMITHway WATER HEATERS* 


The Permaglas Water Heater has 

the tank of glass-fused-to-steel— 
mirror-smooth and sparkling 
blue. Rust that ruins clean laun- 
dry...and corrosion dirt that 
stains both water and porcelain 
..are banished. 


THERE’S ONLY ONE 
“PERMAGLAS” 


A GREAT AID TO SALES 


Only A. O. Smith offers you the 
water heater that’s news! The 
“Permaglas” sales story is the 
newest and most dramatic in the 
appliance business. Get all the 
facts now on this new discovery 
about hot water. Write the A. O. 
Smith office nearest you for “The 
Inside Story of Permaglas.” 


HOT WATER “'Packaged-in-Glass” 


Guardian of the Nation's Health 


Corporation 
NEW YORK 17 © ATLANTA 3 © CHICAGO 4 « HOUSTON 2 « SEATTLE 1 
LOS ANGELES 14 © INTERNATIONAL DIVISION: MILWAUKEE 1 
Licensee in Canada: JOHN INGLIS CO., LIMITED 


*Another Famous SMITHway Model: Duraclad—zinc-lined for economy 


PAGE 92 


\\ 


“THAT COMMENTATOR IS PROVING TOO BASHFUL FOR TELEVISION.” 


Building a Sales Staff 


Illinois appliance buyer sets up program 


HE best possible use a dealer 
| can make of his time while 
awaiting sufficient appliance stocks to 
get into aggressive merchandising is 
to build up a loyal, efficient staff of 
salesmen who can be depended upon 
to stay on the job.” That’s the way 
William E. Parlee, appliance buyer 
at Block & Kuhl Co., Rockford, IIL, 
looks at the present transition period 
| between the sellers’ market and ap- 
| proaching buyers’ market. 

The Block & Kuhl store has mapped 
out a definite program whereby it hopes 
to equip the appliance department with 
a permanent, reliable staff of well- 
trained salesmen—and at the same 
time eliminate the “prima donnas” and 
“drifters” which were a characteristic 
feature of appliance retailing before 
the war. Instead of looking at spe- 
cialty salesmen management from “the 
management’s side,” Block & Kuhl 
has listed off what points appeal to 
electrical appliance salesmen, and what 
disadvantages make them seek other 
fields. All of these points are incor- 
porated in the present personnel-build- 
ing program. 


Program Breakdown 


The program, broken down  iuto 


steps, is as follows: 


Locating promising salesmen—Block 
& Kuhl has taken the unusual step of 
“going to the customer herseif” to 
find several of the salesmen now being 
trained. Instead of merely advertising 
in want-ad columns or contacting em- 
ployment agencies, which usually re- 
sults in employees only interested in 
the size of their paycheck, Block & 


JULY 1, 


to attract top-notch appliance salesmen 


Kuhl appliance executives ask custom- 
ers shopping in the department 
whether their families include ex- 
servicemen, or graduating students who 
would like to enter appliance mer- 
chandising. In this simple operation, 
Block & Kuhl assures itself that mem- 
bers of customer’s families are local 
residents, well-founded in the com- 
munity, and that there is a strong 
personal angle attached. While it 
is true that solicitation of customers on 
this point generally produces very 
young men, Mr. Parlee states that he 
prefers to start with untrained per- 
sonnel to “teach them the business our 
way.” 

A screening program of the type 
tested by national manufacturers has 
been set up at Block & Kuhl, whereby 
the store thoroughly tests applicants, 
and determines whether they have that 
elusive something which makes a 
salesman a “good closer.” Every- 
thing else in the personnel selection 
program is subordinate to that one 
point—which exhaustive interviews, 
demonstrations, etc., carried out in the 
department regularly unveil. 


Training—Block & Kuhl deplores the 
attitude of stores which stress “on 
the job training”—with the result that 
young salesmen, inexperienced with 
their merchandise, and unsure of 
themselves are placed on the floor to 
compete with older hands. Too many 
mistakes are made by untrained per- 
sonnel through over-enthusiasm, ac- 
cording to Mr. Parlee. They have, 
therefore, dropped on-the-job training 
in favor of a “short course” which 
(Continued on page 96) 
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PORTABLE 
DISHWASHER 


= 
= 
stom- 
tment 
 ex- 
s who 
in Hose Attachment fastens to any size 
faucet. 
ation, . Trigger button is pressed to send water 
mem- through ‘‘Brite-Wash” detergent cham- 
local ber into brush for washing and scouring. 
com- (Bar soap may be used if desired.) 
| Button is released to send clear water 
SUR through spray chamber for non-splash 
lle it rinsing. 
8 
ers on 
very 
lat he 
FOR PROFIT AND VOLUME! BR/TE*WASH 
is a special detergent formula in cake 
type ; Here's a household “must” that every housewife will want imme- form, designed to fit detergent chamber. 
: : . Six cakes included with each HANDI- 
diately! HANDI-MITE .. . cleans and rinses dishes — pots — pans — BITE. Coots lens then per average 
cants, in one easy, quick operation. Efficient, hygienic . . . dishes are washed ~~ = ing. (Bar soap may be used i 
e that in detergent mix, rinsed in fresh, clear water. 
es a 
very- Dependable . . . safe . .. HANDI-MITE . . . contains no motor, 
ection uses no electricity. 
riews, Smartly styled, sturdily built, HANDI-MITE is an epo-cunthing HANDI-MITE is equipped with 2 de- 
in the profit maker that’s easy to sell! It fulfills the universal desire to take tachable brushes: one with nylon bristles 
for washing dishes, the other with fine 
the “chore” out of dishwashing. Get your share of this natural brass wire for scouring pots and pans. 
: . The entire assembly is attractively pack- 
¥ = market now! Order today to assure prompt delivery of the sensational aged for maximum Geis of a ee 
on appealing appliance. 
t that HANDI-MITE. Individually boxed — 8 to a carton. Watch for national advertising for 
with HANDI-MITE. Advertising and mer- 
e of chandising cooperation available to 
dealers. 
or to 
wa L. K. FRANKLIN CORP 
have, 
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= HOME FREEZER 
* 
Lois With 17 new advanced features... 
eee 10 major improvements ... with 
caus all the things you have waited for 
@ 
«eee 
SPECIAL TUMBLER LOCK in 
xtra serving troy. 
eeeee FREEZE COME 
freezes more food 
eeeeee 
eeee0eee 
eee0eee 
eeeeee Shown here is De Luxe Model C-10, 10 cubic foot capacity, price, $439.50. Other models stort ot $199.95, delivered in your home | Get the story on home JR NI 
| freezing. Send 10c for 
eee4eee Don't you believe a word of it when they tell you only the new Deepfreeze home freezer has them all. colorful 64-page book. Deen 
ecoeee all home freezers are about alike Size for size and dollar for dollar (and that’s the | DEEPFREEZE DIV. ; rs 
eee ‘ For folks who say that just haven't seen the new only way to compare), Deepfreeze home freezers ' Seer Heaiiantn Corp 7 
7@ ee Deepfreeze home freezers give you more for your money. So see the three | North Chicago, Illinois 
And once you see them, you'll agree: No other brand-new Deepfreeze models check the value, Liv 
e e ° freezer gives you so much that's new and then—be sure the home freezer you buy | esis 
€ e oe ‘ You get larger capacity at lower cost, and a com- bears the trade-mark Deepfreeze, brand name of the — 
* e eco plete array of new features and improvements — talked-about home freezer, made only by Deepfreeze | ADDREss 
£ ee ee those shown above and many, many more. No other Division, Motor Products Corporation, North CITY 
& ee ee home freezer on the market today has so many— Chicago, Illinois STATE 
ee 
ee 
@eee#e 


The advertisement below oppears during the months of July and August in the national magazines 


on the Deepfreeze schedule, either in full-color or in black and white 


THERES 


There are lots of home freezers but only one 
can be called the Deepfreeze home freezer. 
Get the answers on this important purchase 
from the originators of home freezers. 


ENTIRELY NEW 


| 
| 
| 
— 
> 
© 
me 
| 
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2 
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90,000, 000 NATIONAL 
ADVERTISING MESSAGE 


"pears in The Saturday Evening Post, Time, The 


American Magazine, The New Yorker, McCall's, The 


Beautiful, Country Gentleman, and 


SALES TRAINING BOOKS 


FOR DEALER en 
a setc 
the fret calling home 
freezers. Complete story of the market and how to 
Hons and 


tHe HOME FREEZER 


COMPLETE DEALER SALES” 
PROMOTION PROGRAM 


illuminated floor display background, outdoor metal 


FOOD PROTECTION PLAN 
WITHOUT ADDED COST 


Deepfreeze home freezer gets a comprehensive i: 
sures the buyer against loss, up to $200, P 


Deepfreeze Division, Dept. EM-77 

Motor Products Corporation 

North Chicago, Illinois 

Gentlemen: Please send me information on the 
No. 1 franchise in the home freezer field. 


Name.... 


| 
up with Deepfreeze—the greatest name in home freezers— 
@eee J 


q 


é 
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| Keep Appliance es 
Working Longer 


7 


Far too often, merchandise beauty is only “skin 
deep" — so of what value is modern appli- 
ance streamlining if the heating element soon 
burns out. 


Customer satisfaction — the very foundation of your busi- 
ness — is developed by selling dependable performance. 
The customer impact of eye appeal will fast fade if the appli- 
ance fails. You cannot afford to compromise with quality in 
the heating element for it is the heart of the appliance. 


The surest way to protect your reputation as a dealer hand- 
ling only quality merchandise is to check closely with your 
manufacturer. When the heating elements are made of 
Nichrome, your customers are assured of a life-time of 
trouble-free performance. Nichrome is that high nickel- 
chromium electrical resistance alloy which, for 35 years, has 
set the quality standard in heating elements. Be sure, how- 
ever, that you are getting Nichrome, for there are other 
nickel-chromium combinations — but there is only one 
Nichrome®* and it is made only by — 
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Building a 
Sales Staff 


eee CONTINUED FROM PAGE 92 oem 


answers all specialty salesmen’s ques- 
tions in advance. By far the best 
training tool which has been developed 
is sound movies—which Block & Kuhl 
presents to cover every angle of cus- 
tomer approach, appliance selling, sales 
closing, prospecting, etc. Training 
movies are presented daily, augmented 
by the commentary of an experienced 
salesman, after which an open-forum 
discussion is held. After each new 
employee has seen a sound-film on a 
refrigerator presentation, for example, 
he is then instructed to watch an old- 
timer present a similar refrigerator to 
an actual customer right in the de- 
partment. The store gives each new 
salesman plenty of time to season him- 
self, and doesn’t attempt to “rush 
him” other than boiling down instruc- 
tion into movie form. 


Compensation—Undeniably, far fewer 
men are applying for appliance selling 
jobs due to the lower incomes which 
today’s conditions permit. With the 
profit spread on major appliances now 
limited, commissions of 10% and 7% 
are out of the question. In its place. 
Block & Kuhl has arranged to start 
each new man off with a drawing ac- 
count sufficient to cover living condi- 
tions in today’s inflated costs, and pays 
a straight individual commission on 
each sale. Mr. Parlee developed this 
plan to prevent early discouragement 
which is bound to ensue if the sales- 
man cannot make ends meet. The ap- 
pliance department co-operates by 
stocking sufficient high-commission 
merchandise to augment the drawing 
account for the first 90 days at least. 


Giving the salesman a break—Unlike 
many stores, Block & Kuhl does not 
require its new appliance salesmen to 
“beat the bushes” for outside prospects. 
Outside selling, Mr. Parlee maintains, 
is discouraging, hard work, and should 
never be practised unless the salesman 
is following up a contact made in the 
store. Block & Kuhl has no “exclu- 
sive” outside salesmen whatsoever, and 
all outside time is a result of floor con- 
tacts. Therefore, junior salesmen in 
training have all the floor time they 
wish, and are free to make appoint- 
ments for evening demonstrations as 
they please. While outside selling on 
a “doorbell ringing basis” is not re- 
quired, however, Block & Kuhl urges 
its salesmen to take advantage of pros- 
pect’s names turned in by satisfied cus- 
tomers. A salesman accompanies the 
delivery of all new appliances, to teach 
the owner how to use it properly, and 
while there, makes an attempt to list 
all other potential prospects in the 
neighborhood. 


Looks Like Right Formula 


Thus, embracing training, salesman 
discouragement, and giving him suf- 
ficient incentive to stay on the job with- 
out being forced to canvas outside the 
store, Block & Kuhl believes it has 
hit upon the right formula for a top- 
notch sales crew. End 
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N. wonder dealers like the Tribune’s 
Selective Area Advertising Plan. Through 
this plan, each of your dealers gets the bene- 
fits of a hard-hitting advertising campaign 
in his own area... he gets faster results 
from his own prospects . . . and it costs him 
but 2 1/6c per line. 


When you put the plan to work for all of 
your dealers in this area, it’s easy to see 
why ultimate results should be more sales 
for you in the Great Chicago Market ...a 
market so large it can take all or the greater 
part of the production of many manufac- 
turers. Under the plan — 


Chicago Tribune 
The Worlds Greatest Newspaper 


‘Cicago 


Tribunes Selective Area Advertising Pla 


LACH DEALER GETS: 


1 Selective coverage of his local market. 
2 Prominent display of his name and location. 
3 The low rate of just 2'c a line! 


1 Better identification of your local outlets. 
2 Enthusiastic dealer support. 
3 Advertising that pays off right away! 


April average net paid total circulation: 


Daily, over 1,040,000 


Sunday, over 1,500,000 


This plan will make more valuable to you 
the exhaustive findings of the Tribune’s 
Durable Goods Study among consumers 
and dealers. To learn how it will meet 
your specific needs, contact your nearest 
Tribune representative as shown below. 


Capitalize on the Tribune’s plan to drive your sales 
message home in the Great Chicago Market. No 
other advertising plan localizes your story so effec- 
tively. And no medium penetrates this rich area 
like the Tribune. Tribune rates per line per 100,000 
circulation are among the lowest in America. 


A. W. DREIER, CHICAGO TRIBUNE 
810 Tribune Tower, Chicago 11 


E. P. STRUHSACKER, CHICAGO TRIBUNE 
220 E. 42nd St., New York City 17 


FITZPATRICK & CHAMBERLIN 
155 Montgomery St., San Francisco 4 


W. E. BATES, CHICAGO TRIBUNE 
Penobscot Building, Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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It’s the shape and independent action of 
each blade in a Spring-Action plug that 
assures positive contact at all times. 
No more tampering with blades to 
make them fit worn outlets. No more 
worry about product failure or poor 
performance due to faulty contact. 


That’s why the original Spring-Action 
plugs—over 300 million now in use— 
are still the best plugs on the market. 
They are standard for thousands of 
electrical manufacturers, contractors 
and maintenance men throughout the 
world. There’s a Spring-Action plug in 
rubber or plastic for every purpose. 


For dependable, positive contact, stand- 
ardize on Spring-Action plugs. 


WRITE FOR LITERATURE 


Manufactured exclusively by 
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... Always makes 
POSITIVE CONTACT! 
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REPLACEMENT 
PLUGS 


\ | 


ASSEMBLY PLUGS 


“CORD-CLAMP”’ 


ATTACHMENT PLUGS 


ALLIED ELECTRIC PRODUCTS 0., Inc. 
68-98 Coit Street, Irvington 11, 


Chicago Office: 626 W. Jackson Blvd. 


In the Dealer’s Favor 


CONTINUED 


The small business is more per- 
sonalized. Customers feel they are 
not obligated to dress up to go in 
smaller, suburban stores. They also 
like the personal attitude of the small 
dealer, who sometimes uses his own 
home as an experimental place for the 
appliances he sells. Many customers 
also like the idea of dealing with a 
neighbor instead of a corporation. 

3. Small dealers can deliver more 
quickly because of a less cumbersome 
routine and fewer deliveries to make. 

4. Small dealers can advertise bet- 
ter and more cheaply. Large ads are 
not necessary and he gets the benefit 
of national advertising to the same 
extent the larger dealer gets it. 

5. Small dealers can concentrate on 
one or two outstanding features. Thev 
can go in for all kinds of eye-appeal, 
which is impossible or at least heavily 
restricted in larger stores which must 
share this appeal. The small dealer 
can splurge in display, in lighting, in 
store front and shop design, in featur- 


| ing service and repair, in sales stunts, 


| 
| 
} 
| 


in offering parking space and in ap- 
peal to special types of customers, to 
draw traffic into his shop. 

6. Small dealers can do business with 
less “‘red tape” than the larger dealers. 
His distributors and his customers deal 
with him alone, whereas in the larger 
stores there is usually a division of 
authority which may require dealings 
with sales supervisors, department 
managers and several store officials 
before a transaction is completed. The 
smaller dealer makes up his own mind. 

7. Small dealers can go after the 
rural trade in a manner impossible 
to the larger stores. The small dealer 
can point his entire business in this 
direction if he feels the results war- 
rant it, and he can advertise himself 
as a rural trade specialist, pointing up 
his displays, his advertising and his 
sales talks in this direction. 

8. Small dealers get more outside 
help. This is a minor point but most 
utilities which do not merchandise, 
and even the manufacturers, advise the 
general public to “see your appliance 
dealer.” The connotation usually 
gained by the buying public is the 
small dealer. 

9. Small dealers can specialize by 


| having a smaller number of lines. If 


FROM PAGE 62 


he concentrates on one or two lines, he 
can keep repair and service men who 
are specialists in these particular lines, 
and he can so build up this idea in 
the consumers’ minds. 

10. Small dealers can impress the 
customers that they are “electrical 
businesses.” When the customer wants 
minor parts, wiring, light bulbs, small 
gadgets, etc., he will be likely to go 
to a shop which makes these items a 
regular part of its stock. 


Local Factors 


“There are a few other advantages 
peculiar to certain areas which the 
small dealer in these areas can always 
discover and take advantage of to the 
iullest extent,” Mr. Shelley declares. 
“If he pays attention to these and 
utilizes them, he can breathe life into 
his business—in fact, this is his only 
chance to survive. Of course, there 
are several ‘musts’ which he will have 
to observe in the ordinary course of 
his business, but they are ‘musts’ 
which could apply to almost any busi- 
ness anywhere.” 

These ‘‘musts” as outlined by Mr. 
Shelley are seven in number, to wit: 
More aggressive management; better 
trained salesmen; more intelligent sales 
planning; better display; more alert- 
ness to trends; more attention to sell- 
ing costs, and better discounts by car 
load or group purchases. 

“Well, there’s the chart for the 
small dealer if he’s going to stay in 
business,” Mr. Shelley concludes. 
“The key words are ‘more’ and ‘bet- 
ter'"—just as they are in every suc- 
cessful business.” 

As evidence that he believes in the 
wisdom of his own advice, Mr. Shellev 
left department store management in 
November 1946 and opened his own 
shop on busy Peachtree Street, after 
19 years of wholesale and retail appli- 
ance selling. After his graduation 
irom Virginia Military Institute and 
post-graduation from Georgia Tech, 
he went into business with his father 
in a small Georgia town and has been 
at it ever since. Last year, he was 
head of the Atlanta Appliance Dealers’ 
Association, one of the largest in the 
South, and at present is recognized as 
one of the best informed appliance 
merchants in the state. End 


“DON'T BE SURPRISED IF 
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IT TASTES A LITTLE SOAPY!"’ 
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Seeing is believing, particularly with 
des. the NEW KOCH all-stainless steel | 
bet- P reach-in refrigerator. The rich experi- 1} 
suc- y ence accumulated from the making of | 
thousands of stainless steel refrigerators is. 
the t for the U. S. Navy combined with 64 ; — | 
ley years of experience in the business re- 
f in flects itself in the most advanced design in re- 
frigerator history. It’s true, seeing is believing. 
iter 
oli. Imagine a cabinet constructed of stainless-steel, 
ae the miracle steel of modern industry, welded 
and solidly into a 25 cu. ft. single unit, without the 
sch. use of wood anywhere! Insulation completely 
ve blankets every square inch of the refrigerator. 
een Today Koch Stainless Steel Refrigerators are 
ee being produced in increased quantities. Koch 
ers ; brings you the combination of a life-time of service, easy-to-clean 
the : beauty, and surprising economy. See and compare Koch, the only 
1 as stainless steel refrigerator that looks better because it #s better! 
ince 
End 


PLUS... plus features mean quality 
refrigerators! 


@ 25 cu. ft. model all-stainless steel inside and out. 
© Fully welded steel construction. 


© 30 sq. ft. usable shelf space. 
@ Shelves fully adjustable. 


@ Highly developed properties provide: 


@ greater strength 


REFRIGERATORS 


® Patent pending features assure finer performance. 


NORTH KANSAS CITY 16, MISSOURI . SINCE 1883 
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Forty-five years ago Fred started his career in steels and alloys 
as a plate boy in a Reading, Pennsylvania steel mill at 6¢ an hour. 


Today, Fred is Hot Mill superintendent for Wilbur B. Driver Co., 
one of many men in our organization who have devoted their 
active life toward the production of better resistance alloys for industry. 


The fact that Wilbur B. Driver alloys are widely accepted 
throughout the world— in electric heating, and for instrument and 
electronic applications—is a tribute to the purpose and 
accomplishment of these men. 


WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY G 
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Demonstration 
at the Fair Store 


CONTINUED FROM PAGE 59m 


if you live to be 100, you'll still have 
this range when you get to that age.” 

The Fair Store’s idea is to lay most 
of the stress on conventional merch- 
| andise. The trend is to avoid special- 
| ties so far as possible, as these are 
not a department store’s best selling 
methods. If the boys put on a good 
demonstration for each prospect who 
can be induced to visit the store 
through floor traffic or advertising, Joe 
Millstone believes that the firm will 
get its share of the business. 


. Welcomes Help 


For a store that has climbed irom 
around $73,000 yearly volume in major 
appliances in 1939 to $1 million today, 
Mr. Millstone believes that his methods 
are on the right track. He is eager for 
any educational help the manuiac- 
turer can supply him in the way of 
movies. He is glad to have Common- 
wealth Edison send over home service 
girls to demonstrate to women. He 
particularly likes anything that points 
out the benefit the customer gets from 
the appliance. 

Add to this, a demonstration on 
everything that is sold, and you have 
a business that integrates itself pretty 
well, 


Wants Refrigerators 


The store expects to take trade-ins 
and build up a second-hand department 
in the basement. Right now it would 
like a lot more used refrigerators, 
which are scarce in coming in. For 
setting a value, the department uses 
all the blue books on the market. Ref- 
| erence to a printed guide seems to 
| satisfy the customer if she hasn’t got 
a friend or relative that will take the 
old device off her hands. 

Joe Millstone, the manager, has had 
a long career with Indiana _ utilities, 
Sears Roebuck, and today with The 
Fair. “The appliance business prom- 
ises a great future to any man over 
40 who is able to keep flexible,” he 
says. End 


The department likes to keep refrigerators 
loaded with frozen food and water jugs. 
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the aluminum and 
stainless steel 


Fair traded at $5.95 you have the industry’s best value 
because only in DURALUX will you get all these features— 


@ Mirror bright aluminum 
and stainless steel. 


© Tru-Bru clog- 
proof, stainless 
filter... no pa- 
per,cloth, springs 
or clips. 


@No-drip 
lip. Pour 
from any 
side. Coffee 
goes into 
the cup, not 
on the table. 


@ Extra large 
openings in 
both bowls 
make them 


@ Over-size so you get 8 
full cups of delicious coffee. 


@ Cup marks 
on lower 


bowl for \ 
quick, accu- 
ratemeas- 


urement. 
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®@Cool, com- 
fortable 
plastic han- 
dies on both 
bowls. 


Self-seal- 
ing bush- 
ing makes it easy to put to- 
gether, easy to take apart. 
@ Can be used directly 
over any kind of heat. 


@ Everlastingly beautiful 
for lifetime service. 


1947 


@ Six purpose 
cover— 


—prevents 
splashing 


—you see when 
coffeeisdone 


—stir through 
it if you wish 


—vuse as de- 
canter cover 
for lower 
bowl 


—use as funnel 
stand for up- 
per bowl 


—ventilated 
table mat. 


Vacuum Coffee Maker 


-------- 


“stopped the show” at Philadelphia. 

It will do the same in housewares sec- 
tions across the country. It’s the new 
DURALUX—the aluminum and stain- 
less steel coffee maker. 

Handsome design in virgin aluminum 
with polished ebony-black Bakelite han- 
dles and cover. 

Each unit in an attractive carton that 
will make traffic-stopping window and 
counter displays. Six cartons packed in 


master shipper. 
Case Case We. 
Cat. No. Capacity Lats Approx. 
1648 8 full cups 6 15 Ibs. 


See your jobber now for your allotment. 


WOOSTER, OHIO 
PAGE 
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Starting With 


New Low Prices—from $4.70 plus tax! 
* Now! General Electric leads the heating pad field with new 
low prices for its entire line! 


You asked for a good, reliable, nationally advertised heating 4 
pad for under $5.00. Here it is! Other models with additional 7 
features, slightly higher. 


All built to rigid General Electric standards of quality, de- 
pendability, and safety-and look at the new reduced prices! 
3-Speed Pad—Now only $4.70 plus 25¢ tax. 
3-Heat Pad—Now only $5.65 plus 30¢ tax. 
3-Heat Wetproof Pad—Now only $6.60 plus 35¢ tax. 


New Line—New Wetproof Pad! 
: Complete line of three top-quality General Electric Heating 
Pads, newly designed and styled, featuring: 


e New smaller thermostats that give safety without bulk. All 
General Electric Heating Pads approved by Underwriters’ us 
Laboratories, Inc. 


e New attractively styled, removable covers. Absorbent, 
easily washable material in popular shades. 
@ Safe, controlled heat evenly distributed over entire surface. } 
Special features of new Wetproof Pad, shown at left, include: 
e Inner cover completely sealed against moisture. 
e Hidden zipper fastener—no metal can touch the skin. 
e New streamlined switch. 


3, New, Biggest-Ever Advertising! 


General Electric Heating Pads—proved by surveys to be the F 
fastest-selling line in America today—are now being backed 
by the biggest, most impressive advertising in the field! 

Full-page, four-color ads, appearing next fall in Life and 
Ladies’ Home Journal. Reaching more than 91% million fami- 
lies a month. 


“4s fe | Telling the biggest heating pad news in the biggest way ever! 


GENERAL ELECTRIC 


€ 
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New Low Prices! 


New Knitting-Bag Carton! 

Smartest packaging idea in heating pad history —a new cylin- 

drical carton, designed exclusively for G-E Heating Pads. 
Serves as a handy carrying case and storage container 

makes a smart knitting bag when the label is removed. 
Finished in a satiny sheen of pink, gray, or orchid— attractive 

pastel shades women prefer. 


A dual-purpose carton your feminine customers will love! 
An extra advantage at no extra cost! 


5 . New Carousel Display! ; 


; A gay, merry-go-round that holds 6 General Electric Heating ee HEATING PA 
; Pads in their sleek new cartons. As illustrated at right, Carou- . 
sel includes one transparent display carton. 

A self-service feature that’s bound to attract attention, speed 
up sales the year round. 

Get big results—with small counter space! Get the new G-E 
Carousel! See your distributor for complete details on how to 
j order this display as part of the hottest deal in the industry. 


AVAILABLE AUGUST FIRST — ORDER NOW FOR 
| THE BIG FALL SEASON! 


i With these terrific new advantages——in price, in packaging, in 
promotion—General Electric Heating Pads are set to take the 


field by storm! So... 


Order Now! First come, first served! Be sure to place orders 
with your distributor immediately for deliveries in August and 
September. 

Plan Now! Be ready to feature the new sales-winning G-E 
Pads at the beginning of the cold-weather season. 

Then you’ll be in a perfect position to take full advantage of 
the greatest heating pad season you’ve ever known—the great 
General Electric Season, Fall, 1947! General Electric Company, 
Appliance and Merchandise Department, Bridgeport 2, Conn. 


HEATING PADS 
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S Five Ways Easier | 
to Sell! 


SENSATIONAL NEW INLAND HANDI-CUBE 
TRAY. Comes with sparkling blue, green 
clear plastic or aluminum grid partitions. 


STREAMLINED POST-WAR INLAND 
SHUCKER TRAY. Combines extra-efficient op- 
eration with extraordinary durability. 


PAGE 


THE INEXPENSIVE INLAND TILT-OUT TRAY. 
Low in price, high in service, this tray com- 
bines fast freezing, quick ice cube delivery. 


Here’s a full line of ice trays that combines 
all the latest developments contributing to 
beauty, convenience and long life . . . that 
answers every need and every demand of 
refrigerator users from coast-to-coast. 
Simpler, sturdier, more streamlined in 
construction, Inland’s new Post-war ice 


cube trays bring you more eye appeal than 
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Write today for further details. 
THE INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Obio 


REMARKABLE NEW ALL-PURPOSE INLAND 
DESSERT TRAY. With grids removed, it dou- 
bles as storage tray or dessert maker. 


ever before with easier, quicker ice cube 
release and faster freezing. And remember, 
there’s a new, improved Inland Post-war 


ice tray for every requirement and purse. 


No wonder leading manufacturers of 
automatic refrigerators and dealers every- 
where give first choice to this new Post- 


war line of Inland ice cube trays. 
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The Profit Prophets 


ees CONTINUED FROM PAGE 47 =e 


whether or not the person is happy 
at his work. This firm believes in 
letting their representatives share the 
profits and yet at the same time have 
a wage guarantee. On a fixed salary- 
plus-commission basis, employees’ pay 
envelopes are limited only by sales 
ability. 


Salary and Commission 


Tentative rates have been given the 
firm’s several classifications of sales 
people. Commercial specialty salesmen 
doing outside selling get a basic $50 
weekly plus sales commission of six 
percent. Regular appliance outside 
salespersons receive $40 basic with a 
five percent commission. Women who 
sell from the floor are based at $35 
and a commission of two percent. 
Travel allowance for outside selling is 
planned to work out either on a mile- 
age basis for car expense or possibly 
by an increased sales commission per- 
centage. 

In all, the basic wage-plus-commis- 
sion plan has been worked out to give 
everyone a fair chance. Where the 
selling is easier through store cus- 
tomers, naturally the rate should be 
less than for the outside sales person 
who must ferret out his business. The 
basic wage provides a living minimum 
and a percentage gives incentive for 
bigger sales. The firm’s employees 
are well satisfied with this wage set-up 
and through this feeling, sales records 
soar upward to a healthy appliance 
merchandising profit.” 


A Wonderful Future 
Optimism and careful planning added 
to go-getting sales ideas go a long way 
in the competition of electrical merch- 
andising. “Instead of fearing com- 


petition, we are prepared to welcome 
it,” Mr. Miller said. “As to the future, 
one might think our long range goals 
rather overly optimistic. On the con- 
trary though, from our past experience, 
we have always surprised ourselves by 
far over-shooting our top sales estim- 
ates. The future can be nothing less 
than wonderful for our set-up in North 
Hollywood.” End 


Heat Pump for Water 


ees CONTINUED FROM PAGE 53 =e 


aged by a group of utilities, spear- 
headed by the American Gas & Electric 
Company, whose success in heating 
office buildings is a matter of record. 
Mr. Sharp believed that until a 
heater having an efficiency of more 
than treble the present resistance type 
water heater could be achieved, ex- 
perimental units should not be placed 
in homes. The utilities requested 44 
times its efficiency, which was far be- 
yond the immediate possibilities. The 
developmental heater has been pushed 
above 3 in the Hotpoint laboratory, 
but Mr. Sharp feels that the device 
must be tested in a number of homes 
under actual living conditions before 
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it is released for public usage. End 
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Altho’ the seller's market's Over, 

Compared to some, I'm still in clover! 
Who else enjoys the sales support 

That Bendix Dealers get? (The sort 
Which brings the ladies to our stores 

To get relief from washday chores !) 


No WASHER DEALER ever had the backing of suck an overwhelming advertising 
campaign as that promoting the Bendix automatic Washer this year. It’s actually 
bigger than all the 1946 advertising of all washers in the industry! 


What’s more, no washer dealer ever had so many other sales advantages. For, 
not only is the Bendix the only automatic washer with a nine-year record of 
trouble-free performance, but it’s also the automatic that’s used by more women 
_...recommended by more women . . . and wanted by more women than any other! 


“ - 


BENDIX HOME APPLIANCES, INC., SOUTH BEND 24, INDIANA 
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LOWEST RATE OF THE “BIG 3” WEEKLIES 
Collier's lower rates put additional “impact” into your advertising 
budget. You get more sell per advertising dollar through Collier's 
than through either of the other “Big 3” weeklies. 


MORE BUYERS 
Of the "Big 3” weeklies, Collier's reaches the greatest percentage 
of the 25 to 45 year age group . . . the “Age of Acquirement” 


. . » the men and women who know what they want and are 
out to buy. 


MORE SALES MESSAGES 

You can “say it” more often in Collier's than in either of the other 
“Big 3” weeklies. You can penetrate the market deeper with 
more insertions . . . more sales messages .. . more weeks of 
national coverage. 
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REYNOLDS ESKIMO FREEZE 


acuminum | 
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REYNOLDS 
| 


ALUMINUM KEEPS THE 
FOODS ON TOP AS COLD 


AS THOSE AT THE BOTTOM GARDEN-FRESH 
VEGETABLES 

NEXT WINTER \ 

/ WITHOUT CANNING! 


> 


NO DEEP BENDING. 
EVERYTHINGS SO 
EASY TO REACH 


Housewives like the streamlined practical design 
of Eskimo Freeze. Food stores compactly and 
easily . . . no deep bending and stooping. 

And they like aluminum in the kitchen . . . for 
utensils .. . for ice trays... and now in this really 
modern all-aluminum home freezer, Eskimo Freeze. 
Aluminum can’t contaminate foods er absorb odors 
... it cleans easily .. . is non-staining and rustprook 

Large enough for the average family. Holds 210 
pounds of foods—yet everything is so easy to reach! 
A four-inch thick blanket of Fiberglas between 
two sheaths of aluminum keeps cold in . . . heat 
out. Brilliant baked-enamel finish on outside of 
cabinet...all corners rounded to prevent home in- 


REYNOLDS METALS COMPANY 


JULY 1, 1947—ELECTRICAL MERCHANDISING 


juries... compact, portable... weighs only 185 Ibs. 

Small enough for the average kitchen. Reynolds 
Eskimo Freeze is handy table height—fits right in 
with kitchen cabinets and gives additional work 
space. Hermetically sealed 1/5 h.p. freezing mech- 
anism needs no oiling or other attention, and is 
extra quiet. Adjustable thermostat is factory-set to 
maintain zero temperature. 

Plan now to cash in on this fast-seller. Your 
distributor has newspaper mats, catalog sheets, 
window streamers and colorful cutouts. A few dis- 
tributor territories are still open. For further 
information write Reynolds Metals Co., Refrigera- 
tion Division, 2020 So. 9th St., Louisville 1, Ky. 
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HE threat of government owner- 
ship to free and private enter- 
prise was pointed out and flayed by 
practically every speaker who took the 
rostrum at the recent annual conven- 
tion of the Edison Electric Institute in 
Atlantic City, N. J. Even Grover C. 
Neff, retiring president, who devoted 
most of his speech to more than 3,000 
utility executives on the growth of 
the power industry, employee relation- 
ships, discriminatory taxes and rural 
electrification, said, “. . . it seems clear 
that if the free enterprise system is 
to be successful, it must provide an 
opportunity for enterprisers, wage 
earners, and professional people to 
earn a good living . . . the most seri- 
ous threat to . . . the free enterprise 
system comes from government itself 
. We now find our government in 


EEI Speakers Excoriate Trend 


Toward Industrial Nationalization 


3,000 utility executives at annual conven- 


tion hear need for public education cited 


active and unfair competition with the 
governed.” 

The bitterest attack came from the 
lips of Wade H. Hayes, head of Ed- 
mundson’s Electricity Corp., Ltd., of 
London, who declared that what has 
happened in England, the socializa- 


N. W. Power Assn. Conferees 
Optimistic About Future Sales 


Speakers Stress Teamwork, 
Rural Development, Selling 


Enthusiasm for the selling job ahead 
of the electrical industry in the Pacific 
Northwest dominated the sessions of 
the annual conference of the Business 
Development Section, Northwest 
Electric Light & Power Association, 
Seattle, May 6-10, 1947. The con- 


ference opened with speculation as to 
a potential power crisis in the region, 
but this thought was soon submerged 
in a series of presentations pointing 
up the sales needs and opportunities 
in the long range future. Henry R. 
Kruse, Puget Sound Power & Light 
Co., section chairman presided. 

The conference was made up of one 
day of agricultural development clinic, 
one day of bureau and committees 

(Continued on page 112) 


SKEPTIC O. C.Small of NEMA (third from left) sticks up his cigar in disbelief 
at what is undoubtedly a tall story by G. Langtry Bell, Clarkson's, Ltd., Vancouver. 
Mrs. Bell and (left to right) John T. Saylor, B. C. Electric Railway Co.; and J. M. 
McKay, Portland General Electric Co., listen more stoically. 
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tion of the power industry, can also 
happen in America. In describing 
the course which Britain followed in 
falling under the spell and ultimate 
control of the socialists he asserted 
that it need not have happened if 
conservative interests had counter- 
acted “this poisonous drivel” with 
information about the “faults, fail- 
ures and damaging effects of nation- 
alization.” He urged American util- 
ities to avoid that error and to make 
an educational campaign an important 
part of public relations. 


The Importance of a Market 


One way to avoid nationalization is 
the development of a continuous and 
thriving future market, said Don G. 
Mitchell, president of Sylvania Elec- 
tric Products, Inc. 

“As manufacturers we are con- 
cerned less with what you sell today 
than with your commercial plans for 
the decade of the fifties,” he told the 
utility representatives. “During that 
period we must keep our people em- 
ployed and our factories busy. How 
much can we depend on you to pro- 
vide a market? What are your 
plans? . . . If we are to do our part 
in strengthening the economy of this 
country, we shall need plans for ex- 
panding the use of electricity far be- 
yond anything so far... You can’t let 
down. The moment you do the door 
is opened for transfer of ownership 
to government. There can no longer 
be any room in this country for self- 
satisfaction on the part of any in- 
dustry and particularly the utilities. 
For that reason, those of us who wish 
to preserve free enterprise must work 
together with a strong sense of in- 
terdependence.” 

Mr. Mitchell asserted that sales 
managers must set their goals high, 
higher than ever before and industry 
must be ready to spend a good deal 
of money to achieve tho « sales ob- 
jectives. He said that utilities which 
do not set their goals high enough 
will suffer because manufacturers will 
naturally turn their own efforts into 
the most attractive areas. 


“In the United States,” said Claude 
E, Robinson, president of the Opinion 
Research Corp., “the majority opinion 
still favors the institutions of pri- 
vate property, free markets, competi- 
tion, the profit incentive, and in- 
dividual freedom, but in this country 
there are clear indications that the 
world statist philosophy is attempting 
to gain a foothold. Public opinion 
polls show that a larger percentage 
of people are for government owner- 
ship of the electric power industry .. .” 
He urged the utilities to reach and 
educate the “employees and townsfolk 
on the simple facts that make our 
system of competitive capitalism 
work.” 


"The Gospel of Private Power" 


This exhortation to “preach the 
gospel of private power” was sup- 
ported by E. R. Dunning, vice-presi- 
dent of N. W. Ayer & Sons Inc., the 
agency responsible for the utilities ad- 
vertising program. “We can protect 
American enterprise and our way of 
life—not by railing at objectionable 
foreign philosophies but by showing 
how much more practical and bene- 
ficial our way is,” he said. He made 
a three-point proposal which, he said, 
would enable utilities to win the fight 
against the encroachment of collec- 
tivism: (1) make a continuous in- 
formative effort through all available 
media; (2) make sure that utility 
employees understand the battle; and 
(3) encourage the rising, up-and- 
coming men to take part by making 
sure that the “opportunity” in free 
enterprise is not a myth, but a reality. 

More ways to propagandize free 
enterprise were discussed by Robert S. 
Peare, General Electric vice-president, 
who said that the term free enterprise 
has lost its meaning, that many who 
have grown up under it or are grow- 
ing up under it don’t know what it 
means because they have no standards 
of comparison. He urged the utilities 
to go into the schools and show chil- 
dren how a utility works, how its prices 
are arrived at. avd what jobs it does. 


(Continued on page 114) 
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finest tone system the 
history RCA VICTOR 


“HIS MASTER'S VOICE”, 
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Only RCA VICTOR 


makes 


“Victrola” T, M. Reg. U.S. Pat. Off. 
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CHROMALOX 
Electric 
Range Units for Replacement 
are available everywhere 


No need to be short on CHROMALOX 
Range Units or replacement parts when 
you handle this fast moving line. Your or- 
ders can be filled through distributors lo- 
cated in all principal cities. 


But more than this... CHROMALOX Re- 
placement Units fit all ranges; they are 
profitable to sell and easy to install; a 
screw-driver is the only tool you need. 


Get the facts. 

Request CHROMALOX Catalog RU-47. It 
shows exactly the right CHROMALOX 
Units and Adaptor Rings to use for a 
quick and profitable servicing of all 
electric ranges. 


Offer your customer 
These Chromalox Units 


TRIANGULAR 

Exclusive Triangular cross-section desi 
for maximum speed, long service life. 
Made with Inconel, the durable, heat- 
resisting alloy. Chromalox Trienguler 
Units stay flat. 


SUPER-SPEED,.. 

For finest “black heat" cooking. Prefer- 
ted by leading chefs and housewives 
everywhere for its exceptional cooking 
Qualities. 


HEATFLO... 
The best unit in the low-priced field. 


Economical initial cost; exceptionally re- 
liable day-in and day-out operation. 


On new ranges and for replacement 


RC-23 


means 


Want Extra Profits? 


CHROMALOX 


REPLACEMENT 
WRITE FOR DATA SHEETS L-1025 AND 1.1026 
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Cooking at Its Best!”’ 


EDWIN L. WIEGAND COMPANY + 7525 THOMAS BOULEVARD - PITTSBURGH 8, PA, 


ALL AT ONCE: D. O. Bergey, N. W. Electric Co., A. C. McMicken, Portland 


General Electric, and W. J. Moreland, Westinghouse Electric Supply, were all trying 
to fit words into the same ears at the same time. 


Northwest Power Association 


CONTINUED FROM PAGE 10% 


meetings and two days of general ses- 
sions. 


Dealers Must Advertise 


G. Langtry Bell, Clarkson’s Lim- 
ited, Vancouver, represented the deal- 
ers of the territory, discussing the 
responsibility of dealers in the in- 
dustry, particularly in those terri- 
tories where utilities have ceased to 
merchandise. ‘We should take a 
greater share of advertising and 
demonstration of new products than 
formerly and maintain the best pos- 
sible standard of store service, he said. 
Above all, we should employ salesmen, 
recognizing them to be the very es- 
sence of our business. On the other 
side, the rest of the industry should 
treat the dealer as an important in- 
tegral part of the process of getting 
the goods from the manufacturer to 
the public. Strong local dealer as- 
sociations are desirable and should be 
supported by all elements of the in- 
dustry. 


LP Again 


The subject of LP, or bottled gas, 
competition was discussed by August 
Jaeger, Hotpoint, Inc., Chicago. The 
way for the electrical industry to 
meet this competition, he said, is to 
do a selling job on customer value 
and the good quality of electrical 
equipment. He gave a formula of 
comparative operating data on both 
electric and gas that would permit 
close analysis of cost by the applica- 
tion of the rates in any given territory. 


The 1947 Outlook 


George C. Tenney, editor of Elec- 
trical West, San Francisco, looked into 
the crystal ball and brought forth the 
outlook for 1947, coming up with 
some of the following answers: major 
appliances will come out in volume but 
not sufficient to fill the waiting de- 
mand; traffic appliances of popular 
brands will be abundant and a buyer's 
market may develop sometime in the 
third quarter; the small motor situ- 
ation is considerably better and will 
continue to improve ; more home freez- 
ers will come out of the factories than 
will be sold, since these will need ag- 
gressive promotion; the buyer is al- 
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ready becoming more selective, the 
field is wide open to go-getters and 
it is time to start selling again on 
the basis of quality and value. 

This session was fittingly closed by 
an inspirational talk on teamwork 
in the electrical industry, by Kenneth 
L, Hampton, manager of Valley Elec- 
tric Supply Co., Fresno, Calif. Mr. 
Hampton brought out the need for 
coordinated selling from the manu- 
facturer on down to the retail outlet 
with emphasis on service to the public. 


Agriculture and Power 


Renewed emphasis on agricultural 
development found its way into the 
program through a presentation by 
Roy W. Godley, rural service man- 
ager, Edison Electric Institute, N. Y., 
on a power company’s interest in 
agricultural development. He pointed 
out reasons why utilities should be 
interested in a prosperous agriculture 
and showed ways in which this interest 
could be made effective. This, he said, 
depends largely on the needs of agri- 
culture in the area served. The gen- 
eral theme of the talk was that a 
prosperous agriculture would yield 
returns to the utility which could be 
measured in direct proportion to the 
degree of its prosperity. 


HARMONY prevailed between A. G. 
Mayer (left), Washington Water Power 
Co., and Roy Godley, manager of rural 
service for the EEl. Mr. Godley spoke on 
agricultural development at the business 
development meeting of the N.W. Elec- 
tric Light & Power Assn. 
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Hello, dealers! We’ll be ‘‘at home’’ when you call on 
us during the Chicago Furniture Market (July 7 to 19). 4 
Let us show you the machine that completely changes sl 


’s (and men’s) minds about dishwashing. 
Space: 17-U, on the 17th Floor, Furniture Mart. women's (and minis about 
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Many customers will want 


a build-in unit (rather than Ni since the early days of mechanical refrigerators has there 


cabinet) for installation 


in the kitchen counter. | been a sales opportunity such as is offered today by the Kaiser 
Keep both the DeLuxe 


andStandardbuild-inunits + Dishwasher! Here is the first practical dishwasher for average 
available for inspection. 
pocketbooks and average home kitchens. 


A consistent advertising campaign will back the Kaiser Dishwasher. 
Big-space advertisements are scheduled to appear in the 

SATURDAY EVENING POST, ARCHITECTURAL FORUM, 
dishes dry. Table service for and other influential publications. Now in full production, we are 


an average family (dishes, 

glasses, silverware, etc.) can <—S ready to supply your needs. 
be ‘‘put through’’ at each \ : 

loading of basket. The use 


of low-cost extra basket _———— 
doubles capacity. 


Here’s “Cloudburst” wash- 
ing! Hot water only powers 
the Kaiser. No motor, silent, 
free of vibration. Scientific 
placing of recirculating jets 


Here’s a real demonstration 
feature! ‘‘Safety Basket,”’ 


Kaiser Fleetwings Sales Corporation 
General Sales Office 
1924 Broadway, Oakland 12, California 


Please send me detailed information on sales promotion plans, prices and discounts for the revolutionary, 
new Kaiser Dishwasher. 


A 6 : completes washing operation 
in five minutes! Guaranteed 
performance at 40 pounds Name and Title 
minimum water pressure. 
business 
Elec- Street — | 
City ; Zone State 
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— | =Opens up a tremendous new 
appliance market because: 
_ in home kitchens. Makes dishes, glasses sparkle and shine as | 
@ It is uniquely simple and “foolproof!” in design. Operates solely 
by water power. Has no motor requires no electrical connection 
binet including free-standing cabinets and build-in units for the kitchen 
= | 
5 
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DEALERS: PUT IT UP TO THE WOMEN! 


...- and You Hear 
a Cheerful Little Earful 
something like this... 


MRS. JONES: Glory Be! Do you mean that I can get 
rid of the smelly old garbage can that has been decorating 
my back yard all these years? 


MR. SMITH: Yes, indeed, Mrs. 

Jones. And think of it .. . no more nasty 
messes in your kitchen—no more tiring trips to the 
back yard—no more juggling gooey garbage and 
treacherous tug-o-wars with a battered garbage can. 


MRS. JONES: Well! I wouldn’t have believed it possible. You say 
all I have to do is scrape all my garbage into the 
sink drain? 


MR. SMITH: Yes, it’s just that simple. Here, 
let me show you. I'll scrape these bones 
and rinds into the drain in this sink. 
Now, watch. I put on the cover, turn on 
the water, flick the switch, and all the pulverized garbage is 
washed down the sewer. That's all there is to it. 


MRS. JONES: Mr. Smith, say no more. SANI-WAY’S won- 
derful! I want one as soon as I can get it. 
My, what they won't think of next! 


There you have it, men. A single demonstration 
sells SANI-WAY. Your share of profits from this new, 


fast-moving quality product is waiting for you. 
Write today for complete details. 


Sensational SANI-WAY pulverizes all 
garbage, swishes it into sewer in seconds! 


THOS.W.BERGER, 


EAST FOURTH STREET “CINCINNATI 2, OHIO 
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EEI Speakers 


CONTINUED FROM PAGE 109 


The businessman has been asleep to 
the dangers of collectivism, claimed 
Virgil Jordan, president of the Na- 
tional Industrial Conference Board. 
American economy, he asserted, “has 
drifted much closer to the condition 
of the collectivist economies in the 
rest of the world than most of us 
imagine.” 

He pointed out that the “costs of 
goods and services are being increas- 
ingly collectivized and shifted from 
the immediate consumer and user to 
some more remote group, such as 
the general taxpayer, and the re- 
sponsibility and the risk to provide 
removed from the individual or enter- 
prise to some public official, agency or 
authority.” 


Oakes New President 


Mr. Neff was succeeded as presi- 
dent of the EEI by Charles E. Oakes, 
president of the Pennsylvania Power 
and Light Co., and Ernest R. Acker, 
president of the Central Hudson Gas 
and Electric Corp., was elected vice- 
president. 


Scheduled Meetings 


JULY MARKETS 
Furniture and Merchandise Marts, 
Chicago, Ill. 
July 7-19 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 
Summer Meeting 


Grand Hotel, Mackinac Island, Mich. 
July 14 and 15 


LOS ANGELES MARKETS 


Los Angeles Furniture Mart 
July 28—August | 


SAN FRANCISCO MARKET 
WEEK 


Western Merchandising Mart, San 
Francisco, Calif. 
August 4-9 


UPPER MIDWEST MARKET WEEK 
Municipal Auditorium, Minneapolis, 
Minn. 
September 23-26 
Continental Convention and Show 


Management, Inc., Syndicate Bldg., 
Minneapolis. 


INSTITUTE OF RADIO ENGINEERS 


West Coast Convention, Palace 
Hotel, San Francisco 
September 24-26 


WEST COAST ELECTRONIC 
MFRS. ASSN. 


Electronics Trade Show 
Hotel Whitcomb, San Francisco 
September 26-28 


Winchester Plans Output 
of Miniature Batteries 


The manufacture of batteries for 
miniature radios and hearing aids 
will shortly become a new activity of 
the Winchester Repeating Arms Co. 
division of Olin Industries, Inc., the 
company announced recently through 
W. S. Allen, Winchester sales man- 
ager. The batteries will be dry cells 
and can be used for two-umit hearing 
aids. 
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simplest operation: can be set up, threaded 
and operated in few minutes—even by 
children! lightest weight: combined weight 
of projector and speaker only 38 pounds! 
beautifully styled: all aluminum casings in 
distinctive grey crackle finish! kindest to 
film: fewer moving parts touch film, and 


h imi 
it’s new SOUND KING 16mm sound — silent projector 
' plete accessibility to oll ports! powerful 


compact speaker! improved amplifier! fully 
guaranteed! 


PROFESSIONAL 


brilliant projection PERFORMANCE high fidelity sound 


tds. | | sensationally priced for a great new market 


IEERS 
Palace i 
- Thousands and thousands of individuals and organizations — a 
huge market: homes, schools, clubs, institutions, businesses — 
want this superb quality priced-right 16mm sound and silent 
projector. 
Empire’s SOUND KING provides flawless, brilliant projection, 
E M P| RE . ” 0) ECTO « C0 R PQ a AT | 0 N high fidelity sound reproduction, simplest operation, and pro- 
fessional performance. All wrapped up in one great product to 
60 MXLEAN AVENUE YONKERS, NEW YORK 
o oh retail at the amazing price of $297.50! And backed by hard- 
cg hitting national advertising to presell your customers and create 
nc., the sales for you! 
DELIVERY SOON...watch for announcement by your local 
= distributor! 
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Jiffy TRAYS 


SERVE ICE CUBES 
A LA CARTE 


@ New improved Jiffy Cubes are 
now made from Polyethylene plastic, 
fully flexible and unbreakable. 


EFFECTIVE—ice cubes "pop-out" at 
slight finger pressure—no water muss ~—e 
or struggling fuss. ECONOMICAL 


—no ice is wasted—use only as many 


cubes as you need—one cube or a 
trayful. SANITARY—no hands need 
ever touch the ice cube—drop into 
glass from cups. MODERN—the very 
latest and greatest improvement in 
ice cube making. 


on 
pressure 


JIFFY CUBE TRAYS ARE 
NOW IN TWO SIZES TO 
FIT ALL REFRIGERATORS 


SPECIFICATIONS e 


Jiffy Cube, Model A ae 
Aluminum Tray containing 12 large white 
Polyethylene Plastic Ice Cube Cups—Unbreakable 


. Bright Blue Anodized 


Weight 35 Ibs (72 pkgs)—Size. .. x 4.4%" 

Full All. on gross or more—otherwise F.O.B. Detroit 

Jiffy Cube, Model B is 9-34" x 3-59" x 1-'/4" and contains 8 cups. Priced 
at $1.49 List 


Additional Cups $1.00 per dozen 


USUAL TRADE DISCOUNT 


*Patented and Patents Pending 
Trade Mark Registered 
Copyright 947 by Plastray 
Corporation 


INFORMATION stra 
Write to 


ROOM 822—DEPT. EM-3 


FISHER BLDG.—DETROIT 
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Silex Sales 274% over 1940 in 


Near Normal Peoria Test Area 


Company Reports on 
First Year of Survey 


The lessens were becoming apparent. 

The Silex Co., Hartford, Conn., 
will be greatly guided in its sales 
and business policies by the results 
of the “Market Absorption Survey” 
being conducted by the company (EM, 
lune 15, ‘46, p32; Jan. 15, p11) and 
new entering its second year in the 
ten counties around Peoria, Ill., J. M. 
Moore, general sales manager, ex- 
plained recently at a meeting of the 
National Sales Executives Conference 
in Los Angeles. 


Objectives 


The Silex “Market Absorption Sur- 
vey” was launched May tenth last year 
The study, according to Mr. Moore 
has two major objectives: 


(1), to measure the depth of so- 
called “surge” buying in a sample 
market that is truly representative of 
the country at large, and, 

(2), to forecast national trends as 
they may relate to Silex products—at 
least six months in advance. 

“To fd the answers it was neces- 
sary to create a state of normalcy 
in a small test area, during an ab- 
normal national ecenomy. Then 
project the test area findings on a na- 
tional seale,” Mr. Moore said. 

The Peoria market was chosen as 
the ideal test area because of its 
geographic location and practical iso- 
lation with respect to other distribut- 
ing centers, its relatively small but 
well diversified industry, its general 
economic status, and, further, because 
the area did not experience over- 
expanded construction and business 
activities or abnormal dislocation of 
population as a result of war-time 
production. 

Preliminary meetings with distrib- 
utors and dealers secured their full 
cooperation to abide by the rules to 
keep all their Silex sales within the 
test area, to keep complete records 
and render reports. 


High Sales Average 


Aided by chart and statistics, Mr. 
Moore disclosed some interesting high- 
lights and sidelights which the “Market 
Absorption Survey” has yielded to 
date. For example—it took eight 
months of keeping the pipelines filled, 
and dealers’ stocks adequate to satsify 
the extraordinary consumer demand, 
before the period of surge buying 
showed any definite signs of let-up. 
During this period of eight months, 
sales of Silex Glass Coffee Makers 
maintained an average volume of 960 
per cent above the 1940 average. 

During the next feur months, Jan- 
uary through April 1947, consumer 
sales dropped to a level Of 274 per cent 
over the 1940 average. 

Allowances have been made, and all 
figures heavily weighted, Mr. Moore 
asserted, to offset any factors not 
present in a 100 percent normal market 
such as lack of full competition for the 
consumers’ dollars in all lines of mer- 
chandise, cross distribution and sales 
outside the test area. 

Mr. Moore stated that he believed 
the sales volume of Silex products 


J. M. MOORE: Spread the word. 


in the Peoria market is now about nor- 
mal for this day and age of higher in- 
comes, and the Peoria findings will 
shortly be projected on a national 
basis to determine potential sales for 
the whole country. 


Depression Detour 


Mr. Moore proposed that a central 
committee of leading members be set 
up to formulate ways and means for 
concerted action by member companies 
to dispel the gloomy fear of depres- 
sion and maintain our present pros- 
perity, by right thought and action 
under the slogan—“Accentuate the 
Positive.” 

“This committee,” Mr. Moore said, 
“would draw up and disseminate plans 
to all members for utilization of all 
available media to spread facts and 
information that would contribute to 
better business—ineluding publicity by 
press and radio, paid advertisements, 
public addresses, conversation of sales- 
men in their daily contacts with dis- 
tributors, dealers and friends, letters 
to the trade, publication of brochures 
and leaflets for wide distribution to 
consumers through trade and other 
channels, posters, signs, movies and 
many other similar activities. Call 
these activities propaganda, if you 
will, or publicity, or public relations— 
no one here present will deny the 
power of the spoken word and the 
written word when repeated often 
enough by many persons of influence. 
The results of our combined efforts 
would be of fabulous benefit to the 
economy of the country.” 


Amana Freezer Owners 
Get Food Warranty 


As a measure of protection against 
food loss, the Amana Society has 
adopted an insurance plan for its home 
freezer purchasers. Effective imme- 
diately, all buyers of Amana Model 50 
and Model 110 home freezers will 
have insurance protection included in 
the regular sales price for a period of 
five years from purchase date against 
loss or damage due to food spoilage. 
In addition to the Food Warranty 
Plan these two models are covered 
by a 5-year warranty. 
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at the Summer Market 
Space 549A Americon ks 


Weather-Wizard 
Forced Air Unit 


Preway alone has this type of forced 
heated air circ with scientifically 
designed directional grilles to elimi- 
nate cold spots. It delivers warm com- 
fortable air to every corner of the 
house. In summer, the Weather-Wizard 
tempers sweltering heat with a cooling 
breeze. 


lati 


PRENTISS WABERS 
_ 9747 SECOND STREET. N., WISCONSIN RAPIDS, WIS. PRODUCTS Co. 
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Heatmiser 
Fuel Saver 


Only Preway heaters give you this 
important feature that delivers more 
heat from the same amount of fuel. 
The long fingers of flame rising from 
the burner are caught by the Heat- 
miser and routed around the com- 
bustion chamber wall before reaching 
the chimney. This increased flame trav- 
el assures added heating capacity. 


“Preway Heaters are 
made in two sizes—with 
@ 10 inch and a 13 inch 


urniture Mart Breeze pot burner. 
cago 


eaters 


It's time now to get down to business, time now to 
give your customers the dollar values they want and 
can recognize. Give them heating power in B.T.U.’s 
that will out-perform all others. Give them personal 
comfort and freedom from care that really touches their 
daily lives. Give them economy in fuel consumption 
that registers in their pocket-books. Give them year 
around functional service that heats in winter, cools in 
summer. Yes . . . give them Preway heaters — you can’t 


give them more. 


Major PREWAY Engineering Advantages 


Jumbo 
Panel Doors 


Opening to 180°, these wide cabinet 
doors provide quick and direct radiant 
heat — are most effective and welcome 
when heat is wanted in a hurry, such 
as taking the morning chill off of 
rooms. 


Preway Radiant 
Circulating Heater 


Here is a power-house Preway unit 
that develops over 31,000 B.T.U.’s 
per hour. It is equipped with all 
Preway engineering advantages: ex- 
clusive Heatmiser, Breeze Pot Type 
Burner, Adjustable Leg Leveler, Con- 
stant Level Valve, Hinged Top Grille, 
Removable Corrosion Resisting Fuel 
Tank with Shut-off Valve and Strainer 
and Heavy Gauge Sheet Stee! Com- 
bustion Chamber. 


Be 


YA 


— 
4 
4 
| 
4 
<= | 
om 
N 
on 
4 
PAGE 117 


SEE THEM ALL 


al Appliance Manufactur? 


Baer in E is he Tenmesseé Valley 


MODEL 1300 


INCREASED production at the Bloomington, Ill., plant of Eureka Williams Corp., 


now making cordless irons, gets the OK from H. 


W. Burritt (left), president, and 
Gray Bernard, vice-president and works manager. 
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— Radiant Heat 
-~-— Reflected Heat 
Convection Heat 


The more you look at other heaters, the more 
you'll appreciate the TOP LINE Model 1300— 
the modern CYLINDER TYPE electric room 
heater that gives your customers 3 kinds of 
heat, quickly and economically (see diagram). 


with natural up- 
draft circulation 


rss THE HOTTEST SALES ITEM IN me LINE 
ANO WERE ARE 7 GOOD REASONS WHY 


1, 


. Conveniently portable. Wide, 


New parabolic chrome reflector beams as 
well as diffuses heat rays; furnishes nat- 
ural up-draft circulation; combines re- 
flection, radiation, and convection. 


. Gives more heat faster and at lower cost. 
. Infra-red rays are properly diffused for 


health. 


easy-grip 
handle is always cool even when heater 
is hot. 


. Safe! Will not tip over! Will not harm 


finest floor or rug. Design and low center 
of gravity eliminate fire hazard. Wiring 
totally enclosed and tamper-proof. Ap- 
proved by Underwriters’ Laboratories. 


. Electric-welded steel construction and 


long-life nickel chrome wire (wound on 
ceramic coils of high tensile strength) in- 
sure Durability and Service. 


. Beautiful—Heat-proof baked enamel fin- 


ish, iridescent blue with Chrome trim. 
Wood handle and feet finished in blonde 
maple. 


Write for catalog sheet and prices today 
Address: Dept. E. 


TOP {LINE 


HOME APPLIANCES 


VALLEY 


MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 


Winter Fan Sales a Success, 
Ga. Power Plans New Campaign 


Exceed Quotas by 220%; 
Customers Like Idea 


Sales equivalent to 220 percent of 
quota in its first venture in merchan- 
dising ventilating equipment during 
the recent winter months has prompted 
Georgia Power Co. to make plans for 
a second and more extensive cam- 
paign next year. 

The unusual sales activities were 
launched last December by W. B. 
Farnsworth, manager of the merchan- 
dise division of the company. Some 
skepticism was expressed by a few 
“old timers” at the idea of selling fans 
at a time when most people were 
thinking of heaters, Mr. Farnsworth 
said. However, the idea was to pre- 
pare in the cold months for comfort 
during the summer, much as it is the 
custom for home owners to prepare 
furnaces in summer for the cold 
months. 

With a stock of attic and window 
fans, as well as commercial exhaust 
fans, the Georgia utility launched 
the drive with quotas set for each 
division of the company. Salesmen 
reported that idea appeared unusual 
to prospective cusotmers but once the 
story was told in convincing terms it 
clicked. 


Actual Sales Top Quotas 


The sales quota was 218 units of all 
sizes and types. Actual sales were 
481, a total which appeared unlikely 
at the start. There were 160 attic 
and window fans sold and 321 com- 
mercial exhaust fans. The Athens 
division sold 465 percent of quota to 
take first place among the six divi- 
sions, of which five exceeded quota. 
W. H. Austin of the Atlanta division 
was high among individual salesmen, 
becoming president of the Pioneer 
Club on sales 600 percent of quota. 
His remark on performance was that 
fans can be sold any time if you 
really go out and sell them. 

Other officers of the Pioneer Club, 
campaign born, included J. N. Roper, 
first vice-president, W. T. Spratlin, 
second vice-president and T. W. 
Chesnutt, secretary, all of the Athens 
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division. Officers of the club were 
selected on basis of sales made. 

Mr. Farnsworth pointed out that 
the objective of the campaign was to 
season salesmen and get them to do 
creative selling, something which has 
not been done during the appliance 
shortage. He said that it was his 
belief that for every fan sold during 
the cold months, two more will be 
sold during the summer season. 
“Many potential customers will ob- 
serve these fans in operation, and 
every piece of ventilation equipment 
sold in the campaign will be an actual 
demonstration leading to further 
sales.” 


Plan Attracts Attention 


Because of its unusual features, the 
ventilation program attracted country- 
wide attention from appliance mer- 
chandisers and electrical contractors. 
It is expected that next winter many 
dealers will feature winter ventilation 
sales. Electrical manufacturers see in 
the campaign an opportunity to move 
stocks during off-season periods and 
to maintain production schedules. 

Mr. Farnsworth said that the cam- 
paign developed a market in the win- 
ter months which is normally con- 
tacted during the summer. While 
most of the market was in small com- 
mercial establishments, it is planned to 
develop a wider market among manu- 
facturing firms to circulate heat, 
through the use of fans, during the 
winter and these same fans can be 
used to circulate cool air during the 
summer. He pointed out that one out 
of every 10 to 15 prospective cus- 
tomers purchased a fan, thus leaving 
many receptive for future sales. 


Ray-O-Vac Reduces Price 
of Leak Proof Batteries 


The Ray-O-Vac Co.’s lighting divi- 
sion recently announced a reduction 
in the retail price of its Leak Proof 
flashlight batteries to 10 cents. The 
batteries previously retailed at 11 
cents. Full pre-war margins will be 
allowed distributors, the company 
said, and total cost of the decrease 
will be borne by the company. 
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Walter Dorw 


MODEL 146-0 MODEL156-S MODEL 136-5 
45,000 B.T.U. 50,000 B.T.U. iI, 000 B.T.U. 


MODEL 156-D 
55, 000 B.T.U. 


MODEL 176-D 
75,000 B.T.U. 


Heating and Appliance Division 


EVANS PRODUCTS COMPANY 
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PACE 


WESTINGHOUSE ELECTRIC SUPPLY CO. 


OIL-BURNING 


SPACE HEATER 


When you have the EVANS line you 
have oil-burning Space Heaters that 
you can sell with confidence and pride. 
They’re tops in design, superbly engi- 
neered, quality constructed. They have 
eye-appeal and are packed with sales- 
making features. For your own profit 
and for customer satisfaction you 
ought to handle EVANS. Write for 
additional information today. 


SPACE HEATERS 


Nationally Distributed by 


INDEPENDENT 
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y M4 q 
FAN-FORCED Bani 
LEVEL HEAT and all these 
| | Exclusive EVANS Features 
* powertul “Weat-Wave™ Blower 
« Big Horizontal Heat Chamber 
* Double-Lenath J-Shape Golden Flame 
Efficient “pown-Flo” Action 
4c Simple Finget-TiP Controls | 
in Teague Design 


SPARTON PERIOD MODEL NO. 1007 


SEE IF you can match this styling, 
the tone, features. Here’s a gem 
of compact design in rich mahog- 
any finish. New Sparton ready- 
tone circuit gives big set per- 
formance, eliminates all warm- 
up time. Vacuum-lift lid can’t 
slam, bang, drop. 


tone reproduction with 
new, big sound chamber. And the 
improved Sparton record changer, 
built like a watch, handles rec- 
ords with care. Light-weight— 
easily carried. AC only. 


$7925 
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SPARTON MODERN MODEL NO. 1005 


Futura dial 


Exclusive Giantenna (longest built- 
in aerial on market both AM and 
FM) 

Two built-in record storage 
cabinets 


Dual-purpose tubes 


Two-post record changer (plays 
twelve 10-inch or ten 12-inch 
recordings) 


| AM and FM (no extra charge for 


radio dealer, 
new Spartons 


FM) 

Continuous tone control 

Enclosed, dust-proof backs 
Eterna-Gem Ruby Needle (guar- 
anteed forever!) 

Hand-rubbed finishes, rare wood 
veneers (Mahogany for Period and 
Contemporary; Golden Wheat for 


| ‘Modern) 


YES, CHECK these Sparton utility 
models against any comparable 
sets on the market. Gleaming, 
sturdy plastic cabinets house the 
finest of engineering. Sleek, wide 
dial and trim, smart lines. Listen 
to the tone! Deep, rich, full- 
bodied. Solid as a console with 
high-powered performance. Two 
colors: ebony and polished ivory. 
AC-DC. 


Not a single iota of craftsman- 
ship skill has been sacrificed. 


MODEL TVORY MODEL 
NO. 101 NO. 100 (Shown) 


$1995 $2095 
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Compare this stunning Sparton automatic table combination, Model No. 201 Compare these exciting Sparton utility models 


performance, 


SPARTON CONTEMPORARY MODEL NO. 1006 


H SEE WHY we Say it’s impossible to equal the features of the new 
; Sparton Challengers at anywhere near a comparable price? 
f By all means put these new Spartons to the test—check AM 
and FM reception—check the smoothest working record player 

you’ve ever seen. Look closely at the beautiful cabinet design 
: and workmanship. In every way you'll find Sparton Chal- 

lengers offer more selling features—more of the fine touches 
t of styling and craftsmanship you want in a radio line designed 
for volume sales. 


_ SEE NEW SPARTONS AT PERMANENT SHOW 
_ ROOM NO. 509-B AMERICAN FURNITURE MART 


CHALLENGES 


manufacturer and the public match these 
style, 


LOOK at any radio! 
LISTEN to any radio! 


COMPARE ... point for point, tone for tone! Yes, the radio world was 
ripe for a challenge and here it is—the new Sparton Challenger Line. 
We invite you to try and beat these Sparton beauties—anywhere—at a 
comparable price. 


Inspect these handsome AM-FM radio-phonograph combinations—The 
Period, The Modern, The Contemporary. Here’s standard broadcast recep- 
tion clear as a summer dawn ... and FM with its high fidelity, static-free 
reception, an essential sales feature these days. Check the smooth work- 
ing, two-post record changer—no complaints from this precision changer 
that pampers records. Look at those expensively hand-rubbed cabinets 
of the very finest veneers. Check all the many exclusive Sparton 
features ... 


You'll see why these new Sparton Challengers are taking the radio 
world by storm. 


Now, ETERNA-GEM Ruby Needle at no extra cost! 


Typical of the built-in value of every Sparton, all Challenger AM-FM 
combinations are equipped with a genuine Eterna-Gem Ruby Needle— 
guaranteed forever! (retail price $4.00). This is a solid gem-shank needle, 
approximately one full carat—not a chip! Every needle backed by Regis- 
tered Certificate. This is an unconditional guarantee against wear, break- 
age, defects. What a selling feature! Check the many other exceptional 
value features of the Sparton Challengers. 


CHOICE OF CABINET 


Even the Sparton price 3 5 
is sweet listening . . . 


and sweet selling, too! 
(ALL PRICES ZONE ONE) 


RADIO’S RICHEST FRANCHISE 


THE SPARKS-WITHINGTON COMPANY 


Radio & Appliance Division + Jackson, Michigan 
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SCMP* gives Sparton 
dealers greater VALUE 


*Sparton Cooperative Merchandising Plan makes it possible to 
pack the new Sparton Challengers with post-war features and 
keep the price competitive with mail order houses! Check the 
features of SCMP that make such value . . . such selling power 
. . . possible. 


@ One exclusive dealer in each @ Factory prepared and distributed 
area promotion helps 
® National advertising that works @ Segsonal promotions 


locally 
® Direct factory-to-dealer © Uniform retail prices 
shipments @ Products styled by outstanding 


@ Low consumer prices designers 
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linoleum, asphalt 
effort. 


two fingers té guide it. 


little close¥ 


ary carpet 


% Comes with @ set of Mari 
brushes, one set of polishing 
set of buffing pads. e 


Operates on A.Chor 
writers Laboratories.) 


% Takes up ver 
than an ordi 


WEST COAST 
$72.95 


So easy to handle a 
little girl can use it 


FLOOROMATIC, inc. 


780 E. 134th St. New York, N.Y. © JE 7-6941 


Some Exctusive Territories Still Open. Distributors Send Full Particular 
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SERVICE CELEBRATION: When Proctor Electric Co.'s New York Service Station 
had its fifth anniversary recently, Mrs. Mary Riedel, director of the company's infor- 
mation center, presented a cake to Laura Fleming, first employee of the station. 


Over 54,000 customers have been served since the station was opened. It is under 
the management of Arthur Hart, who stands next to Mrs. Riedel. 


Callora Wins First 
Prize in Field of 72 


Proctor made a discovery. 

Back in 1945 the company had, in a 
series of meetings with dealers, ob- 
tained an idea of what retailers wanted 
in display materials. The Partnership 
Package, which incluited material that 
could be tied in with national con- 
sumer advertising for a period of three 
months, was the result. 

The dealers had what they had said 
they wanted. But Proctor wanted to 
know how they used it or any other 
display material. Carl McLaughlin, 
the company’s New Jersey representa- 
tive, bit off almost more than he could 
chew when he arranged, publicized, 
and conducted a dealer window display 
contest in nine counties of New Jersey 
during April and May. The difficulties 
of personally photographing the win- 
dows of the 72 entrants—in widely 
scattered localities—was in itself a 
herculean task. 


The Lacks... 


With the pictures in and the judges 
in session, the results were unhappily 
revealing. Most dealers showed a 
need for both decorating and product 
training. Displays were cluttered, 
sloppy, uninspired. Few showed orig- 
inality. For many the idea seemed to 
be to crowd as much merchandise 
and display material as possible into 
the window. Legible price tags were 
infrequent. 


. « The Benefits... 


The benefits, however, both to Proc- 
tor and the dealers, were equally ap- 
parent. Both were aware of the short- 
comings. Many dealers took immedi- 
ate steps to remedy the lacks. Proctor 
was able to help out in product train- 
ing, got ideas for dealer helps. “We 
found out,” said Mr. McLaughlin, 


How's Your Window? New Jersey 
Test Reveals Lack of Training 


“that a lot of new dealers in the busi- 
ness are not product conscious.” Dur- 
ing his peregrinations among the com- 
petitors he was able to help many, 
sometimes by so simple a means as 
explaining a counter display card 
and its use. 

He also found the éncouraging fact 
that although many dealers know little 
about display, they are interested in 
learning. Some dealers discovered for 
themselves the pay-off in allied merch- 
andise. The most outstanding example 
of this was the dealer who put an iron- 
ing board in his display—then had so 
many calls for ironing boards and cov- 
ers that he had to stock them. 


. And the Winners 


First prize was won by a relative 
newcomer to the field, Collora Home 
Appliance, Plainfield. Second, third 
and fourth prizes were won by Major 
Electric Corp., Elizabeth; Home 
Service, Long Branch; and Elm Radio, 
Westfield. 

Judges included John L. Stouten- 
burgh, Radio and Television Retailing ; 
Matilda Squires, House Furnishing 
Review; Fabian Schupper, Retailing 
Home Furnishings; and Robert W. 
Armstrong, ELecrricaL MeRCHANDIS- 
ING. 

(Pictures of prize-winning displays 
on page 124.) 


Freed-Eisemann Reduces 
Console Prices $100 


The two top radio-phonograph com- 
bination models of the Freed-Eisemann 
radio line were recently reduced in 
price from $795 to $695, the Freed 
Radio Corp. announced recently to 
dealers. No change was made in dealer 
discounts, the company said. A co- 
operative newspaper advertising plan 
was established. 
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The great feature thousands are asking for... 


Jone 


—only Stewart-Warner has it! 


THE MUSIDORA—today’s superior 
FM-AM console combination. 
Two models: the De Luxe with 
intermix changer and 2 album 
compartments; the Master with 
standard changer and one com- 
partment. Full-cycle AC tonal 
range. 


THE CONSOLETTE—the new AM 
radio-phonograph that performs 
like a big console! Smooth AC 
performance, so important for fine 
records. Automatic changer 
handles 7 to 12 discs. Detachable 
legs quickly convert this set to a 
table model. 


AM TABLE RADIO — never has so 
much pure enjoyment been en- 
gineered into a set this size! Radair 
Antenna, 5 tubes plus rectifier, 
tone control, powerful reception. 
Ivory plastic with ruby-red 
controls. 


ELECTRICAL MERCHANDISING—JULY 


SEE US AT THE FURNITURE MART, JULY 7-19, SPACE 55-56, ON THE 17TH FLOOR 


Stewart-Warner dealers alone can answer the demand for “‘the 
tone that’s picture-clear.” In both AM and FM-AM sets, Stewart- 
Warner is winning customer preference everywhere with the 
tone so faithful you can understand each word . . . distinguish 
every instrument... hear music in its true dimensions, picture- 
clear. True quality— priced for the buyers’ market! 


THE BALLADEERS—today’s superior FM-AM table sets. Full 
depth Strobo-Sonic Tone! AC-DC, 7 tubes plus rectifier, PM 
dynamic speaker, 2 built-in Radair Antennae. Handsome in 
both walnut and desert tan. 


AIR PAL— built like a watch, smaller than a phone, yet 
it’s a very sine 3 AC-DC radio that plays anywhere you 
plug it in! Beautiful jewel-box display... gold and satin... 
sets it off for what it is—a console in a jewel case! 


A Model for Every Purpose—a Radio for Every Room 


EM AM Selvin 
CHICAGO 14 ILLINOIS 
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rHEy'RE “OPEN-TO-BUY" 


WHEN YOU SHOW 
COMPCO'S FAMOUS 


CIRCLINE 
Value Leaders 


TO HELP You SELL MORE LAMPS NOW! 


Step up your lamp turnover, your 
volume, your profit with this new, 


Proctor Prize Winners 


| 


COLLORA Home Appliance in Plainfield, N. J., won the first prize for its right- : 
hand window in Proctor Electric Co's. recently conducted window display contest. q 


COMPCO 
quality price-leader! And what a 
1 beauty it is! 15 inches of the best 
lamp value you've seen in a month 
of Sundays! Just look at that 32-WaltT 


gracefully tapered stem . . . that 
big 16-inch shade ... that heavy, 
rounded base (just wait ‘til you 
heft it!) All solid gauge steel, too 


FLUORESCENT 
DESK & TABLE LAMP 


. top to bottom! Yes—all this 
and Circline, too! All finishes 
baked-on enamel. 


{ METALLIC “STATUARY 


| BRONZE" FINISH 
No. 2€134 |NEW “EXECUTIVE” 


GRAY FINISH "19": 


LIST PRICE 


ANOTHER PRICE LEADER 
COMPCO 


CIRCLINE 


32-WATT 
FLUORESCENT 
CEILING AND WALL 

FIXTURE 


~~ Priced right... to sell on sight! And Compco 
has packed this new Circline fixture with plenty 
of features to make it sell! 32-watt glareless 
Circline gives more illumination than 100-watt 
incandescent. Sturdily made of heavy gauge steel 
... fits flush. 
No. 2C130—TWO BAKED-ON ENAMEL FINISHES: 
Mellow tvory with Polished Bross Trim or Gleaming White 
with Polished Aluminum Trim 


Styled Right — Built Right — Priced Right! 


Both units built with G.E. Electrical Components—Both individually 
packed complete with tube; slight additional charge for 32-watt tube. 


CORPORATION 


2251 W. ST. PAUL AVE., CHICAGO, ILL- 
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INDIVIDUAL islands and clear price tags helped Major Electric Corp., Elizabeth, 
walk off with the second award in Proctor representative Carl Mclaughlin's territory. 


BECAUSE of its originality and product emphasis, Home Service, Long Branch, won 
third prize in the Proctor conducted contest. 
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MAKE suRE YOU 


WRINGER WASHER 
AUTOMATIC 
AND THE BLACKSTONE 


@ A “top hand” in the retail appliance 
business is your best insurance against 
failure when the going gets rough. The 
best combination in the world for a top 
hand is a full line of quality products... 
competitively priced and backed by long 
years of demonstrated excellence. 

In the washer industry, Blackstone is the 
oldest...a business founded on sound 
policies and good quality merchandise ... 
one which has survived war, panic and 


prosperity and the worst business depres- 
sions the world has ever known. 

Today, with the only really complete and 
matched line of modern laundering ap- 


IRONERS » CABINET 
ERS » AUTOMATIC DRYERS 
LAUNDRY 
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ARE HOLDING 4 


pliances...Blackstone continues to 
follow its competitive pricing policy, 
offering a full range of standard and 
automatic models to fulfill the needs of 
every pocketbook. 

To you, as a dealer who must eventually 
face the realities of postwar competitive 
readjustment, this record of Blackstone’s 
is important. Your future is better as- 
sured linked to the future of a manufact- 
urer with whom survival is a habit and 
progress a prime policy. 


BLACKSTONE CORPORATION 


Jamestown, N. Y. 


SEE THE BLACKSTONE EXHIBIT, SPACE 5444, AMERICAN 
FURNITURE MART, JULY 7TH TO 19TH, CHICAGO, ILL. 


| 
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GAS RANGES 


REFRIGERATORS 


—" “THE BEST DEALER IN 
WASHERS | TOWN SELLS NORGE” 


ELECTRIC 
RANGES 


HOME & FARM 
FREEZERS 
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Which is better: ove source of profit, or seven? And 
seven products with one good name are easier to 
promote. Norge retailers know, because Norge retailers F 
have the answer: seven traffic-building products — seven 
passkeys to profits! Norge Division, Borg-Warner 


Corporation, Detroit 26, Michigan. 


ELECTRIC 


HOME HEATERS 
WATER HEATERS 


Norge products, distributed world- 
wide, are typical examples of the 
values made possible by the American 
system of free enterprise. 
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FOUR 


GIBSON THE FIRST LINE FOR 


THAT MAKE 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


Visit the Gibson Space July 7 to 18 
Ne. 537-8-B American Furaitere Mart, Chicago 


: Dealer Protits 


FREEZ’R LOCKER 
One of the finest selling points ever 


incorporated in a modern refrigerator, 
Freez’r Locker provides a spacious unit for 


storage of frozen foods. A generous, 


unobstructed, wall-to-wall shelf that appeals 


to every woman who sees it, makes her 


decision to buy easier. 


FRESH’NER LOCKER 


Another Gibson first that alert dealers 
everywhere applaud. Perfect refrigeration for — 
vegetables, fresh meats, fruits and salads. ; 
Provides special temperature and humidity 
that keeps energizing vitamins intact, helps 

ist freshness. 


foods retain their moist 


UPRIGHT HOME FREEZER ‘ 
First again, Gibson introduced upright 
construction for downright convenience. 
Here’s a Gibson feature you can really talk 
about . . . no fumbling for packages, easy 
identification of every package, broad, 
unobstructed shelves that provide more 
storage space; every shelf a freezing shelf. 


UPS-A-DAISY 


Only the Gibson range offers the advantages — 

of Ups-A-Daisy, the innovation that provides _ 
four surface units, or three surface units 
plus a Deepwell Kookall. Another Gibson 


first for faster sales. 


EXTRA FEATURES WITH SALES APPEAL 
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Repeated Price Cuts Ruin 
Consumer Faith, Says Gross 


Price reductions by scattered re- 
tailers are only aggravating the danger 
of recession and depression threaten- 
ing American business today, declared 
S. W. Gross, president of Tele-tone 
Radio Corp., New York City, at a 


S. W. GROSS 


recent sales conference. The only 
solution, he maintained, is to produce 
goods “priced right” at the outset, 
instead of discouraging the public by 
repeated slashes of overpriced mer- 
chandise. 

Insisting that consumer resistance 
is even beginning to affect stil scarce 
commodities, Mr. Gross emphasized 
the danger inherent in the fact that 
“such a ‘hold-out’ attitude on the part 
of the public tends to feed on itseli, 
and continues to operate even when 
prices hit rock bottom.” He pointed 
out that cuts by retailers merely 
scratch the surface of the problem, and 
that the final measures lie with the 
manuiacturer. 

Mr. Gross pointed to his own firm 
as an example of “engineering for 
cost” to cut prices, adding that the 
results have been encouraging enough 
to bring about the opening of a sec- 
ond plant. He also told the sales staff 
that Tele-tone is planning to produce 
an FM model and a television set for 
the mass market, the first of the sets 
to appear by the end of the year. 


Eureka Sets Up New 
Home Service Bureau 


A research and educational program 
for the advancement of house cleaning 
techniques will be conducted by the 
new home research bureau recently 
established by the Eureka Division of 
Eureka Williams Corp., according to 
a statement by George T. Stevens, ex- 
ecutive vice-president of the company. 

Declaring that the bureau would 
“furnish a needed service for the 
American housewife,” Mr. Stevens 
listed among the activities of the bu- 
reau the establishment of a research 
foundation at a university, testing of 
home cleaning equipment, and the 
staging of home cleaning clinics in 
department stores or at public utili- 
ties. Other projects will include the 
publication of a handbook on home 
cleaning, the development of home 
organization work charts for house- 
wives, and the dissemination of facts 
and information to housewives, home 
economists, editors, and students. 

The bureau will be located in the 
company plant at Bloomington, III., 
and will have a permanent staff con- 
sisting of a director, an assistant, ad- 
visory officers and associate members. 
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Back 
remains 
cool. . 
no 
scorched 
walls, 
no 
wasted 
heat! 


Presenting 


the new, far-advanced 


Two-way Electric Heater 


Heats faster! Saves current! Lighter weight! 


And look at all these 


additional NESCO features: 


Rustproof—aluminum construction 
impervious to water and moisture. 


Streamlined style and satin-alumi- 
num finish harmonizes with any 
room. 


So sturdy you can stand on it. 


Safe—resists tipping, children 
can't touch elements. 


Plastic handle insulates user's hand 
from heater, makes moving com- 
pletely safe at any time. 


Approved by Underwriters’ Labo- 
ratories. 
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Yes, it’s another fast-selling, high-profit 
Nesco product... backed by a wealth 
of experience in the electrical field! 
Everything about this beautiful new 
Nesco Heater is so obviously superior 
that it practically obsoletes all other 
‘*small room”’ heaters. Its two-way 
action, combining penetrating radiant 
rays from the front with high-speed 
circulating heat from the top, produces 
effective, cheerful heat in just 90 seconds! 
It cuts current cost because no power 


is wasted on so-called ‘“‘stored heat”, 
and virtually eliminates repair bills be- 
cause of sound design and absence of 
moving parts. The Nesco weighs only 
334 lbs. and can be carried easily with 
one finger. 

The Nesco Two-Way Electric Heater 
is a stand-out in every way—a truly sen- 
sational value at the retail price of only 
$12.95 (slightly higher on the west 
coast). For full details contact your 
Nesco distributor! 


NATIONAL ENAMELING AND STAMPING COMPANY 


World’s Largest Manufacturer of Housewares 


Executive Offices: 270 N. 12th St., Milwaukee 1, Wisconsin 
Sales Offices: Merchandise Mart, Chicago * Candler Building, Atlanta * 200 Fifth Avenue Building, 
New York * Ambassador Building, St. Lovis * Western Merchandise Mart, San Francisco 
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Retailers rallied round when Norge 
popped this idea! 


They used LIFE windows to let pre-sold prospects know 


where to buy. (This plan can do a job for you, too!) 


ECENTLY, Norge Division of Borg-Warner Corporation announced 
monthly prizes for retailers for the best promotions built around 
a window display as a central feature. 


To help retailers get started on this important merchandising 
activity, Norge offered them an ADVERTISED IN LIFE window- 
display kit. The Norge-LIFE window-display kit contained an en- 
largement of a full-page Norge ad currently running in LIFE and 
other display material, including jumbo-sized ADVERTISED IN 
LIFE merchandise tags. 


1. Mr. MacMahon (left) and M. G. O’Harra, Norge vice-president and director of 
sales, stand before a group of photographs of the Norge-LIFE windows that re- 
tailers sent in. “In spite of the oversold conditions of all our retailers,” said Mr. 
MacMahon, “nearly 1000 bought this display kit. And they used it—to put in 
timely windows tying in with our current advertising in LIFE.” 


3. Bill Miller (center), Trilling & Montague salesman, told Sam Korn (left) and 
Jack Spivak, partners of Western Home Supply Co., Philadelphia, about the 
idea. And they rigged up the LIFE window at right even before they got their 
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Said C. H. MacMahon, Norge director of advertising and public 
relations: 
“Displays offer our retailers one of the best means they have of | 
capitalizing on the factory’s national advertising. re 
“We selected a LIFE window display to kick off our monthly pn 
series of promotions because of LIFE’s tremendous national cov- L 
erage and strong local impact in every retail trading area. N 
“The eagerness with which Norge retailers put LIFE’s local force ir 
to work in their stores gave our monthly promotions a flying start.” | 


2. In Phil 
used the Norge-LIFE kit as an example in talking to his sales group on “Better 
merchandising TODAY ... Better selling TOMORROW.” “Even though retailers 
can't get enough merchandise,” he said, “it’s not too early to merchandise Norge 
advertising. This Norge kit will help retailers put LIFE to work in their windows.” 


kit. “This Norge-LIFE window gave us a wonderful chance to see new prospects,” 
said Sam Korn. “Our salesmen were busy all week talking Norge to people who 
saw the window and came into the store. We got a lot of orders, too.” 
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4. Altogether, 183 retailers in Trilling & Montague’s territory 
rallied round Norge’s idea. They put in windows like this one at 
Huss Electric Company, Lancaster, Pa., where LIFE has 38,520 
readers. ““We’re a new store here,” said Huss manager Clem 
Lichty. “‘Associating our store with two such well-known names as 
Norge and LIFE helps us to get acquainted with our best customers 
in a hurry.” 


5. In Harrisburg, Pa., where LIFE has 39,800 readers, Quaker Rug 
& Linoleum Company identified their store as Norge headquarters 
with this window. Said Sam Deiner, partner: “Our window cer- 
tainly aroused a lot of customer interest. Our customers want 
nationally advertised appliances. And merchandising the appliance 
ads in LIFE, as we did in this window, is a fine way to let them 
know we've got the best-known appliances.” 


6. Electra City, an appliance store in Los Angeles, where LIFE has 
827,260 readers, used display material in the Norge-LIFE kit to 
build this dramatic window. “I’ve never seen retailers give promo- 
tional material such a glad hand as they did this Norge-LIFE kit,” 
said Norge’s C. H. MacMahon. “It did us all—factory, distributor, 
retailer—a lot of good. We found out first-hand what a powerful 
local sales force LLFE is in the appliance field.” 
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Use this list to put 
LIFE’s local selling power 


to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE, during July 


MAJOR APPLIANCES 

July 14 Kelvinator Moist-Master Refrigerator 

& Frozen Food Chest—page, c. 
Westinghouse Appliances—page, c. 
Youngstown Kitchen—page, c. 

July 21 Hotpoint Appliances—page, c. 
Electromaster Ranges—Y4 page 
Franklin Handi-Mite—¥4 page 
Gill Electric Stove—l4 page 


SMALLER APPLIANCES 
AND HOUSEWARES 
July 14 G-E Lamps—page, c. 
Vornadofon Air Circulators—¥ page 
July 21 Libbey Glassware—l4 page 
Westclox—l4 page 


HOME FURNISHINGS 
July 14 Pacific Sheets—page, c. 

Cannon Sheets—page 

Pequot Sheets—l4 page 
July 28 Nashua Blankets—page, c. 


RADIOS AND INSTRUMENTS 
July 7 Philco Radio—page 

July 14 G-E Radios—page, c. 
Zenith Radios—page, c. 
RCA (Institutional)—page 
Stromberg-Carlson Radios—page 
Lester Piano—)4 page 

July 21 RCA Victor Instruments—page, c. 
Sparton Radio—page 


c. indicates color advertisements. 


Westinghouse Radio—page 
Recordio Radio—¥y page 
Sylvania Radio Tubes—% page 


July 28 Capehart-Farnsworth Radio-Phonograph 


—Ppage, c. 
Bowers Radio—\, page 


RECORDS 
July 7 Victor Records—page 


JEWELRY AND WATCHES 


July 21 Croton Watches—l4 page 
July 28 De Beers Diamonds—page, c. 


SILVERWARE 


July 14 International Sterling—page 
July 28 1847 Rogers Bros.—page, c. 


CAMERA SUPPLIES 
AND OPTICAL GOODS 
July 7 Eastman Kodak—page, c. 

July 14 Polaroid Sun Glasses—Yy page, c. 
July 21 Kodak Verichrome Film—page, c. 
Revere Camera—page, c. 

Ansco Film—page 
July 28 Eastman Kodak—page, c. 
Whittaker Camera—page, c. 


SPORTING GOODS 


July 14 Crown and Headlight Overalls—'4 page 
Indian Motorcycle—28 lines 

July 28 Spalding Sporting Goods—page 
Indian Motorcycle—28 lines 


NOTE—Many of these LIFE advertisers have ordered LIFE mer- 
chandising sales helps. Ask your suppliers about ADVERTISED IN 


LIFE merchandising aids! 


NOTE — Because of last-minute changes some of the ads may 
appear in issues different from those listed above. 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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MODEL DR-70 ELECTRIC— 
Only 28 inches Wide 


Especially designed for small or 
crowded kitchens—The new Cooler- 
ator Kitchen Saver meets the grow- 
ing demand of small kitchen owners 
for more storage space! Feature by 
feature, check Coolerator against 
any other refrigerator of comparable 
price. Then show your customers how 
they can get the most for their money! 
Nationally advertised in 14 lead- 
ing magazines. Reaches 135,610,000 
readers during June and July alone 
—there’s a substantial potential 
profit waiting for dealers who fea- 
ture this great name. See your dis- 
tributor or write for details. 


L 
AKRON, OHIO Cleveland Radiolectric Co 


ALBUQUERQUE. N 
ALLENTOWN PA 
ATLANTA, GA 
BALTIMORE. WD 
BANGOR, MAINE 
BILLINGS, MONT 
BINGHAMTON WY 
BIRMINGHAM ALA 
BOSTON. MASS 
BUFFALO. N Y 
BURLINGTON, VT 
CANTON, OHIO 
CHARLOTTE, N.C 
CHATTANOOGA. TENN 
CHICAGO, ILI 
CINCINNATI, OHIO 
CLEVELAND, 
COLUMBUS OHIO 
DALLAS. TEXAS 
DAVENPORT, 
DAYTON, OH10 


EL PASO, TEXAS 
ELMIRA. NY 
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R Features \ 
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check these 
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75 INCHES 


INCHES 


RETAILS FOR 


\ 


\ Coolerator 


Flavor Saver REFRIGERATORS AND FREEZERS 
The Coolerator Company, Dept. 000 « Duluth, Minnesota 


*T.M. Reg.U_S. Pat. Off 


_Right on the Target! 


In the Space-Saving Class 


COOLERATOR DISTRIBUTORS THROUGHOUT UNITED STATES AND CANADA 


Altord's Wholesale 
Bell-Clark & Company 
The Yancy Co., tac 
David Kaufmann’s Sons 
Coffin & Wimple, inc 
Parker-Montana Company 


Southern Tier Electrical Supply 


Radio 


McDavid Co. inc 
Bigelow & Dowse Company 
H D Tavior Company 

} SMGeorge Supply Co 
Cleveland Radiolectric Co 
Southern Radio Corporation 
& App! Distributors, inc 
S E. Schulman Company 
Obie Appliances, inc 
Cleveland Radiolectric Co 
Ohio Appliances, inc 

The Schoelikopf Co, Lid 
G W Onthank Company 
Ohio Appliances, inc 

The Parker Company 
GW. Onthank Company 
Republic Supply Company 
S. & S. Distributing Co 
Albert Mathias Company 


Southern Tier Electrical Supply 


FARGO, N. DAK 
GRAND RAPIDS. MICH 
HOUSTON, TEXAS 
HUNTINGTON, W.VA 
INDIANAPOLIS, IND 
JACKSONVILLE, FLA 
KANSAS CITY, MO 
KNOXVILLE, TENN 
LITTLE ROCK, ARK 
LOS ANGELES. CALIF 
LOUISVILLE, KY 
MEMPHIS. TENN 
MILWAUKEE. WISC 
NASHVILLE, TENN 
NEW HAVEN CONN 
NEW ORLEANS. LA 
NEW YORK. N Y 
NEW YORK EXPORT 
OKLAHOMA CITY. OKLA 
OMAHA, NEBR 
PHILADELPHIA, PA 
PHOENIX, ARIZ 
PITTSBURGH, PA 
PORTLAND, ORE 
PROVIDENCE. R | 
RAPID CITY, DAK 
RICHMOND, VA 
ROCHESTER. N Y 


Fargo Glass & Paint Co 
State Distributing Company 
Straus- Frank Company 

Van Zandt Supply Co 
Appliance Distributing Co 
Consolidated Automotive Co 
Enterprise Wholesale, inc 
McClung & Company 
Gunn Distributing Inc 
Sues, Young & Brown Co, Inc 
Ewald Distributing Co 
Missessipp: Valley Furniture Co 
Taylor Electric Co 
Keith-Simmons Co., tnc 
American Distributors, Inc 
Modern Appliance & Supply Co 
D W. May Corporation 

3.4. Latham—70 Pine St 
Jenkins Wholesale Division 

G W. Onthank Company 
Elhott- Lewis Electrical Co 
Albert Mathias Co 

J. A. Williams Co 

Bargelt Supply 

Providence Electric Co 

Hill's Gas & Appliagce Co 
Wyatt Cork, inc 

Bickford Brothers Co 


ST. LOUIS, MO 

ST. PAUL, MINN 

SALT LAKE CITY, UTAH 
SAN ANTONIO, TEXAS 
SAN FRANCISCO, CALIF 
SAVANNAH, GA 


SPRINGFIELD, MASS 
SYRACUSE, 
TOLEDO, OHIO 
UTICA, 
VINCENNES, IND 


YOUNGSTOWN, OHIO 


Hotpoint Dealers 
Will Plan Kitchens 


Kitchen planning for customers of 


Hotpoint, Inc., will gradually be 
shifted from one national headquarters 
to dealers’ stores across the country, 
Leonard C. Truesdell, vice-president of 
marketing, said recently in reporting 
new studies by the company aimed at 
bringing methods “into focus with to- 
day’s conditions.” The present Chi- 
cago headquarters will continue as a 
planning center, with classes for dealer 
training, augmented by dealer-aid ex- 
tension courses, as its principal func- 
tion. 

Mr. Truesdell said that “indica- 
tions are that kitchen planning should 
be done in local communities where 
smaller volume and on-the-spot plan- 
ning permit rapid changes to meet 
market conditions.” He added that 
there is no single “correct way” to 
plan and install an all-electric kitchen, 
but that each dealer’s methods must de- 
pend on local circumstances and his 
type of operation. 


Studied 1000 Requests 


Hotpoint studies of 1,000 consumer 
requests for all-electric conditions re- 
vealed that more than 65 percent of 
the customers place a valuation of less 
than $10,000 on their homes, thus in- 
dicating that all-electric kitchens are 
not a luxury for only the wealthy. 
Some 4.7 percent were valued at less 
than $5,000; 63.1 percent between 
$5,000 and $10,000; 25.6 percent be- 
tween $10,000 and $20,000; and 6.6 
percent above that figure. 

\ll kitchens studied required some 
type of kitchen eating facilities, while 
53.6 percent specified a snack bar or 
nook. The form used included a space 
to list “equipment under considera- 
tion.” Here 87 percent checked an 
automatic electric range; 61 percent 
refrigerator; and 37 percent signified 
an automatic dishwasher. 

Mr. Truesdell said that Hotpoint 
will announce added aids to dealers, 
similar to the planning guide, “Your 
Next Kitchen,” from time to time to 
assist in the transition from the historic 
practice of headquarters kitchen plan- 
ning to dealer operations 
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Stantey Distributing Company 
Campbeli-Stenson Co 
Glenn Earl, Inc 
General Appliance Company 
Cormack & Company 
The Yancy Co. 
LeValley, McLeod, Kinkaid, Inc. 
Seattle Radio Supply, inc. 
W. Onthank Company 
Prudential Distributors, Inc. 
The Burden- Bryant Co., Inc 
Paul Jeffrey Company 
Walding, Kinnan & Marvin 
Horrocks- Ibbotson Company 
Ebner Appliances Distributors 
Mid-Atlantic Appliance Dist 
Kile Jacobs & Company 
Minnesota Electric Company 
Cleveland Radiolectric Company 


THE CHAMP: Just a box. huh? This 
17-pound crate is a special blueblood. 
It's a Rock fastener wirebound wood 
crate that won first prize among all ship- 
ping containers competing in the Pro- 
tective Packaging Contest sponsored by 


CALGARY, ALBERTA 
EDMONTON, ALBERTA 


BEC 
NEW WESTMINSTER, B.C 


REGINA, SASK 
TORONTO, ONTARIO 
VANCOUVER, B.C 
WINNIPEG, MANITOBA 


the Industrial Packaging Engineers Assn. 
It holds an 85-pound refrigerator con- 
denser unit made by the Seeger Refrig- 
erator Co. What's more, it doesn't use 
a single nail. 


Metals, Limited 

Metals, Limited 

Frank, Levasseur & Co., Ltd 
Associated Distsibutors, Ltd. 
General Equipment, Ltd. 
Bailey Industries, Ltd. 
Associated Dist., Ltd. | 
Consolidated | 
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Top Wartime Secret Becomes 
Record Playing Sensation 


 Tone-Ar 


YOU GET ALL 


The new Miracle tone arm is STAND- 
ARD EQUIPMENT on all Admiral 
Phonographs and Combinations. 


Model No. 7C73 


Wartime Secret Formula Makes Possible 
Ultra-Sensitive Energy Converter... 
Replaces Ordinary Crystal Pick-up 


During the war it saved countless American lives... today 
this remarkable secret formula has made possible the 
greatest advance in high-fidelity record reproduction since 
the invention of the automatic changer. Encased in a 
permanently sealed all-plastic cartridge, which snaps into 
the ‘““Miracle’’ Tone Arm, this ultra-sensitive electronic 
energy converter uses no coil, no crystal, no filament, no 
special tube. Recreates tonal values faithfully, brilliantly, 
clearly at both high and low volume. Banishes needle 
scratch, hiss, talk-back. See, hear this amazing imstru- 
ment today! And remember... the ‘Miracle’ Tone Arm 
is an Admiral exclusive! 


THE WORLD'S LARGEST MANUFACTURER OF RADIO-PHONOGRAPHS WITH AUTOMATIC RECORD CHANGERS 
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The Winning 


THE 


See it at Space 5348 and 542B 


American Furniture Mart 


Chicago, July 7-19 
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PRESSED STEEL CAR COMPANY, Inc. 


Domestic Appliance Division 
666 Lake Shore Drive ¢ Chicago I], Illinois 
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AUTOMATIC 
KITCHEN 
VENTILATOR 
KEEPS KITCHENS 


CLEAN +COOL 
COMFORTABLE 


EXPELS GREASY FUMES - ODORS > EXCESS HEAT. 


F.A. SMITH 


ROCHESTER 


@ You'll profit plenty from these three Fasco Ven- 
tilator sales-builders. Colorful demonstrator counter 
display is very small (19" x 1514” overall). Light in 
wrelialith Holds sample Fasco Ventilator while prospect 
operates it and sells himself. Folders and newspaper 
ads complete your Fasco sales package. See your 


Fasco Distributor or write direct for details on how 


you can get these sales-builders at no extra cost. 


Gentlemen: EM-1 
Please send me details on Fasco Ventilator sales-builders. 
NAME 

ADDRESS 


MY DISTRIBUTOR IS 


* 


PLANS for the range exhibit were drawn up by, left to right, R. H. Rehrer, residen- 
tial sales manager; Miss Ruth C. Barr, home service director; and William Damron, 
dealer coordinator, who here beam happily over their handiwork. 


Jersey Range Show 
Draws 1,000 Visitors 


The cornucopia was the right sym- 
bol. 

The New Jersey Power and Light 
Co. advertised its recent week-long 
showing of electric ranges in its Dover, 
N. J., auditorium, with a window dis- 
play of a cornucopia spilling out 
dozens of ranges, and in the auditorium 
itself there were ranges of 19 manufac- 
turers, some 35 units in all, a magnet 
for approximately 1,090 home owners. 

The showing reflected this utility’s 
year-young dealer cooperation policies 
and its own efforts at load building. 
Right up until the opening of the war, 
N. J. Power was a merchandising 
utility. With its decision to cease 
merchandising came the necessity for 
the organization of a dealer program 
and a cooperative unit. The program, 
full-flowered within a year, has in- 
cluded two series of the EEI sales 
training course; the Coordinator, a 
monthly mailing piece to dealers; 
semi-annual dealer conventions ; 
monthly advertising and a “parallel” 
advertising campaign; a $15 range 
wiring allowance; and the facilities of 
a home service department. 


Show Dreamers 


Dreamed-up by residential sales 
manager R. H. Rehrer and dealer co- 
ordinator William E. Damron, the 


range showing took nearly four months 
to prepare and required the efforts of 
both men and Miss Ruth C. Barr, the 
home service director. “We originally 
thought of displaying water-heaters,” 
said Mr. Rehrer, “because they are, 
after all, the biggest load builders, 
But they just don’t have any sex ap- 
peal. So it was ranges. We managed 
to get the manufacturers to cooperate. 
They sent their representatives to 
teach our home service girls the fine 
points of their products. We arranged 
the displays—all standard and with 
standard signs—so that no manufac- 
turer would get a break over any 
other. Part of the purpose was to 
inform the public that there are other 
makes of electric ranges besides the 
two or three big names. Many house- 
wives, we felt, might find what they 
wanted in some of the lesser known 
brands.” 

The 1,000-odd visitors to the show 
filled out registration cards containing 
name, address, and range preference. 
A drawing at the end of the week re- 
sulted in the awarding of a range to 
a lucky card-holder. 

New Jersey Power dealers in the 
57,000 residential customer territory 
sold 1,000 water heaters, 700 ranges, 
and 2,600 refrigerators in 1946. “We 
are shooting for 1,000 ranges this 
year,” says Rehrer, “and judging from 
the response from this show and the 
expected increase in production in the 
third quarter, I think we'll make it.” 


“CHOOSE the one you like best’ could easily have been the motto of the recent 
range exhibit conducted by the N. J. Power and Light Co. in its Dover auditorium. 
Models from 19 manufacturers were on display and attracted about 1,000 visitors 
during the week-long showing. All ranges displays had equal-sized space and signs. 
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The famous 
General Electric 


F-23 

“VISUALIZER” IRON 
Retail Price 

$11.95 PLUS TAX 


The iron women prefer . . . the iron that’s a quick mover! 


Your customers can cut ironing time 
up to }g with the new “Visualizer” Iron. 

By turning the convenient finger-tip 
Control, they select the correct temper- 
ature for many fabrics. 


New 
General Electric 


DOUBLE-DUTY 
STEAM IRON 
Retail Price 


$17.95 PLUS TAX 


Women appreciate convenience and ef- 
ficiency—but they go for beauty. This 
Double-Duty Iron has all three! 


Place this streamlined beauty on your 
counter and it will sell itself—against 


all the bulky competition. 


New design... no bulky 


Your customers will go for the “light 
that says when.” the light weight (234 
Ibs.), and over-all ironing efficiency! 

Feature this General Electric Tron 
~-the fastest-selling iron in America! 


boiler on this streamliner! 


This new 4-lb. beauty is tio irons 
in one! It’s a truly automatic steam 
iron! It’s a truly automatic dry iron. 
There is no need to remove water! 

This is the Iron of the future—avail- 
able now! 
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You KNOW that selling irons is now highly competitive. 


1947 these two irons 
will outsell all competition! 


Women once again “pick and choose” the best buys. That’s 
why a majority of women are asking for General Electric 


Irons! 


Surveys show that women prefer the fully automatic 
General Electric “Dial the Fabric” Iron 2 to 1. Through 
the years, they have earned the enviable reputation of 
“the fastest-selling irons in America.” 


So—feature General Electric Irons. Appliance & Mer- 
chandise Dept., General Electric Co., Bridgeport 2, Conn, ‘ 


| General Irons 


Powcrful Selling Arguments for 
GENERAL ELECTRIC IRONS 


Featured in Featured in 
Compared with most irons in use today, features the F-23 the F-39 
like these help cut ironing time 1/3. Automatic Iron Steam Iron , 
G-E “Dial the Febric” Control selects and 
keeps the right heat for every fabric. YES YES 
Exclusive Calrod* Unit heats up faster. 
Cast in a 2714-square-inch aluminum sole- YES YES 


plate. 


Double-Duty Knob regulates steam . . . 
changes iron to (1) truly automatic steam 


iron or (2) truly automatic dry iron. 


Automatic shut-off when in heel-rest posi- 
tion. Steam returns immediately when iron- 
ing position is resumed. 


Double Button Nooks make it easy to iron 


uades buttons. 


Built-in Thumb Rests relieve muscle strain; 
molded handle stays cool! 


The light that says when. Temperature- 
indicating light signals when the iron has 
reached the correct temperature for the 
fabric dialed. 


*Trade-mark Keg. U.S. Pat. Off. 


GENERAL @ ELECTRIC 
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not ONLY DE-MOTHS...BuT 
MOTHPROOFS CLOTHING, 


BEDDING, RUGS and FURNITURE 


With the McAllister, hundreds of dollars in moth damage may be 
saved in any home 


It not only de-moths but MOTHPROOFS 
clothing, bedding, rugs and furniture, not just for a week or a 
month, but for years. 

Every home has moths—and any housewife can prove it for her- 
self. Place a cloth in the end of the McAllister hose, make a few 


strokes around the corners of overstuffed furniture, or along the 
base board. 


Every year moths do more damage 

than fire, according to the U.S. Dept. 

Remove and inspect the cloth, and you will probably find moth of Agriculture. Your customers can 

larvae or small eggs that look like round grains of sand taken prevent this damage in their homes 
from these likely hiding places for moths. 


with the versatile McAllister Bagless 


Vacuum Cleaner. 


With the McAllister spray gun filled with SANI-MOTH, moth 
damage can be eliminated from the home. This moth-proofing 
compound contains no DDT, arsenic or other poison, is harmless 
to humans and domestic animals, but deadly to moths, carpet 
beetles, etc. SANI-MOTH, sprayed on clothing, bedding, rugs or 
furniture, will protect these articles from moth damage for years, 
even though they are dry-cleaned. 


This moth-proofing operation alone, may save more than the 
cost of the McAllister Bagless Vacuum Cleaner in moth damage 
every year. The McAllister is more than a vacuum cleaner 
America’s most versatile household appliance. 


it’s 


Place cloth in McAllister hose to form 
small bag. Insert wand. 


* the only in appliance 
b 


Use crevice tool around and under 
cushions of overstuffed furniture. 


/ 


Cc 

Remove cloth. You will probably find 

Moth larvae and eggs (magnified) 

like this. 


NO BAG 


TO EMPTY 


wa 


Vacuums more efficiently because dirt is by-passed and peak 
suction retained. 
) 
McALLISTER-ROSS CORPORATION 


NO FILTERS 
TO REPLACE 


Washes, rinses, dries rugs and other furnishings, restores color! 
General Offices: 135 S. LaSalle Street, Chicago 3, Illinois 


2 Aerates bedding, rugs, clothing, with clean, fresh, filtered outside 
air. 
Festory: Newton, lowe 4 aay mothproofs clothing, furnishings, sprays, paints, waxes 
SPACE SISA, AR 
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HOTPOINT Ranges 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Models: RC 10 Aristocrat; RB 28 


Hostess and RB 27 Economy models. 


Selling Features: All models feature 


smaller diameter Calrod units which 
permit more turns of Calrod re- 
sulting in increased heat and flexibil- 
ity and more contact with cooking 
vessels; “sealed heat” ovens; oven 
insulation outside lining to increase 
oven capacity; oven wattages: bake 
800 watts upper, 300) watts lower; 
broil, 4200 watts upper; 5-heat Cal- 
rod surface units— 2 6-in. Hi-Speed 
units and one 8-in. unit; porcelain 
enamel drip-tray with temperature 
chart fused on. 

Top model, RC 10, Aristocrat car- 
ries a 4) qt. pressure cooker and an 
aluminum grill-or-grid broiling 
griddle as standard equipment ; deep- 
well cooker with Calrod unit that 
may be raised for surface use; new 
oven switch and thermostat have 
been grouped with timer clock and 
electric time measure on_ back- 
splasher in visible zone—surface unit 
switches are on range front panel; 
upper appliance outlet is controlled 
by automatic oven timing clock; 
24 in. 20-watt fluorescent cooking 


Grek 
aave 


top light; 350-watt Calrod unit in 
warming compartment maintains 180 
deg. F. temperature ; occupies 39x25 
in. floor space. 

Hostess model RB 28 occupies 
37x25 in. floor space; equipped with 
6 qt. thrift cooker without the rais- 
able Calrod unit; simplified oven- 
timing clock; and modern cooking 
top light with 2 25-watt bulbs ; 
equipment such as Calrod broiler 
unit, pressure saucepan, mechanical 
time-measure; aluminum grill-or- 
grid and raisable Calrod unit may 
be had as additional equipment at 
extra cost. 

Economy model RB 27 has no top 
light; storage space consisting of a 
large drawer and a tilt-out bin; 
white Plaskon snap-on type switch 
dials; white oven signal light. 


Electrical Merchandising, July 1, 1947. 


HOTPOINT Range 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Model: Plaza, No. RB 29 apartment 


house range. 


Selling Features: Oven 16x15x20 in.; 


shelf spacing guide and broiler- 
measure permanently fused on oven 
lining; oven temperature control 
automatically maintains temperature 
selected and is adjustable from 150 
to 550 degs. F; 3 surface units 
consist of 2 6-in. Hi-Speed, 5-heat 
Calrod units from 1250 to 75 watts 
and one 8 in. Calrod unit from 2050 
to 125 watts; oven wattages “Bake” 
800 watts upper, 3000 watts lower; 
broil, 4200 watts upper: one appli- 
ance outlet in switch panel for 
plugging in small appliances ; overall 
dimensions 294 in. high, 194 in. wide, 


25 in. deep; maximum connected load 


9.4 kw. ac. only; white porcelain 
enamel cooking top and white baked- 
on Calgloss body. 


Electrical Merchandising, July 1, 1947. 


v 
AIRETTE Air Conditioner 


Airette Mfg. Inc., 1041 N. Sycamore Ave., 


Los Angeles 38, Calif. 


Device: Airette portable, self-contained 


air conditioner. 


Selling Features: Cools, heats, humidi- 


fies, filters and circulates air; single 
control knob turns Airette on and 
switches it to “cold” or “heat”; heat 
is provided by specially engineered 
Nichrome element with heating out- 
put of over 5,000 btu’s; cooling is 
by forced evaporation of water 
through specially treated aspen filter 
in 3-gal. capacity built-in reservoir ; 
no plumbing connections necessary; 
humidity control provided by valve 
located on end of cabinet; washed 
air filter pad of chemically treated 
aspen removes dust, dirt, pollen 
from air; metallic gray or metallic 
brown cabinet with polished alu- 
minum grille; weighs less than 22 
Ibs.; plugs into standard socket. 


Electrical Merchandising, July 1, 1947. 
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GIBSON Refrigerators 


Gibson Retrigerator Co., Greenville, 
Mich. 


Models: Gibson refrigerators No. 


SF-797, F-777, and F-787. 


Selling Features: Model SF-797, net 


capacity 7.2 cu. ft., shelf area 14.4 
sq. ft.; larger Freez’r Locker at top 
1.12 cu. ft. capacity has 39.2 Ib. 
frozen food capacity; Fresh’ner 
Locker just below provides high 
humidity and  just-above-freezing 
temperature; unobstructed, wall-to- 
wall shelves; dry crisper tilt bin at 
bottom for crackers, cereals and 
other dry foods. 

‘Model F-787, 7 cu. ft. capacity 13.9 
sq. ft. shelf area; larger Fresh’ner 
Shelf below locker; Freez’r Locker 
at top has 1,12 cu. ft. or 39.2 Ibs. 
frozen foods. 

Model F-777, 7 cu. ft. capacity, 11.5 
sq. ft. shelf area; 1.05 cu. ft. Freez’r 
Locker; Freshner Shelf below 
locker for cold-conditioning fresh 
meats, etc. 
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NEO-GLO HEETAIRES 


La Salle Lighting Products Inc., and 
Market Electric Products Inc., Buffalo, 


Models: Series 200 Neo Glo Heetaire 


built-in wall radiant heaters. 


Selling Features: Available in 4 mod- 


els: L-201, 1000 watts, 115 volts; 
L-201H, 1000 watts, 230 volts, each 
with 1 switch and 1 Neo-Glo element. 
L-205, 1250 watts, 115 volts, and 
L-205H, 1250 watts, 230 volts, each 
with 2 switches and 2 Neo-Glo ele- 
ments; all models a.c. or d.c. with 
no radio interference; polished Nu- 
chrome finish, chromium plated re- 
flectors. 


Electrical Merchandising, July 1, 1947. 


PRODUCTS 


NESCO Roaster 


National Enameling & Stamping Co., 
Milwaukee, 1, Wis. 


Device: Automatic roaster No. 109, 
Selling Features: Built-in time clock 
turns roaster on and off automati- 
cally ; insulated stainless steel cover 
reduces heat loss to minimum: auto- 
matic thermostat with signal light 
and a cover raising mechanism; 
body and bottom heavity insulated 
with glass wool; 3-piece porcelain 
enamel pan set; 110-120 volts, a.c. 
Electrical Merchandising, July 1, 1947. 


CIR-Q-LAIRE Fan 


Cir-Q-Laire Co., Inc., 60 E. 42nd St., 
New York, 17, N. Y. 


Device: Cir-Q-Laire exhaust fan ard 
window ventilator. 

Selling Features: Double-utility fea- 
ture; adjustable to all pull-up or 
double hung windows; cools the 
room when placed in window one 
way; draws out hot humid stagnant 
air when reversed; type C extends 
from 26 to 38 in.; type D from 36 to 
52 in.; a.c., 110 volts, 60 cycle; light 
weight and portable; special blades 
designed to circulate a maximum of 
air. 

Electrical Merchandising, July 1, 1947. 
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MIRACLE Steam Iron 


Miracle Electric Co., 36 S. State St., 
Chicago, 3, Ill. 


Device: Automatic steam iron No. 310. 

Selling Features: Operates on ac. 
110-120 volts a.c. only, 1000 watts; 
fabric heat selector easily acces- 
sible; active steam makes sprinkling 
unnecessary ; T-K element imbedded 
in sole; may be used wet or dry. 

Electrical Merchandising, July 1, 1947. 
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West Rin Wade 


. .«. That is the phrase used by many of those 
long familiar with electrical appliances in de- 
scribing American Beauty electric irons. 

The latest model . . . . with its Thermoscope, 
three-section plastic handle and terminal-box 
combination .... is a “Beauty” in its modern 
styling. 

But especially is it still a “Beauty” in per- 
formance, durability and simplicity of construc- 


tion and design. 


Beauty 


ELECTRIC 


ESTABLISHED 1e6eo4 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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APPLIANCE 


NEW PRODUCTS 


HOTPOINT Refrigerator 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Device: EC10-1 10-cu. ft. refrigerator 


that occupies approximately same 
floor space as former 8 cu. ft. model. 


Selling Features: Six 1947 innovations 


are incorporated — speed freezer 
capacity almost 1 cu. ft.; 31 Ibs. 
frozen food can be kept at tempera- 
tures as low as 13 degs.; a flexi-cold 
storage compartment is adjustable 
to several positions for refrigera- 
tion of meat; additional bottle stor- 
age space is provided by removing 
top shelf; 2 small shelves for small 
packages; 2 large high-humidity 
storage compartments for fruit and 
vegetables with plate glass tops; 
basket sliding adjustable shelf, pro- 
tective rail prevents dishes from tip- 
ping when entire shelf is removed; 
trigger-action latch automatically 
seals door with touch of finger tip; 
left-over rack pivoted to swing out 
of cabinet for easy removal of glass- 
covered jars. 


Electrical Merchandising, July 1, 1947. 
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CHRONOLUX Photographic 
Timer 


American Time Corp., Springfield, Mass. 


Device: Automatic, synchronous timer 


for darkrooms. 


Selling Features: Compact, portable 


timing unit automatically controls 
enlarger or contact printer light, 
enabling precise duplication of prints 
from two to a thousand, without 
resetting; darkroom _ technician 
merely plugs printer or enlarger into 
Chronolux, then plugs Chronolux 
into a wall outlet; timer is set for 
exposure interval required, from 1 
to 60 seconds, and Chronolux auto- 
matically shuts off the light when 
time has elapsed. 

Single all-in-one switch button 
controls the timer; black and satin 
aluminum dial with sweep second 
pointer is clearly visible in dimly- 
lit darkroom; black case of phe- 
nolic plastic, modern design; oper- 
ates on 110 volts, 60 cycl a.c., 1000 
watts. 


Electrical Merchandising, July 1, 1947. 


WASTE KING Disposer 


Given Mfg. Co., 3885 S$. Santa Fe Ave., 


Los Angeles, 11, Calif. 


Device: Waste King automatic food 


waste pulverator. 


Selling Features: Pulverator drain- 


away action—triple cutting and 
shredding action which allows food 
wastes to flow down drain in a 
stream of water in one operation; 
simple drain-control top serves 3 
ways; clog-proof, self-clearing; 
odorless, cleans itself while operat- 
ing ; drain-contro] top locks in place 
during operation; shreds all waste 
including bones, fruit pits; will not 
run dry; fits sinks having a drain 
outlet 34 to 4 in. in diam. 


Electrical Merchandising, July 1, 1947. 


IRON FIREMAN Furnace 


Iron Fireman Mfg. Co., Bax 450, 
Portland, Oregon 


Device: Self contained furnace unit 


and boiler unit. 


Selling Features: Furnace unit (Air- 


borne) and boiler unit (Water- 
borne) give maximum operating 
efficiency with automatic coal or oil 
firing for heating and humidifying 
homes; firing units are interchange- 
able; in warm-air unit air drawn 
from rooms is cleaned, warmed and 
conditioned with proper amount of 
moisture before returning through 
air ducts; waterborne unit resembles 
airborne unit in appearance; large 


primary heating surfaces are pro- 
vided in waterborne self-contained 
automatically fired boiler units for 
steam, hot water or vapor heating; 
both coal and oil firing units oper- 
ate under full automatic control. 
Waterborne contains boiler, built-in 
Luminous Vortex oil burner, or 
coal-flow stoker, instrument panel; 
and a built-in hot water coil. 


Electrical Merchandising, July 1, 1947. 
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ay When crops are in, the farmer and his wife take an 
ter- earned vacation . .. catch sun, sand, surf, sea-air in the 
South . . . snow sports in Canada . . . do Washington, inter tip ro 
ing D.C., Acapulco, or Monterrey . . . visit farm friends in ings, Cal.-- catch the sum 
ge- Pp Palm Spring nce 
wn Virginia, Texas, California . . . see the Yosemite, 
Crystal Gardens, the Mardi Gras . . . rest, relax, loaf, 
ugh have fun, sight-see, shop, spend ... F 
= At home, today’s best farm wives take a holiday ve 
from housework . . . let electrical appliances do the 
chores... with mixers, freezers, ranges, irons, toasters, 
all the other time savers and load lighteners regularly 
described and pictured in SuccessFUL FARMING. 
A major appliance market of growing significance, 
top farmers with the time, temperament, and legal 
tender are best covered by SuccessFuL FARMING ... with 
more than 1,200,000 circulation concentrated in the 13 
agricultural heart states, N.Y. and Pa. . . with the largest 
yields, cash crops, investment in buildings and equipment, 
the greatest backlog of spendable surplus . . . best class tg 
pro- market in the U. S. today! For more data, call any office, 4 
~~ SuccessFUL FarminG, Des Moines, New York, Chicago, 
or . 
ing; Detroit, Cleveland, Atlanta, San Francisco, Los Angeles. 
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inthe 4 | 
Inn. 
Westinghouse Radio Westinghouse Radio 


Summer sales slump? Not for dealers handling these two 
new Westinghouse Portables and tying-in with this pow- 
erful promotion program . . . here’s a money making 
formula for summer sales—THE RIGHT PRODUCT . . . 
PLUS A HARD HITTING NATIONAL AND LOCAL PROMOTION 
PACKAGE that Westinghouse has provided to make your 
portable summer selling job easier . . . and more profit- 
able. Order this Promotion Package from your Westing- 
house Distributor today. 


RADIO 


stations- 


Westinghouse 


RADIO TELEVISION 
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Smartly styled air 
stream case clad in 
~imulated pigskin, 
makes the 165. good- 
looking lightweight 


LOCAL luggage companion 


piece. Performance 
N EWS PAPE RS matches appearance. 
RADI (@] This deluxe 3-way 
AND portable will be an- 


other outstanding 
Westinghouse sales 
leader 
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ELECTRIZ4Z APPLIANCE 


NEW PRODUCTS 


Selling Features: 3-adjustments on 
wheels for cutting grass to various 
desired heights; swivel wheel on 
under side enables user to operate 
with ease of a vacuum cleaner; cuts 
frontward or backward; weighs 38 
Ibs. with cord on ground; cuts with- 
in } in. of any obstruction such as 
fence, shrubs or wall; ball bearing 
wheels; adjustable blade; bed is 
made of marine board under pres- 


SEE THEM AT THE SHOW of marine b 
sure with plastic; hard alloy alu- 
JANUARY 6-18 dising, July 1, 1947 
ROOM 1450 MERCHANDISE MART tlectrical Merchandising, July 1, : 
CHICAGO, ILLINOIS STEADI-GLO Sandwich Grill 


Appliance Industries of America, 666 
N. Lake Shore Drive, Chicago 11, Ill. 


Device: Model G-555 Steadi-Glo sand- 
| wich grill. 


v 


Selling Features: Grills 2 single or 
double sandwiches simultaneously ; 
improved sliding hinge assures uni- 
form grilling; streamlined Bakelite 
handles, and Bakelite feet; heavy- 

gauge, nickel plated steel finish; 450 

} watts, 110-120 volts, a.c.-d.c.; overall 
size 114x9x34 in. 

Electrical Merchandising, July 1, 1947 


now 


WHIPPIT Mixer 


Whippit Appliances Inc., 120 Boylston St., 
Boston, 16, Mass. Universal Agency 
Associates, Inc., national distributors 


fot 


pore 
Device: Whippit liquid mixer. 
Selling Features: Whips cream, butter, 
mixed drinks, etc.; 110-120 volt 
a.c. 60 cycle motor built into head, 
completely covered and protected, 
whirls blade 3000 rpm.; all-purpose 


plastic head; built-in toggle switch; 


SUB-ZERO Freezers l-piece molded handle and casing 
with blade attached—lifts out for 
Sub-Zero Freezer Co., Inc., Madison, Wis. easy cleaning; 1 qt. capacity; mix- 


ing bowl complete with glass cover. 


Device: Model 500 Sub-Zero freezer. Electrical Merchandising, July 1, 1947. 


Selling Features: 13.6 cu. it. chest 
type model of heavy gauge steel 
finished in white baked enamel; all- v 
aluminum, natural finish interior; 2 
service doors for added storing con- 
venience ; 2 adjustable wire dividers ; 
outside temperature-teller for read- 
ing inside temperatures without 
opening doors; overall dimensions 
554x29}x35 in. 

Electrical Merchandising, July 1, 1947. 
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Good Housekeeping 


LECTRIC-AIRE Heater 


Dutchess Electric Corp., Beacon, N. Y. 


Device: Lectric-Aire portable heater, 
using infra-radiation principle. 

Selling Features: Uses principle of 
thermal radiation to transfer elec- 
trical energy into radiant energy; 


conductors shielded bekind and fused 

SPITFIRE Lawn Mower integrally onto tempered glass on 
both faces of heater; weighs 23 Ibs; 

1250 watts, 110 volts, ac. or 


22 x 18 x 4 in. 
Device: Rotary electric lawn mower. = Electrical Merchandising, July 1, 1947. 
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The Technical Side 
( Are you technical “ ) 


Probably you know that the moisture 
content of bread varies materially from 
one loaf to another. That fact presents 
a toasting problem. . . how, on the same 
toaster, to toast fresh or dry bread to 
the same color without changing settings 
for each separate loaf. 

In Proctor toasters a bimetal strip 
“Color Guard”’ is activated by the tem- 
perature of the bread being toasted. 
Only when the bread itself reaches its 
correct toasting temperature does this 
strip bend enough to trip the pop-up 
mechanism and shut off current. 


TH 


In this method you pre-set color. Re- 
sults are more uniform regardless of the 
moisture content of bread because time 
and temperature vary automatically. 


PROCTOR ELECTRIC COMPANY, 


ELECTRICAL MERCHANDISING—JULY 1, 1947 


PHILADELPHIA 40, 


Color Guard” story... 


The Practical Side 
(Do you like delicious toast’? ) 


Sure you do! And so do your customers. That’s’ 
why they’ll enjoy this side of the story. 


The Color Guard gives you deliciously brown 
toast from the very first slice to the last slice .. . ; 
without trial and error guess work . . . without 

watching and readjusting . . . automatically! Y 
The Color Guard gives you the color you want 
... light, dark or in between—just as you set it 
on the dial, just as you want it. The Color Guard 
does it automatically . . . adjusting to the condi- 
tion of the bread. Y 
The Color Guard by measuring temperature 
makes it possible to reheat toast automatically. 


The Color Guard gives Proctor dealers satisfied 
. that’s really practical, isn’t it? 


customers . 
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RICH NATURAL RESOURCES 

CENTER OF NATIONWIDE MARKET 
PROGRESSIVE INDUSTRY 

FIRST IN WHEAT PRODUCTION 
PRODUCTIVE AGRICULTURE 
ABUNDANT WATER 

DEPENDABLE RAIL TRANSPORTATION 
NATIVE BORN WORKERS 
MODERATE LIVING COSTS 


PAGE 


ANSAS— almost in the exact geo- 

graphical center of the United States; 
an important factor to industries serving 
nationwide markets. 


Agriculture is king. Kansas normally ranks 
first in wheat production. In addition to 
grains, vegetables and fruits, a large part 
of farm income is derived from livestock 
and poultry. 


Kansas industry keeps step with agricul- 
ture. There are approximately 2,500 man- 
ufacturing and processing establishments. 
Over four million tons of coal are mined 


*& One of a series of ad- 
vertisements based on 
industrial opportuni- 
ties in the states 
served by the Union 
Pacific Railroad. 


annually. Here is the largest natural gas 
field in the world. Eighteen principal 
rivers with two great watersheds provide 
an abundance of water. The population is 
97 per cent native born. 


* * * 


Kansas... the hub of a rich market; a 
treasure chest of natural resources with 
dependable labor; outstanding public 
health record; moderate living costs; and 
excellent transportation over Union Pacific 
rails. 


be Specific - 
say Union Pacific’ 


%& Address Industrial Department, Union Pacific 
Railroad, Omaha 2, Nebraska, for information 
regarding industrial sites. 


UNION PACIFIC RAILROAD 


THE STRATEGIC MIDDLE ROUTE 
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Selling Features: 


Deve: 


HYDRO-MIST Vaporizer 


Hydro-Mist Corp., 531-533 State St., 
Glendale, Calif. 


Device: Hydro-Mist vaporizer, “Com- 


mander” model. 

Portable automatic 
electric steam vaporizer and pest 
spray gun for use in restaurants, 
hotels, stores and homes for insect 
and pest extermination and preven- 
tion from flies; chemical container 
contains 44 oz. insecticide; non 
breakable, filler cap conveniently 
placed on top of machine; nozzle 
control permits variation of spray 
from fine dry vapor for flies, moths, 
etc., to heavy, dense fog for roaches 
and bedbugs; 52 oz. capacity pres- 
sure chamber; water level indicator 
within pressure chamber; Neo 
prene gasketing prevents seepage of 
water into working parts; Nichrome 
wire element; thermostat gives 
double check ‘for safety; removable 
plate at bottom permits easy ac- 
cess to wiring. 

“Hydro-Mist Scout” for use in 
smaller establishment also avail- 
able; empties 8 oz. chemical in a 
half-hour’s operation. 
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DURO Water Softeners 


The Duro Co., Div. Hydraulic Machinery 


Inc., Dayton, 1, O. 
Mon-O-Valve line of 


softeners. 


water 


Selling Features: Two models: DN-D 


double tank model with new Mon- 
O-Valve and standard synthetic 
mineral, or special mineral for soft- 
ening and conditioning ; and SN-SX 
single tank top-salting type model 
with Mon-O-Valve and special MX 
mineral for removal of iron in addi- 
tion to softening action; also fur- 
nished with standard zeolite; 1 valve 
easy to operate; down-flow method 
of softening; tanks zinc galvanized 
inside and out with white baked 
“Durox” enamel with black trim; 
jack-type self leveling tank legs 
furnished with all softeners. 
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Fill the churn 4/Sths full of water and 
turn on the motor to show churning action. 


Just flip a switch —that's all there is 
to churning delicious butter with 
Gem Dandy Electric Churn. Ends 
drudgery, saves time, pays f.rit- | 
seaf. Churns in about 15 minu- | 
tes. Produces 15% more butter. | 
Fits crock up to 6 gal. or use | 

with Gem Dandy Duraglas | 


jar. (Sold separately. 3 gal. | 


$0.00. 5 gal. $0.00.) 


= DELUXE MODEL $00.00 | 
Standard Model $00.00 


CHURN 


DEALER’S NAME AND ADDRESS 


2 ouror 3 


BUY GEM DANDY 


Our big, national advertising cam- 
paign has already sold many of your 
customers. It’s up to you to let them 
know where to buy Gem Dandy Elec- 
tric Churns. Use these small one and 
two-column advertisements in your 
local newspaper. We will furnish 
newspaper mats to Gem Dandy Deal- 
ers free. Mail the coupon today. 


PRICES 


Deluxe Model Retail Price $19.95 
Recommended Dealer’s Cost $12.49 


Standard Model Retail Price $16.95 
Recommended Dealer’s Cost $11.02 


Gem Dandy Electric Churns are ad- 
justable to fit crock or jar up to 6 
gals. Gem Dandy Duraglas jars, made 
especially for use with Gem Dandy 
Electric Churns, are sold separately. 
3-gal. list $1.95. 5-gal. list $2.45. 


Order Gem Dandy Electric Churns and 
Gem Dandy Duraglas Jars from your 


WORLD'S LARGEST SELLING ELECTRIC CHURN distributor today. 
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I. FREE DEALER DISPLAYS 


Tie-in with the big, national advertising campaign on Gem Dandy Electric 
Churns reaching twenty-eight million farm and rural readers. Put this 
simple, easily arranged display to work for you. Dealers report it trebles 
and quadruples sales of Gem Dandy Electric Churns. Profit per unit is 
big enough to deserve your best display space, and Gem Dandy Electric 
Churns sell on sight. Mail the coupon today for free display material and 
other dealer helps. 


2. CONSUMER 
FOLDERS 


Mail one of these consumer folders to ev- 
ery farm and rural home in your territory. 
Enclose them with your monthly statement—and 
watch your sales and profits pick up. Put them 
out on the counter where your customers can see 
them. We will ship 200 Gem Dandy Consumer 
folders free (small charge for additional quanti- 
ties). Mail the coupon today, 


MAIL COUPON TODAY 


FREE! 


ALABAMA MANUFACTURING CO. 
Department S, 

Birmingham 3, Alabama. 

Please ship today your free package of Gem Dandy 


display material, 200 consumer folders and newspaper 
mats. We will use this material. 


Name 


Address... 


My distributor is: 


Address... 
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Here's a 


PRACTICAL BUILDER Reader 


Who is YOUR CUSTOMER for - - - 
1800 ELECTRICAL APPLIANCES 


300 REFRIGERATORS 
300 WATER HEATERS 
300 BATH HEATERS 
300 WASHERS 

300 STOVES 

300 DRYERS 


All Electric 


A typical "Lockweld” home 
and plan in Smith and Hill's 
Park Ridge Manor project 
now under construction. 
Every home will be elec- 
trically equipped by the 


builders. is 


| 


SMITH and HILL are one of your best customers. They're oustanding 
builders—they're one of 48,000 active builder-readers of 
PRACTICAL BUILDER. These builders build entire communities, 
single dwellings, large apartment projects for their own investment 


or for sale. Ninety percent of the new home market is controlled 
by builders. 


Take Smith & Hill. They control what goes into these homes, how 
many and what brand of appliances they will install. That goes 
for PRACTICAL BUILDER’s other 48,000 builders too. In the next 
ten years the builder will be your biggest buyer of major appli- 
ances. Like Smith & Hill, he’s a volume buyer—he’s your best 
customer. 


And they'll welcome the help you can give them. 


Says Kimball Hill, president of 
Smith & Hill (center) “The prin- 
cipal officers of Smith and Hill, 
Inc. are all regular readers of op pe 
June Issue Distribution 69,000 Copies to Building Experts 
Builder an essential source of 
ideas in planning and building our THIS MESSAGE is addressed to you by the 
Lockweld homes.” With Mr. Hill publishers of the building industry's leading 
ME. Saith. Vice contractor-builder magazine—PRACTICAL 
are, , ° BUILDER—in the interest of bringing you and 
and Treasurer (left), and Burton your builder customer closer together for your 
Smith, V, Pres-Secretary (right). mutual profit. 


PRACTICAL BUILDER © 5 SOUTH WABASH AVE. e CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 


MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 
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NEW LIGHTING PRODUCTS 


FARIES Desk Lamp 


Faries Mfg. Co., Decetur, Ill. 


Model: “The Glider” adjustable, 
clamp-on fluorescent desk lamp. 
Selling Features: Easily “glides” into 
desired position with mere touch of 
hand and remains in position until 
moved; completely adjustable ver- 
tically and horizontally; statuary 
bronze electroplated and polished 
chromium finish; equipped for 1 T8, 

15 watt 18 in. bulb. 


Electrical Merchandising, July 1, 1947. 


ROYAL Bubble-Lamps 
Royal Electric Co., Inc., Pawtucket, R. |. 


Device: Royal sparkling bubble-lamps 
for decorative lighting. 

Selling Features: Will be available in 
9-light Xmas tree sets and also in- 
dividually; features better bubbling 
action; 2-tone plastic holders hold 
candles containing bubbling liquid. 

Electrical Merchandising, July 1, 1947. 


CIRCLINE Fixture 


Circle Lighting Industries, 3654 W. 
Lawrence Ave., Chicago, 25, Ill. 


Device: Circline fluorescent ceiling fix- 
ture for bedroom, kitchen, bathroom, 
etc. 

Selling Features: Also adaptable for 
side walls; constructed in 2 parts 
with lower part removable for easier 
accessibility to starter and ballast; 
starter concealed under plate; upper 
portions of fixture white baked 
enamel, bottom portion bright 
chrome; uses GE bulb and other 
component parts. 


Electrical Merchandising, July 1, 1947. 


1, 1947—ELECTRICAL MERCHANDISING 


” 
Jj / 
7 + + 4 
| 
\ ¥ | } 
| 
| 
| 
| | 


— 


WIDE-AREA, LOW-TEMPERATURE HEATING 
WHICH ASSURES FREEDOM FROM LIMING 
AND SCALING, HAS BEEN USED IN 
EVERY HEATER CLARK HAS BUILT 


54 BLACK HEAT, in electric water heaters, was “new” thirty years 
ago. Clark pioneered it in their first “Life-Belt” heating element 
. and have used it in every heater they have built since then. 

This gentle heat principle, which prevents liming, scaling and 
oxidation by spreading the heat in a wide band of low temperature 
on the outside of the tank, has withstood the acid test of time and 
tough water conditions. Many of the first Clarks are still in daily 
service, some in water so tough as to cause other heaters to break 
down in a short while. 

Just a year ago Clark announced another “first”—IONODIC pre- 

tection against electrolytic corrosion. This remarkable develop- 

ment, employing a magnesium rod with an exclusive metering 
resistor, enables an ordinary galvanized steel tank to give amaz~ 
ingly long service in highly corrosive water. 

Men who know will tell you that Clark can be depended upon for 

the best in electric water heating—FIRST! 


TOASTMASTER Produce 


all 


ELECTRIC WATER HEATERS 


"MCGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 


ES 
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HERE ARE THE 
INSIDE STORIES 


TEMPERATURE CUT-OFF FUSE BLADES 
in the Knapp-Monarch Tropic-Glo Room 
Heater are made of “K"' Monel. The 
blades will separate and open the circuit 
under abnormal temperatures 


FOR THEIR POP-UP TOASTER, K-M re- 
lies on a main bread-carrier spring of 
corrosion-resistant “‘K’’ Monel to retain 
its spring tension at temperatures up to 
475° F 


**K"’ MONEL serves as a tension spring 
for the contact adjusting screw used in 
Knapp-Monarch Heating Pads 


PREVENTS OVERHEATING AND DAM- 
AGE. In the K-M Vaporizer excess heat 
causes the “K"’ Monel contact to open, 
thus cutting off current. (Photos and dia- 
frams courtesy of Knapp-Monarch Co., 
St. Louis, Mo.) 


Why “tuecticat SERVANTS” 
Stick to their Jobs 


Some electrical appliances quit whe 
the going gets tough. 


And when that happens, the trou- 
ble lies in the parts. Often in the 
metals in the parts. 


Some metals just can’t do two jobs. 
Maybe they’re rustproof . . . but that 
doesn’t mean other kinds of corrosion 
won't eat them to pieces. Maybe they 
have the strength you'd need in a 
skyscraper’s framework... yet when 
you heat ‘em they get as weak as a 
bride’s coffee. 


There are some that break when 
they’re bent, some that are hard to 
solder, some that are—well, you see 
what we mean... 


Usually, it takes a metal with a 
special combination of properties. 
And in NICKEL and Nickel Alloys, 
KNAPP-MONARCH designers find all 
the properties they need to keep the 
K-M family of “Electrical Servants” 
working faithfully. 


Inco Nickel Alloys like Monel*, 
“K”* Monel and Inconel* are all 
strong... tough... hard... rustless. 
All resist high temperatures ...corro- 
sion... wear...and that tired, ready- 
to-quit feeling that men who work 
with metals logically call “fatigue.” 


In KNAPP-MONARCH appliances... 
—as in so many other nationally ad- 
vertised lines—NICKEL is constant- 
ly Your Unseen Friend . . . always 
guarding your goodwill and future 
business. NICKEL protects the ap- 
pliances you sell... makes them work 
better and last longer. 


*Reg. U. 8. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC. + 67 Wall Street, New York 5, N.Y. 


EMBLEM 
OF SERVICE 
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...Your Unseen Friend 


ELECTR 


Device: 


APPLIANCE 


NEW NON-ELECTRIC PRODUCTS 


EVER-CLEAN Cleaner Bag 


Ever-Clean Bag Corp., 669 Lexington 
Ave., New York City 


Device: Ever-Clean filter bag for old 


and new bag-type vacuum cleaners. 


Selling Features: Fits on all bag-type 


cleaners; dirt is drawn in through 
separate channel which cannot be 
obstructed by accumulating dirt in 
a disposable paper filter—full suction 
is thereby given at all times; when 
filter fills to capacity in 2 or 3 
months, paper filter is thrown out 
and a fresh one inserted. 
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TROY Iron Stand 


The Kloosterman Co. Inc., 1717 N. Vine 


St., Hollywood, 28, Calif. 


Device: Troy iron stand of stainless 


steel plate with asbestos backing ; 
steel spring holds stand in place. 
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HANDI-MITE Dishwasher 


L. K. Franklin Corp., Los Angeles, Calif. 


Handi-Mite portable (non- 
electric) dishwasher. 


Selling Features: Cleans, rinses dishes, 


pots and pans in one easy operation; 
uses no motor or electricity; hose 
attachment fastens to any size fau- 
cet; user pushes button to direct 
water through chamber containing 
detergent for washing, then releases 
button for rinse water; comes with 
2 brushes—one with nylon bristles, 
the other with brass wire. 
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PERMA FILTER Béwil 


Spun Aluminum Products Co., 
565 Fifth Ave., New York, 17, N. Y. 


Device: Aluminum coltee maker bowl 
with permanent stainless steel filter. 

Selling Features: Stainless steel filter 
fabricated as integral unit of bowl, 
cannot clog and will not stain; re- 
movable stem on bowl makes it pos- 
sible to place bow! on flat surface; 
fits any 6 or 8 cup wide mouth lower 
bowl. 
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FLEX-SEAL Pressure Cookers 


Vischer Products Co., 2815 W. Roscoe St., 
Chicago, 18, 


Device: New Ebony Line Flex-Seal 
cookers. 

Selling Features: Available in sizes 
from 14 qts to 20 qt. capacity; 
“short time cycle” prevents over- 
cooking of delicate and leafy vege- 
tables and all frozen foods without 
danger of overcooking; it’s not 
necessary to chill pan in water to 
bring pressure down quickly; made 
of steel with black vitreous ename: 
finish because it cools down quicker, 


Stew... 


exhausts air, raises pressure and 
cools off faster; easy to clean; in- 
side-fitting flexible cover, self lock 
ing; simple cover release; gravity- 
actuated pressure control; visual 
pressure indicator and _pressure- 
actuated safety plug. 


Electrical Merchandising, \uly 1, 1947. 
v 
WILSTAN Iron Holder 


Evans Mfg. Co., 15 Park Row, 
New York, 7, N. Y. 


Device: Wilstan hot iron storage 
holder. 
Selling Features: Aluminum wall 


bracket backed with Fiberglas; de- 
signed to support all conventional 
home irons; bracket can be mounted 
on a wall or door as permanent 
fixture, 


L:lectrical Merchandising, July 1, 1947. 
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‘Americans vote their preference for certain products — Feature Dormeyer and you Feature the Best. 
Dormeyer, the NEW FIRST NAME IN MIXERS. The 


: 
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ARVIN Radio-Phonos 


Noblitt-Sparks Industries, Inc., Columbus, 


Ind. 


Device: Arvin table radio-phonos 
150 TC and 151 TC. 

Selling Features: 5 miniature tubes 
plus rectifier superhet, 110 volts, a.c. 
only; 54 in. Alnico V_ permanent 
magnet speaker; slide rule, edge- 
lighted dial in color; automatic rec- 
ord changer features single button 
control and eccentric spindle for 
positive l-record drop in its auto- 
matic operation; plays 10-12 in. or 
12-10 in. records; cabinet in grained 
mahogany or walnut veneer; deeply 
contoured lid fitting gracefully into 
cabinet makes record changer easily 
accessible; translucent plastic dial 
escutcheon with gold colored base 
and maroon plastic grille front; 
standard broadcast 535 to 1650 kcs. 

Electrical Merchandising, July 1, 1947. 
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ARVIN Portable Radio 
Noblitt-Sparks Industries, Inc., Columbus, 


Ind. 


Device: Arvin 3-way portable No. 
140P. 

Selling Features: Steel and laminated 
plastic case; low battery drain minia- 
ture tubes; 3-way operation a.c. d.c. 
or battery pack; luggage type 
leather carrying handle; specially 
designed IF transformers; Alnico V 
magnet 5 in. speaker; enclosed an- 
tenna shielded from steel chassis by 
aluminum plate for long distance 
reception; open face, slide rule dial 
with Acetate non breakable crystal; 
special “on and off” indicator ; stand- 
ard broadcast 540 to 1600 kc; 4 
miniature tubes plus recifier ; weighs 
15 lbs. complete with batteries—94 
Ibs. without batteries 


Electrical Merchandising, July 1, 1947. 
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PHILCO Radio 
Philco Corp., Philadelphia, Pa. 


Model: No. 482 table radio with ad- 
vanced FM plus standard and short- 
wave reception. 


Selling Features: Uses 8 
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NEW RADIO PRODUCTS 


tubes plus a rectifier; improved su- 
perhet; stepped up output from beam 
power pentode audio system with 
3-watts undistorted volume; 10 elec- 
trically operated pushbuttons; sep- 
arate tone controls for treble and 
bass; housed in a high-lustre duo- 
tone cabinet of solid walnut and 
birdseye maple-grained hardwood 
with gold and tan open-weave grille 
for full sound flow; complete with 
built-in triple aerial system. 


Electrical Merchandising, July 1, 1947. 


G-E Radio Phono 


General Electric Co., Receiver Div., 
Bridgeport, Conn. 


Model: No. 502 deluxe AM-FM 
radio phono. 

Selling Features: Uses 12 tubes in ad- 
dition to rectifier; receives standard, 
high-and-low-band FM and short- 
wave; tuning of FM and AM is 
simplified by inclusion in dial of a 
cathode ray indicator, a new type 
visual tuning; guillotine tuner for 
improved FM and short-wave re- 
ception; built-in Beam-a-scope an- 
tenna; 12 in. Dynapower speaker 
and drift-proof automatic tuning; 
phonograph equipped with automatic 
record-changer and the G-E Elec- 
tronic reprodycer; French Provin- 
cial cabinet finished in Honduran 
mahogany, has storage space for 
approximately 150 records. 

Electrical Merchandising, July 1, 1947. 


G-E Television Set 


General Electric Co., Receiver Div., 
Bridgeport, Conn. 


Model: 802 television receiver with 
AM and FM radio and automatic 
record player. 

Selling Features: Uses a 10-in. cathode 
ray picture tube; separate circuit 
for each of the 13 television broad- 
cast channels; G-E automatic clari- 
fier for sharp, clear pictures; 
Regency period cabinet veneered 
with Honduran mahogany. 
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REMBRANDT Television Set 
Remington Radio Corp., 80 Main St., 
White Plains, N. Y. 

Model: No. 80 television set. 

Selling Features: Set is available in 
3 parts—a master unit which houses 
a 12 in. Cathode ray tube which 
will show an 8x10 in. image of 
television chassis and screen and FM; 
a DuMont Imputuner provides con- 
tinuous tuning from 44 to 216 mcs, 
television, FM, amateur and avia- 
tion bands—and includes all 13 
channels. The two separate side 
units designed to match the master 
unit have an automatic § record 
changer in one side unit and an AM 
radio in the other—both units have 
enclosed record compartments ? in. 
veneer mahogany, walnut, natural, 
blond and pickle finishes available. 
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GAROD Radio 
Garod Radio Corp., 70 Washington St., 
Brooklyn, 1, N. Y. 
Device: “Ensign” table radio, 5A1. 
Selling Features: 4 multi-purpose tubes 
plus rectifier; built-in loop antenna, 
slide-rule dial; standard broadcast 
from 540 to 1650 kc; Alnico speaker ; 
a.c. or d.c.; walnut plastic cabinet. 
Electrical Merchandising, July 1, 1947 
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CLARION Radio 
Warwick Mfg. Corp., 
4640 W. Harrison St., Chicago, Ill. 
Device: Table models 11801-V and 
11801-M. 
Selling Features: 5-tube a.c.-d.c. su- 
perhet; 44 in. PM speaker with No. 
5 Alnico permanent magnet; AVC; 
loop antenna; 540-1630 kc.; slide- 
rule dial; ivory or mahogany plas- 
tic cabinet. 
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REGAL Portable Radio 


Regal Electronics Corp., 603 W. 130th St., 
New York, 27, N.Y. 


Device: Regal Super-Mite 3-way 
portable radio, No. 747 

Selling Features: Operates on a.c.-d.c. 
or batteries; 44 in. Alnico No. 5 
speaker with heavy duty slug weigh- 
ing 1.47 oz.; selenium rectifier and 
4 tubes; full size 2-gang variable 
condenser; slide-rule dial; built-in 
Regaloop; small enough to pack in 
a suitcase—4 in. wide, 5 in. high, 
8 in. long; available in 6 different 
colors. 
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SONORA Radios 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago, Iil. 


Model: RET-210 and WAU-243 table 
models. 

Selling Features: RET-210 7-tube 

a.c. superhet tunes 2 full bands; 
535-1720 ke. for standard and 5.65- 
18.3 mc. for foreign; variable tone 
control; AVC; no aerial or ground 
needed but outdoor antenna connec- 
tion provided for extra-powerful re- 
ception; 6x44 in. clock-type dial; 
walnut veneer cabinet. 
WAU-243 5-tube a.c.-d.c. superhet; 
standard band; 535-1720 ke.; push- 
button tuning for 4 stations; 5 in. 
dynamic speaker ; AVC; no aerial or 
ground needed ; ivory plastic-molded 
cabinet with giant maroon rotor dial 
and curving louvre grill. 


Electrical Merchandising, July 1, 1947. 


JEWEL-BOX Phonograph 


Compressor Corp. of America, Electric 
Div., St. Joseph, Mich. 


Device: Jewel-Box phonograph. 

Selling Features: Streamlined, oper- 
ates without tubes through mechani- 
cal sound reproduction system; new- 
ly designed “stratosphere” stream- 
lined head permits free, undirec- 
tional flow of sound to all sides of 
room; noise-free motor operates 
rim-drive turntable; 110-120 volts, 
a.c., 60 cycles for both 10 and 12-in. 
records; ivory and brown finish. 

Electrical: Merchandising, July 1, 1947.° 


JULY 1, 1947—ELECTRICAL MERCHANDISING 


» 
— 
| 
ere 
ee 
{ 
v 
» 
= 
4 
| 


...and cash in when 
they’re cold, too! 


When Mother Nature turnover. Sun or snow, hot or cold — the 
turns on the summer heat, Mr. and Mrs. Con- COMFORTAIR market is always there with 
sumer run to you for help— that’s when the steady profits for you. Write today for details. 
smart dealer cashes in on COMFORTAIR. He 
shows how a flick of the switch creates cool, MIMAR PRODUCTS, Inc. 
COMFORTAIR breezes and changes a hot, BROOKLYN 5, NEW YORK 
humid room into a pleasant, air-cooled spot. Branch: EL MONTE, CALIFORNIA 


But that’s only the beginning... just half the 
sales and profit story! COMFORTAIR’S double- 
duty design pays off in winter, too, because 
it combines summer fan and winter heater in 
one space-saving unit. It’s a tested, all-sea- 
son seller. 


COMFORTAIR is fast-moving, profit-making 
merchandise twelve months in the year...never 
becomes seasonal dead stock like the ordi- 
nary fan or heater — that’s why COMFORTAIR 
is the smart, modern way of handling a 
complete fan and heater line with constant 


COMFORTAIR'S streamlined fan is noise. 
the year round profit-clincher less — grille-protected for extra safety. 
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Vlationally Distributed 
through /0,000 
of 
TOP DEALERS! 


LIGHT AS A FEATHER 


AIR CIRCULATOR 


that sells itself | 


America has taken Vornadofan as its own. It’s beyond 
all doubt the fastest selling air circulator on the 
market. Yes, indeed it does sell itself with its many 
extra features — the Injector Cone, the entirely new 
principle of circulation, the greater pitch of the 
propeller, the smart styling in color. No wonder 
10,000 topflight dealers enthusiastically display and 
demonstrate it. If you are one of them, you’re handling 
an all-year profit producer. 


Vornadofan is now adver- 
tised throughout the 
year. A great new 
campaign is just 

starting. 


World's Finest Air 


CORPORATION 
WICHITA. KANSAS 
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NEW POSITIONS 


Cory Corp. 


N. H. Schlegel, advertising manager 
ot Cory Corp. for the past year, has 


N. H. SCHLEGEL 


added to his duties with the assumption 
of the title of director of advertising 
and sales promotion. He will head all 
public relations and sales promotion of 
the company in addition to continuing 
as head of advertising. 


Majestic Radio & Television Corp. 


E. A. Tracey, president of the Ma- 
jestic Radio & Television Corp., has 
announced the appointment of Sam F. 
\rn, Jr., as service manager. Mr. 
\rn joined the company in the latter 
art of the war in the capacity of 
project engineer in charge of radar 
ind special weapons engineering. Since 
the war’s end he has been in charge of 
I'M design. He succeeds Paul Sperl- 
ing who is rejoining the atomic re- 
search project at Los Alamos, New 
Mexico 


Orley Freezers, Inc. 


Charles W. Stillman, executive vice- 
president of Orley Freezers, Inc., De- 
trvit, recently announced the appoint- 
ment of John W. Tucker as sales pro- 


JOHN W. TUCKER 


motion manager. Mr. Tucker spent 
ten years in various divisions .of the 
General Motors Corp. in public rela- 
tions and sales capacities. More re- 
cently he engaged in dealer distribution 
for Packard Motor Car Co. 


JULY 1, 


F. L. Jacobs Co. 
assistant sales 


Clyde G. Remmo, 
manager of the F. L. Jacobs Co., has 
been promoted to sales manager to 
succeed J. W. Stigall, resigned. T. R. 
3uttrick, formerly in charge of dis- 
tribution in the appliance division, has 
been advanced to assistant sales man- 
ager. The vacancy created by his pro- 
motion has been filled by M. H. Pow- 
less. 


Schick, Inc. 


J. V. Donohue, Jr., who has been a 
sales representative in the Philadelphia 
area for Schick, Inc., since April, 1946, 
has been appointed sales promotion 
manager for the company, according 


J. V. DONOHUE, Jr. 


to an announcement by George Wil- 
kens, sales manager. Mr. Donohue 
was, prior to Navy service, district 
representative and later director of 
sales promotion for J. J. Pocock, Inc, 
Philadelphia distributing firm. 


Radio Corp. of America 


Two important appointments in ad- 
vertising have been announced by the 
Radio Corp. of America. Jack M. Wil- 
liams, former advertising manager of 
the record department and a veteran 
of 20 years with RCA, has been named 
advertising manager of the home in- 
strument department and has been re- 
placed in his old position by Richard 
M. Fielding, formerly assistant ad- 
vertising and promotion manager of 
the record department. 

Mr. Williams joined RCA in 1926 as 
a payroll clerk. Later he served, in 
turn, as a guide for plant visitors, as a 
staff member of the sound and electri- 
cal transcription department, and later 
as assistant to the advertising manager 
of the record department before his 
promotion to advertising manager in 
1938. Mr. Fielding joined the com- 
pany in 1946 after serving for more 
than three years in the Navy. He 
started his career in advertising with 
the Philadelphia Electric Co. He 
formed the advertising agency of 
Wood and Fielding in Philadelphia in 
1930. From 1934 to 1940 he was vice- 
president of the Philadelphia branch of 
the National Real Estate Clearing 
House. 
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NEWLY STYLED — 
NEWLY DESIGNED! 


The new Estate line for 
1947 is the hottest thing in 
the industry — the hit of all 
the shows. Don’t miss out on 
these ranges! Write or call 
for details—see your ESTATE 
representative—get ready to 
roll up profits with the new 
1947 EsTaTE RANGES. 


ESTATE HEATROLA DIVISION, 
NOMA ELECTRIC CORPORATION 
Factory: Hamilton, Ohio 
Executive Sales Offices: 

55 W. 13th St., New York 11, N. ¥. 
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“semi custom-built, fast delivery, 
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Dealers wise, specialize. The “cream” of the business 
is in profitable, large-unit sales of complete “tailored” 
kitchens. You can be a kitchen specialist now — easily, 
profitably, with Kitchen-Kraft. 


Fast delivery. All Kitchen-Kraft units are ready for immediate 
delivery to franchised dealers. Base, wall, and sink cabinets plus 
corner, intermediate, and scriber fillers let you tailor complete 
kitchens — old or new — in any shape or size. 


Proven, successful plan. The trend is strongly toward complete 
kitchen installations. With these semi-custom built products 
available now and a simple, workable sales plan, Kitchen- 
Kraft puts you far ahead of competition. 


Factory help. The Kitchen-Kraft program is complete, 
includes training of your personnel. Write today — only one 
exclusive dealer franchised im each area. 


Kitchen-Kraft Display. See the beautiful Kitchen-Kraft 


Kitchen display at the July Market at 910 American Furni- 
ture Mart, 666 N. Lake Shore Drive, Chicago. 


DEALER COOPERATION 


e One exclusive franchise in each sales area. 


National advertising that works locally. 
e Fast, direct factory-to-dealer shipment. 


e Uniform profit-protecting retail prices. 


Factory-prepared promotional assistance. 


Sales training for your personnel. 


Quality-built products priced to sell. 


represented by LESTER ROSENBERG AND COMPANY, INC. 
American Furniture Mart —666 N. Lake Shore Drive, Chicago 11, lil. 
Los Angeles Furniture Mart—Los Angeles; Western Furniture Mart — San Francisco 


NEW POSITIONS 


Sylvania Electric Products, Inc. 


A new assistant general sales man- 
ager of the lighting division of Syl- 
vania Electric Products, Inc., has been 
announced in Charles A. Burton. B. 
K. Wickstrum, general sales manager, 
also revealed that George W. Field and 
Ralph E. Niedringhaus have been 
named to head the central and east 
central divisions of the sales force, 


respectively. 


Mr. Burton’s new duties include 
supervision of national accounts, com- 
mercial engineering, U. S. Government 
sales, and the Sylvania Lighting Cent- 
er. He joined the company in 1938 
as Milwaukee territory salesman and 
was subsequently named district man- 
ager of the Milwaukee, Minneapolis 
and Omaha territories and, later, man- 


ager of the central division. 


Mr. Field, who succeeds Mr. Burton 
as central division manager, joined 
the company in 1941 as a field repre- 
sentative and was manager of the 
California division from 1944 until his 
transfer to the Cleveland Office as 
assistant manager and finally division 


manager of the east central zone. 


Mr. Niedringhaus has been with 
Sylvania for the past nine years and 
had formerly been in the Chicago, 
Kansas City and Atlanta offices as 


sales representative. 


Advertising Manager Named 


The appointment of Terry P. Cun- 
ningham as advertising manager of the 


P. CUNNINGHAM 


radio tube, electronics and interna- 
tional divisions was announced by C. 


W. Shaw, general sales manager of 


the radio tube division. He served as 


advertising manager for the radio tube 
division for two years before becoming 
sales manager for the home radio 
division of Colonial Radio Corp., a 
Sylvania subsidiary. 


Farnsworth Television & 
Radio Corp. 


The election of D. M. Allgood as a 
vice-president of the Farnsworth Tele- 


D. M. ALLGOOD 


vision and Radio Corp. has been an- 
nounced by E. A. Nicholas, president. 
Mr. Allgood will handle special ad- 
ministrative assignments and assist in 
the coordination of the radio, elec- 
tronics and manufacturing depart- 
ments. He was formerly sales man- 
ager of the Willard Storage Battery 
Co. He has also been president of the 
United States Glass Co., Pittsburgh, 
and has been associated with McKin- 
sey, Wellington & Co., New York, and 
Ludlow Manufacturing Associates, 
Boston. 


American Time Corp. 


Ralph S. Stedman, former treasurer 
of the Pond Engineering Co., a sub- 
sidiary of American Time Corp., has 
been named assistant to the president 
of the parent concern. Frederick H. 
Hunter, president, said that Mr. Sted- 
man will coordinate sales, production 
and purchasing activity of both com- 
panies. Mr. Hunter also announced the 
appointments of Robert J. Harrington 
as treasurer and George Bean as man- 
ager of plant number one. 


New Sylvania Sales Appointees 


C. A. BURTON . 


JULY 1, 


G6. W. FIELD 


R. E. NIEDRINGHAUS 
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Home Journal, Independence Square, Phila. 5, Pa. 


Frank E. Nohl Electric Shop read Ladies’ Home Journal 


In Elgin, Il., 15% of the women shoppers interviewed at the 
MOST OF YOUR GOOD CUSTOMERS READ cons‘sme 


ALL OVER AMERICA** CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 
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New $280,000,000 Market 


(Most Spectacular Development for 
the Home Since the Radio) 


Get In On The Ground Floor with Fastest 
Selling, High-Profit Item in the Field 


The most effective, economical air purifier known to 
science. Sixty-four million homes have been waiting 
for this low-cost, portable unit. 


PUROZONE attacks and eliminates odors nature's 
way. Floods the home with fragrant, purified, moun- 
tain-like air containing 150% more oxygen. Recharges 
stale, used air with vital, health-building PUROZONE 
that actually increases vitality . .. relieves hay fever 
sufferers ... helps prevent colds. 


Low initial cost and minimum operating expense 
(unit actually consumes one-half the current used in 
electric clocks) sells consumer immediately. 


NATIONAL ADVERTISING PROGRAM WILL 
TELL AND SELL THE CONSUMER FOR YOU! 


DISTRIBUTORS, JOBBERS, DEALERS 
Some PUROZONE Franchises are still available. 
particulars and merchandising plans 


PU, OZONE compANy. 


3254 LINCOLN AVE. CHICAGO 13, ILLINOIS | 
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NEW POSITIONS 


General Electric Co. 


F. M. Falge, sales executive for the 
lamp department of the General Elec- 
tric Co., has been promoted to the 


F. M. FALGE 


position of assistant manager of the 
department’s Pacific sales district, San 
Francisco. He joined G-E as a light- 
ing sales engineer in 1926. He took 
three yearq out in a position with 
Paramount Publix Corp. and returned 
to Nela Park in 1931. In 1938 he was 
transferred to South Pacific sales dis- 
trict. During the war he rose to the 
rank of Commander in the Navy. 
New sales manager for G-E’s deluxe 


G. S. PERKINS 


line of home radio receivers is G. S. 
Perkins, former receiver representative 
for northern California and Nevada. 
He was first employed by the company 
in 1935. He entered naval service in 
1941 and returned to the Electronics 
department in San Francisco in 1946. 


Norge Division, 
Borg Warner Corp. 


O. H. Shenstone, who has been with 
the Norge Division of Borg Warner 
since 1942, and only last summer was 
put in charge of the company’s new 
compressor plant in Chattanooga, 
Tenn. (EM, Nov. 15, °46, page 7), 
has been named by Howard Blood, 
division president, as factory manager 
in charge of three refrigeration plants. 
The appointment followed the resigna- 
tion of John C. Buchanan as manager 
of the Muskegon Heights plant and 
his replacement by G. P. Kennedy. 


JULY 1, 


the Universal 
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Universal Cooler Division, 
International Detrola Corp. 


F. S. McNeal, general manager of 
Cooler Division and 


T. S. PENDERGAST 


vice-president of the International De- 
trola Corp., announced recently the 
assignment of T. S. Pendergast, erst- 
while director of sales, as assistant 
to the general manager. Mr. Pender- 
gast has been director of sales for 
several years. He is replaced in that 
capacity by Johnston P. Scott, who 
has been a sales representative for the 
past four and one-half years and earlier 
was associated with Victor Adding 


JOHNSTON SCOTT 


Machine Co., Bendix Home Appli- 
ances, Inc., and Nash-Kelvinator Corp. 


Roberts & Mander Corp. 


Sales representative in the entire 
state of California for the Roberts & 
Mander Corp., Hatboro, Pa., range 
manufacturer, has been announced as 
Marvin F. Boss. He was formerly in 
charge of sales in southern California 
and now takes over the northern por- 
tion of the state as well, replacing G. 
R. Porter, resigned. 


Carrier Corp. 


John E, Field, eastern zone manager 
of commercial refrigeration for the 
Carrier Corp., has resigned to become 
vice-president and general manager of 
the Richmond Air Conditioning Co., 
Richmond, Va. 
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—Easily refillable and yet has 
fuel tanks. 


s or rods necessary to check 


Lonergan’s hat is in the ring—with th nest, most 6. Large Sized Fuel Storage T 
advanced product ever to invade the oil circu 7 a Capacity greater than ordi 
field! It’s Lonergan’s post-war promise of “the today 7. Visible Fuel Gauge—No s' 
—and better tomorrow” policy which dealers ang as oil supply is always visible v the eye. 
sumers alike will profit from in ever increasing numF Control—The finger tips 
You, as a distributor or dealer, can take our word for easily turn ix upor Seer ic is out of reach of youngsters. 
that Lonergan’s De Luxe Counselor (with convertible (i Controls draft automatically, 
FORSTAIR circulator) is the most amazing value in oil eee enema mild or windy days. Never any 
circulating heaters on the market today! repety adjust or manually cont draft. 
Check the features. It won’t take you long to conclude i erenmmmeee Pipe Temperature over 100 
that here is the heater you'll want to feature—the heater and efficiency from 
on which you can be sure of building the most profitable ee Ore near at less Cost. 
business. able Leg Levele: matter on 
Check the features—then write, wire, or phone for fur- even ol! level for top per- 
ther particulars of the Lonergan franchise. 


PLUS FEATURES OF LONERGAN DELUXE COUNSELOR 


1. Beautiful Porcelare (Porcelain Type) Finish. 
_2. Front Panel. Heat Diffuser—An abundance of radiant heat 
is gently and pleasantly wafted into the room waist high, with- 
out the aid of a fan. 
3. Forstair Circulator on the latest models (at slight extra cost) 
—A new and improved method of circulating warmth through- 
out the home—warm air being forced over and around the 
heating chamber and then diffused outward from the panel 
toward the floor, ceiling and sides. 
4. Oversized Radiant Heat Side Doors—Opening to the room 
—Glowing, radiant warmth. A slight pull of the side handles 


sealed—No air leaks or heat loss. ALBION, MICHIGAN 
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Add F/NGER-TIP Control 


L.G. SPRING CLUTCHES 


®@ Incorporating L.G.S. Clutches in your wringer 
drive will literally give your customers finger-tip con- 
trol. These clutches actually require only a small 
percentage of the effort required to release jaw-type 
clutches under load. 


THE EASIER AN APPLIANCE IS ON THE 
HOUSEWIFE, THE EASIER IT IS TO SELL 


Wherever positive clutch action is as vital to efficient 
performance as it is in a wringer drive, the unique 
simplicity of L.G.S. insures instant, positive and 
safe change from forward to reverse with minimum 
effort, even under full load . . . sure-fire sales appeal 
for your product over competition which retains 
jaw-type clutches that are sometimes made of non- 
ferrous material. 


L.G.S. Spring Clutches are adaptable to Home 
Ironers, too. We are now working with the engineers 
of leading ironer manufacturers to help them simplify 
and improve the performance of their products. 

Let us install L.G.S. Spring Clutches in your wringer head for testing in 


your own laboratories. This, of course, involves no obligation on your part 


and you can judge for yourself the superior performance of these spring 
clutches 


'L.G.S. SPRING CLUTCH CORPORATION 
DIVISION OF 
HOLT ROAD AT FARNSWORTH CORPORATION 


NEW POSITIONS 


HOLT ROAD AT FARNSWORTH « INDIANAPOLIS 6, INDIANA | 
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Trion, Inc. 


Trion, Inc., McKees Rocks, Pa. 
(formerly Pittsburgh Range Co.), has 
announced the appointment of John 
W. Frazier as general sales manager. 


J. W. FRAZIER 


Mr. Frazier was manager of dealer 
relations for the Equitable Gas Co., 
Pittsburgh, when he left on June 1 to 
join Trion.’ He will direct all sales 
and sales promotion activities of Trion, 
currently engaged in the manufacture 
of an electrostatic precipitator for 
homes and commercial establishments. 


Allen B. Du Mont Laboratories 


The appointment of Norman M. 
Markwell as sales promotion manager 
has been announced by Ernest A. 
Marx, television receiver division man- 
ager for Allen B. Du Mont Labora- 
tories. Mr. Markwell’s background is 
concentrated in the fields of adver- 
tising agency work and sales promo- 
tion in radio and allied fields, where 
he attained executive positions. 


Motorola, Inc. 


Howard C. Handwerg, regional sales 
manager of the north central area for 
Motorola, Inc., has been promoted to 
the position of assistant sales manager 


H. C. HANDWERG 


for home radios, car radios and car 
heaters, it was announced recently. 
He has been with the firm for seven 
years and has served as field salesman, 
territorial representative and regional 
sales manager. Prior to joining Mo- 
torola he was with the Johns-Man- 
ville Sales Corp. 


Ray-O-Vac Co. 


J. C. Ryan has been elected presi- 
dent of the Blake Mfg. Corp., Clinton, 
Mass., manufacturers of flashlight 
cases and a subsidiary of the Ray-O- 
Vac Co. D. W. Tyrrell, first vice- 
president and general manager of 
Ray-O-Vac, who has also been acting 
as president of Blake, will become 
vice-president of the latter, and will 
manage all Ray-O-Vac divisions. 


Stromberg-Carlson Co. 


C. J. Hunt, Stromberg-Carlson sales 
manager for radio and television, has 
announced that Keith J. Ackley, former 


KEITH J. ACKLEY 


chief radio and television inspector, 
has joined the sales division and as 
district merchandiser will cover the 
New England territory and northeas- 
tern New York. He joined the com- 
pany immediately after graduation 
from college. 


Crosley Division, 
Avco Mfg. Corp. 


New eastern regional manager for 
the Crosley Division of Avco Manu- 
facturing Corp. is William M. Shipley, 
whose appointment was recently dis- 
closed by S. D. Mahan, director of 


W. M. SHIPLEY 


sales and advertising. Mr. Shipley, an 
old-timer at Crosley, returns after an 
absence of six years, during which 
time he was vice-president of Thomas 
W. Berger, Inc., national sales and 
merchandising organization. He was 
manager of major accounts at Crosley 
from 1937 to 1940. 
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HOT WEATHER does your selling job... 
when you carry RHEEM cooling products 


summer climate. 


IN HUMID REGIONS... 


the RHEEM ATTIC FAN clears the accumulation of stale air from a home, 
office or restaurant. It sweeps out the stale air and replaces it with cool, 
fresh air. It’s scientifically designed, easy to install, economical to operate. 
Here’s a real sales booster that hot weather sells for you. 


IN ARID REGIONS... 


the RHEEM EVAPORATIVE COOLER brings a cool, humidified “inside 
climate” to any home or office, no matter how hot and dry it gets outside. 
It draws the hot, outside air through moistened filters, cooling and humidi- 
fying it. Then force circulates it through the whole space. Here’s summer- 
time comfort that means quick sales and big profits for you. 


So let summer be your star salesman this year. He'll do the work for you 
. .. you collect the profits. Call your plumbing and heating jobber right 
away and get this Rheem line of cooling products into your store. Then 
watch your profits come rolling in. Call him... TODAY. And for full in- 
formation, write Rheem, 570 Lexington Avenue, New York 22, N. Y. 


Hot weather's the salesman that brings profits rolling into your store when you carry the 
Rheem line of cooling products. For Rheem has a cooling unit to bring comfort in any 
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Electric Fan 


HEATER 


@ UNIQUE— Victron tilts to any 
angle over 180 arc—directs 
warmth up - down - front. 

M ADAPTABLE—hangs on wall, 
rests on floor or table. 

VERSATILE— ideal for drying 
hair or hose and undies; 
many year ‘round uses. 

PORTABLE—tilt-rods make 
handy carrying handle. 

LIGHT-WEIGHT — sturdy, com- 
pact— weighs less than five 
pounds. 

@ EFFICIENT—four blade fan 
... Quiet motor. 

@ saFre—heating element and 
fan well guarded. 

@ ATTRACTIVE — soft pastel VIC- 
TRON green finish. 


You'll need these quick profit- 
making Victron Heaters early. 
They're priced right, built right, 
made to sell—but fast! By all 
means reserve your fall require- 
ments NOW! 


PAGE 162 


Looking for a ‘“money-in-your-pocket” item— 
quick sales—ready profit? This is it! You'll find 
the new Victron Heater packed with plenty of 


sales angles to open purses—clinch sales. Na- 
tional advertising, dealer mat service, direct mail 
pieces, counter-window displays, local promotion 
plans .. . PLUS . . . Victron 
Heater features. 


VICTOR 


PRODUCTS 
2950 Robertson Ave., 


Manufacturers of the famed Desk-Bracket-Pedestal Fans ¢ Ventilating Fans 


MEW POSITIONS 


Florence Stove Co. 


Robert H. Taylor was elected vice- 
president in charge of sales of the 
Florence Stove Co. at a recent meeting 
of the board of directors, succeeding 
Harvey E. Golden who died in Jan- 
uary. Mr. Taylor was formerly general 
sales manager and has been associated 
with the company for 15 years, a good 
portion of which he spent as manager 
of the New York sales division. 


Eureka Williams Corp. 


New supervisor of branches for the 
Eureka division of Eureka Williams 
Corp. has been announced by George 
T. Stevens, executive vice-president, 
as H. H. Saylor, associated with the 
company since 1926 in capacities rang- 
ing from branch manager of company 
offices to product manager on govern- 
ment prime contracts. Before joining 
the company Mr. Saylor was vice- 
president of F. J. Saylor Co., Phil- 
adelphia wholesalers and retailers. 

In the Chicago branch office of the 
division, William J. Fritz has taken 


WILLIAM J. FRITZ 


over the managerial reins, according to 
an announcement by George E. Wag- 
ner, central division sales manager. 
Prior to joining Eureka before the 
war, Mr. Fritz was associated with 
the Mook Electric Co., Detroit, as 
sales manager, and before that served 
as product manager for Westinghouse 
Supply in the same city. 


Philco Corp. 


William J. Peltz, who joined Philco 
Corp. in 1925 and has had experience 
in both the radio and refrigeration 
phases of the company’s business, has 
been appointed to the executive staff 
to carry out special assignments, ac- 
cording to William Balderston, ex- 
ecutive vice-president. Mr. Peltz served 
as industrial engineer of the radio 
division, was production manager of 
that division, and was in charge of 
all Philadelphia plants of the division 
during the war. For the past 18 months 
he has been production manager of the 
refrigerator division. 

New works manager of the new 
refrigerator—freezer production facili- 
ties in Philadelphia is Charles H. God- 
schall, manager of the metal division 
of the company for the past eight years. 
He joined Philco in 1939 after ex- 
perience as manager of the toel divi- 
sion of the Edward G. Budd Co. 
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We don’t mind admitting—strictly 
among advertising people, of course 
that from time to time we have been 
sort of scared of these Chicago Sun 
readers. They don’t seem to run true 
to type of average new spaper readers 
you can recognize in the dark all across 
the U.S. if you know what we mean. 

They send in some mighty high 
minded mail, have a low flash point on 
moral issues, are not Sunday morning 
sleepers, so to speak. They take to 
serious topics like a duck to soup. 

If they disagree with something 
the paper prints, they get on the phone 
and bend the ears of the guys in the 
editorial dept something drastic. 


Asp talk about a soft touch! If 
The Sun prints a picture or a little 
piece about a sick kid, or a lost dog, or 
an old party who is tossed out of their 


abode on account of -rent trouble— 
zowie! They phone in droves and want 
to do something, kick in with cash and 
checks ... it’s a wonder the copy boys 
don’t go juvenile delinquent. 

Of course, occasionally they clean 
out some store advertising a hot value, 
and rush some Sun advertisers. Mostly 
you get the impression that Sun readers 
are people to be very respectful of. 
But from now on I am going to be 
more at ease. 


$n readers may not have feet of 
clay as the poet says, but a lot of them 
must have rolls of fat! 

On Sunday, Mar.30, The Feminine 
Angle pages carried a column article 
on how it’s smart to be slightly skinny. 
Alittle paragraph at the bottom offered 
a diet sheet showing how to take off 
ten pounds in ten days. 


li not teet of clay... 


The diet started to work next 
morning for the mailmen and our mail 
department girls, wrassling around 
the sacks of heavy mail that came in— 
couple of thousand letters a day for a 
few days before it trickled off. Late 
entries still dribble in, but at the end 
of four weeks the count of letters from 
Sun readers who want to lose some of 
that old embonpoint was 15,776! 

It is very reassuring to learn that 
some Sun readers are also concerned 
with the things of the flesh. 

There ought to be an advertising 
argument in this episode, too. Must be 
a lot of pretty hearty eaters reading 
the newspaper! Might be an economic 
index, too, as you know how much of 
the green stuff it takes to get good 
groceries these days! Guess we ought 
to try it out on some advertisers. And 
note reactions, if any. 


e CHICAGO SUN 


400 West Madison St., Chicago 6, Ill ¢ 250 Park Ave., New York 17, N. Y. 
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ADVERTISED 


reaching the most important 
farm, city and suburban markets 


“PRINCESS” RANGE 


*TWIN-8” Lo-PILOT 


Plus effective display material and backgrounds, consumer folders, reprints of 
National advertisements, sales presentation manuals, advertising mats, all available 
upon your request. Order this material direct from your Allen Distributor today! 


“The Quality Line since 1867” 


JULY 


“Lo-PILOT“OIL WATER HEATER 


NEW POSITIONS 


Whiting Corp. 


Mrs. Mary Snow has joined the 
Whiting Corp, as food consultant, ac- 
cording to Howard Roberts, vice- 


MRS. MARY SNOW 


president in charge of the refrigeration 
division. She was previously asso- 
ciated with Mr. Roberts when he was 
sales head for the Deepfreeze Division 
of the Motor Products Corp. During 
the past three years she has been or- 
ganizing and setting up frozen food 
operations throughout the nation. 
Says Mr. Roberts, “She will be in the 
field working constantly with our 
distributors and dealers.” 


Conn. Light and Power Co. 


John J. Daly, retail sales manager of 
the Connecticut Light and Power Co., 
recently announced the appointment of 


MRS. G. CROSTHWAIT 


Mrs. Gertrude M. Crosthwait as 
supervisor of home service with offices 
in Waterbury, Conn. She began her 
association with the company’s sales 
department in 1941 and in 1944 was 
made secretary to the president 


Traubee Products, Inc. 


Richard H. Roffman, for the past 
year public relations and advertising 
director of Traubee Products, Inc., 
Brooklyn, N. Y., resigned effective 
June 1. He plans to open his own 
public relations, promotion and ad- 
vertising counselling service office at 
549 West 122nd St., New York, N. Y. 
He will continue to be associated with 
Traubee in an advisory capacity. 
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HERE'S A BETTER WAY 
TO TURN IT... 


You're following the example of lead- 
ing manufacturers when you put 
Delco motors to work turning any 
type of appliance shaft. What makes 
Delco motors preferred? Their quiet- 
ness and smoothness, their compact- 
ness and efficiency . . . and their 
specialized engineering, developed 
through Delco Products’ years of coop- 
eration with the appliance industry. 
Refrigerators, washers, ironers, 
stokers, oil burners, air conditioners 
. .- Delco motors, engineered to meet 
specific torque and service require- 
ments, do a better job of shaft-turning 
for all appliances. Sizes: 1 h.p. to 5O 
h.p. Delco Products Division, General 
Motors Corporation, Dayton, Ohio. 
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«MERCHANTS ALL: When Merchants Distributors, Inc., opened its new showrooms 
g in Boston, president Max Katz (second from left) was host to executives of the 
yz” Garod Radio Corp. and some 1,000 other guests. Left to right: Max W. Weintraub, 

Garod president; Mr. Katz; James H. Hayes, New England district representative 


for Garod; and Paul B. Rofield, assistant sales manager for Garod. Merchants’ new 


= 
TT building is an addition to the original warehouse and contains about 6,000 square 
| 


HOME FREEZERS DISTRIBUTOR NEWS 


Designed to Attract... 


Marquette Home Freezers are the center of 


attraction on your display floor. They command ALABAMA New distributor for Iceberg refrig- 
attention with their gleaming white Dulux enamel R. P. McDavid & Co. I Bi erated lockers in Arkansas is the Little 
finish and contrasting black trim, polished alum- | . Rock Refrigeration Co., Inc., 417 W. 
inum name plate and door lifts. Beautifully styled | ingham distributors, have just cele- Capitol Ave., Little Rock. 
Marquette Home Freezers will win feminine hearts | brated their thirteenth Pir wet 
. and make more sales for you. with the biggest year in their history. 
In 1934 the firm boasted a capital of CALIFORNIA 
| $5,000, four employees and one major 


The Western States Electric Co. has 
opened at 1407 Columbia St., San 
Diego, as a wholesaler in electrical 


Engineered for Efficiency cee line; now the net worth is over $170,- 
000, there are 47 employees, and 23 

Marquette Home Freezers are truly dependable. manufacturers are represented. New supplies; later on, traffic appliances, 

You'll be Proud to point out to your customers quarters in the middle of downtown vacuum cleaners and other lines will be 
Marquette's fine workmanship and materials. Triple- Birmingham have just been occupied, added. W. W. Powell is president, 


Sealed doors and Scientific Thermo-Breaker for and a new city sales manager has been “ 
positive, airtight seal and efficient operation. Ha , Lester B. Kinkel treasurer and Francis 
Q. Irwin secretary. 


Hermetically Sealed Unit for trouble-free opera- — R 

tion. Cabinets are Heavily Insulated and Hermet- | arTo l. o rt - and Joseph R. C. H. Volz, formerly with Brown- 

ically Sealed. Marquette's many merchandising McDavid, president and treasurer, Johnston Co. of Spokane and the 
Cannon Electric Development Co. of 


features make them easy to sell. respectively, are owners of the firm. 
Los Angeles, is now southern Cali- 
. ARKANSAS fornia and Arizona district manager 
P r iced to Sell ee for Lynn & Chemnitz, Pacific Coast 


manufacturers’ representatives for ap- 
pliances and other lines, 


Articles of incorporation have been 

Everyone takes pride in demonstrating Marquette filed by Wholesale Appliance Co. of 
Home Freezers because they are really BUILT to Little Rock, listing authorizing stock 
sell! All Marquette Home Freezers are designed of 1,000 shares at $100 each. Incorpor- 
for Fast Freezing as well as Storage. Customers 


ILLINOIS 
ators are John Paul Ahrens, Lottie 
vol quick to recognize Marquette’s exceptiona Ahrens, Conrad Ahrens and Rose New general sales manager of Gen- 
™ on ARED FOR ACTION ... to give you fm- Ahrens Doup, all of Little Rock. eral Utilities Distributors, Chicago, is 


mediate Deliveries! Marquette backs you up 
with National Advertising. Set yourself for a 
profitable Marquette Dealership . . . go Forward 
with Marquette . . . Write or wire Today! 


MARQUETTE APPLIANCES, Inc. 


P 14, 


' SHOOTING HIGH: Two and a quarter million in sales—that's the ‘47 goal of R. P. 
McDavid & Co., Inc., Birmingham, Ala., distributors. Here you see the organization 


as it was on its recent thirteenth anniversary, a far cry from the four members who 
were in at the beginning in 1934. 
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What Hotpoint Doing Today... 
Help You the Buyers’ Market 


hing whe" 
Hotpoint 


HOW MUCH OF THIS PIE 


r ARE YOU GOING TO GET? 


The larger your line, the greater is your 
potential share of the vast 1948 market 
for major appliances. By giving you a 
complete line of eleven matched units 
for both kitchens and laundries, Hotpoint 


per sale, and thus realize maximum 
sailes.and profits — now, and in 1948. 


|major appliance sales in 1948 
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increases your chances to up dollar vol- 2 


Complete MATCHED kine / 


— 


C) 


Instead ofa hodge-podge of unmatche 
Stves you an entire line of eleven matched 
complete Electric Kitchens and Laundrie 
that nearly 3,000,000 people have paid 
Kitchen Book. This tremendous pre-sol 
-..and, in many Cases, 


d appliances, Hotpoint 
units. Intense interest in 
Sis evidenced by the fact 
10¢ each for Hotpoint’s 


-sold market is ready to buy 
you can realize sales of $2,000 or more 


per customer by concentrating on FULL-LINE promotion. 
First, Famil 


plus Dealer Support 


Hotpoint’s Full-Line Advertising in leading national 
magazines continues to build consumer acceptance 
for America’s “First Family” of appliances. In ad- 
dition, Hotpoint gives you extensive dealer helps, 
such as comprehensive sales recruiting and train- 
ing programs, positive dealer identification, pow- 
erful merchandise displays, potent sales litera- 
ture, motion pictures, slidefilms, etc., all planned 
to improve your position in the buyers’ market. 


The Franchise with a Future 


HOTPOINT IN A GENERAL ELECTRIC AFFILIATE 


5620 West Taylor Street, Chicago 44, Illinois 
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Hotpoint is continuing f° step UP production of all appli- 
ances. Modern assembly-line methods and the latest manu- 
facturing techniques have already boosted total output 
a figure above that produced in 1941- Further substan- 
tial increases will soon materialize. Anew $10,000,000 
Electric Range Plant now under construction will make 
possible 12,000 units a week by January: The time is 
rapidly — Ms have an unlimited 
supply of the fi oducts ever made! 
— 
| 
tion 
who 


PAGE 


EXTRA COST/ 


INVERTIBLE 
Duo-Disc 
AGITATOR 


Gives 2-Way Washing 
Makes MORE SALES 


Automatic Washer's 
DUO-DISC agitator 
gives your customers 
two washing methods 
in one washer at no 
extra cost. It gives you 
a “double barreled” 
merchandising fea- 
ture. 

In bottom position, 
the DUO-DISC gives 
fast, cleanresults with 
a few pieces or a tub- 
ful of ordinary wash- 
ing. 

In top position, the 
DUO-DISC gives ex- 
ceptional results with 
heavy pieces—blan- 
kets, quilts, etc. 

Remember, too, 
Automatic Washers 
have the ‘‘Stokes’’ 
sealed-in-oil, ball- 
bearing transmission 
backed by a warranty 
of trouble-free serv- 
ice. 

The tougher com- 
petition becomes, the 
more important it will 
be for you to be able 
to give your customers 
**2-in-1 at no extra 
cost.’’ Write today for 
the name and address 
of your nearest Auto- 
matic Distributor. 


AUTOMATIC WASH ER COMPANY 
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DISTRIBUTOR NEWS 


William C. Conley, who comes to the 
firm from Hotpoint, Inc., where he was 
manager of the kitchen sales division. 


WILLIAM C. CONLEY 


His new employers distribute appli- 
ances to the greater Chicago area. 
Illinois and Indiana. 

Iceberg refrigerated lockers will be 
distributed in Illinois by the Talbert- 
Thomas Co., 2457-59 S. Michigan 
Ave., Chicago. 


LOUISIANA 


The New Orleans firm of Wands, 
Inc., 1070 St. Charles Ave., will handle 
the distribution of Iceberg refrigerated 
lockers in Louisiana. 


MINNESOTA 


O. M. Kent, a 25-year veteran with 
the Minnesota Power and Light Co. 
in Duluth as merchandise sales 
manager and dealer co-ordinator, has 
organized a distributorship in Minne- 
apolis under the name of Kent-North- 
western Co. The firm has a franchise 
in Minnesota and South Dakota for 
the Kirby vacuum cleaner. 


MISSOURI 


Two new Iceberg refrigerated locker 
distributors in Missouri are Arcticaire 


Refrigeration Co. 4128 Millcreek 
Parkway, Kansas City, and Heaven 
Engineering Co., 322-24 Boonville, 
Springfield. 


NEW JERSEY 


Kamkap’s Cinderella small washer 
will be distributed in upper New York, 
Pennsylvania, New Jersey and New 
England by W. A. Nixon Sales Co., 
116 Coolidge St., Irvington. 


NEW MEXICO 


Iceberg locker distribution will be 
handled by the Albuquerque firm of 
Charles Ilfield Co., 210 N. First St., 
P. O. Box 1309. 


NEW YORK 


The entire northeast corner of 
Northern Boulevard and 33rd St. in 
Long Island City has been bought by 
John W. Walter, Inc., for a show- 
room and operational plant. Mr. 
Walter stated that the purchase was 
part of a long-range program to take 
care of increasing requirements in the 
service and parts department. Among 
lines the company handles are Stewart- 
Warner t4evision, Presteline ranges 
and Automatic washers. 

An appliance exhibit for dealers 
was held recently in the Hotel Syra- 
cuse by the Baldwin Hall Co., Inc., 
Syracuse distributors. Members of 
Baldwin Hall participating in the 
program included Robert F. Baldwin, 
Kasten E. Ingerson, S. Rodney Brown 
and Eugene E. Thompson. 

W. A. Case & Son Mfg. Co., 31 
Main St., Buffalo, are newly appointed 
distributors for Iceberg refrigerated 
lockers. 


NORTH CAROLINA 


According to L. E. Johnson, sales 
manager of the Twin States Distribut- 
ing Co. of Charlotte, the firm has just 
been made exclusive North and South 
Carolina distributor for the Rumsey 
electric lawn mower. 


‘Wet 


A 


DEEP SOUTH dealers see the Alabama presentation of the new Deepfreeze home 
freezers which was conducted by the Deep South Supply Co. C. J. McDavid, presi- 
dent of the distributing firm, was host to the more than 100 attending dealers. 


That's he on the stage. 
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Electrical Products Advertised in 
WOMAN’S HOME COMPANION 


Bendix Radio Sentinel Radio 
Dormeyer Electric Mixer Thor Automagic Gladiron 


Easy Spindrier Washer Thor Automagic Washer 2 


Emerson Radio Universal 2-Speed Washer 
G-E Irons 
G-E Clocks 
Majestic Radio 

Maytag Washer 

Norge Refrigerator 

Norge “‘Ro-ta-tor’’ Washer 

Regina Electrikbroom 
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CATHODIC 
PROTECTION 


COMPLETE 
INSULATION 


Your D.W.W. buyers become repeat 


customers... 


In your business you can’t 


D-W-WHITEHEAD 


ELECTRIC WATER HEATERS 


afford one-purchase customers. 


So sell the D.W.Whitehead 


electric water heater every time. 
You'll bring customers back . . . 


alive with pleasure over abundant 


hot water . 


service . . 


other items you sell. 


. and economy. 


come back for the 


\ / 


APPEARANCE 


. long trouble free 


ECONOMY 
OF OPERATION 


There’s a D.W.W. in every size for 


CHROMALOK every need and every type of water. 


ELEMENTS 


a} Ojo 


REQUIREMENT 
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SIZES FOR EVERY 


TO SELL THE D.W.W. 


MANUFACTURING COMPANY. 


607 WEST INGHAM AVENUE 


TRENTON NEW 


IT PAYS AND PROTECTS YOU S , 


PRECISION 
ENGINEERING 


JERSEY 


ELECTRONICS Distributing Co., 


Inc., Georgia, wholesaler of Farnsworth radios, 


posed its executives with its merchandise at the company's new home at Peachtree 


Place, West Peachtree St., Atlanta. 


Left to right: Harry H. Hurt, vice-president 


and general manager; James H. Kelly, Farnsworth's district manager; and Claude A. 
Almand, manager of Farnsworth sales for the distributor. 


DISTRIBUTOR 


Earl E. Funderburk has joined the 
sales organization of the Shaw Dis- 
tributing Co., Charlotte, and will travel 
the South Carolina territory. He re- 
cently took a course in sales and 
service of Coleman products in prep- 
aration for the job. 

Two hundred dealers of the Caro- 
linas met recently as guests of South- 
ern Appliances, Inc., in Charlotte, at 
a showing of the Eureka automatic 
cordless iron and the Eureka home 
cleaning system and vacuum cleaner. 
Speakers were Calvin D. Mitchell, 
president of the distributing firm, and 
Al DuRant, manager of the firm’s 
Eureka appliance department. 


OHIO 


American Sales & Distributors, Inc., 
33-37 N. Grubb St., Columbus, will 
handle the Quaker line of oil space 
heaters henceforth. 


PENNSYLVANIA 


The appointment of Quincy P. Car- 
vel as sales promotion manager has 


QUINCY P. CARVEL 


been announced by Leroy L. Williams, 
president of J. A. Williams Co., Pitts- 
burgh wholesalers. For many years 
Mr. Carvel was vice-president in 
charge of sales and sales promotion 
activity for Electric Products Corp., 
local Frigidaire distributors. 


JULY 1, 


New Apex Electrical Mfg. Co. dis- 
tributor for northeastern Pennsylvania 
is Charles B. Scott Co. of Scranton. 

Pittsburgh Products Co., 500 Fon- 
tella St., Pittsburgh, recently held a 
meeting of dealers to tell them about 
the Frostair Duplex refrigerator, re- 
cently introduced by the General Tire 
& Rubber Co. and produced by the 
Liquid Carbonic Corp. 


TENNESSEE 


New Iceberg refrigerated locker 
distributor in Tennessee is the Bristol 
Supply and Equipment Co., 6004 
Shelby St., Bristol. 


TEXAS 


To begin its 78th year in business 
in Texas, the Houston branch of the 
Straus-Frank Co. moved into a large 
new building at 4000 Leeland. Robert 
D. Straus, executive vice-president of 
Straus-Frank, is general manager of 
the branch. 

Oscar W. Amador, former dealer 
counselor for the El Paso Electric 
Co., has resigned to become sales man- 
ager for Gorman Engineering Co., 
Hotpoint distributor for that section 
of Texas and New Mexico. 

Quaker oil space heaters have two 
new Texas distributors — Graybar 
Electric Co., 400 S. Austin St., Dallas, 
and E. H. Krohn & Co., 1617 Basset 
Ave., El Paso. 


VERMONT 


According to Charles A. Morrow, 
vice-president in charge of merchan- 
dising for Mullins Mfg. Co., the new 
Youngstown Kitchens distributors in 
Vermont is Oakman Electric Supply, 
Inc., of Rutland. 


WEST VIRGINIA 


A home appliance and equipment 
demonstration was held in Charleston 
recently for some 25 home economists 
by the Virginian Electric Co., distrib- 
utor for the General Electric Co. 
Miss Beth Hutson and Mrs. Ruby 


. Littlefield, G-E representatives, had 


charge of demonstrations. 
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Do you dare do this with any other iron! 
This “jerk test” proves quickly to any 
woman that the Arvin Iron is built to 
stand hard daily use with the minimum 
of repair cost and “out-of-service’’ incon- 
venience. 


SELL A WOMAN an iron she can use! 


% The Arvin Automatic Iron is built for utility . .. with a// the useful 

features that make ironing faster, easier, safer on fine fabrics. Arvin stream- 

lined design, and absence of “gadgets,” are strong selling points! 

It’s light . . . with fast-heating aluminum sole plate and cast-in rod-type 

element. The extra-low heat-range (an Arvin first) makes it safe on 
delicate synthetic fabrics that must be ironed at low 
temperatures. It irons with ease and speed . . . because it has an 

easy-grip, ventilated handle, handy heel-stand, bevel $ 95 

edge and taper point. S 

It sells fast to women who really use their irons .. . at only 


Nothing like it on the market...The Arvin LECTRIC CcoOoK 


GRILLS steaks and chops. FRIES bacon and eggs. TOASTS sandwiches. BAKES waffles automatically. 


Amazing buying demand is aroused wherever this new Arvin appliance 
is shown! It’s a family-size electric grill, big as three 10-inch frying 
pans. Cooks meals for four or more, toasts four sandwiches at one time, 
bakes four king-size waffles when waffle-grids are inserted. Beau- 
tiful chrome finish, with ebony plastic, air-cooled 


base and handles. Enclosed, expanding hinge. Automatic 
temperature control. Signal light. Every woman 95 
wants one . . . for breakfasts, lunches, suppers, snacks. S 


Write for literature and place orders with your 
distributor. 


Last) . . . the name on profit-building products from 


NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 
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BUT BENEATH IS THE SAME 


DEALERS and dealer sales personnel of the Portland, Ore., area recently joined 
the ranks of He-Men Cooks in preparation for an aggressive selling campaign on 
Frigidaire ranges. Under the supervision of R. R. Macintyre, sales manager, the 
Sunset Electric Co. of Portland has staged a series of training schools. 


MECHANICAL EXCELLENCE 
THAT MADE THE DUCHESS FAMOUS | 


The big new Duchess models are sleek and beautiful but beneath 
the new exteriors their reliable mechanical excellence remains un- 
changed. Today's models still are pacemakers in performance with 
sales-clinching features like Duchess’ Silent Ball Bearing Transmis- 
sion, the Triple Flex Aluminum Spiral Agitator that washes ALL 
the clothes ALL the time and the newest type Lovell Pressure 
Cleanser. Your customers will be glad they dated the Duchess and 


so will you. 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 


WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO | 
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CONNECTICUT 


An ambitious promotional program 
was carried out recently by the Zemel 
Brothers appliance store in New 
Haven. To sell Kelvinator home 
freezers, they worked up a display in 
a supermarket, held a drawing with a 
freezer as a prize, and carried out a 
one-session cooking class. Many of 
the 250 present at the drawing signed 
up for participation in the company’s 
freezer rental program, whereby a 
freezer is installed in the home, with 
the first month’s charge being $15, and 
$10 a month thereafter. If the machine 
is bought, the rent paid to date is 
subtracted from the total purchase 
price without interest. Zemel Brothers 
reports that its three-week promotion 
has really hit the mark. Herman and 
Louis, the brothers Zemel, also an- 
nounce that a $50,000 modernization 
program is underway in the New 
Haven store, and that the name Radio 
Center, which has been used in the 
past, will be dropped. Donald Quint 
has been appointed director of advertis- 
ing for two of the firm’s stores and ad- 
viser in advertising for the third. 


FLORIDA 


George W. Churchill, sales manager 
of the Florida Appliance and Supply, 
Inc., is conducting a special school of 
instruction on different lines handled 
by the firm. The sales force is ex- 
panding, and sales techniques will keep 
pace with this growth, to the best of 
the store’s ability. 


GEORGIA 


I. M. Bame announces that Frank 
Sule is the new manager of Bame’s, 
Inc., at 60 Broad St., N. W., in At- 
lanta. The store specializes in records 
and appliances. 

Three floors and a basement will be 
occupied soon by the Peoples Furni- 
ture and Appliance Co. of Atlanta, in a 
recently purchased building at 110-112 
Hunter St. S. W. As a beginning 
step, the building will be remodeled. 

A veteran of more than twelve 
years’ experience in the home heating 
field, A. L. Ross, has been made sales 
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manager of the Home Heating & Air 
Conditioning Co. of Atlanta. He has 
been holding the position of manager of 
the heating division of Charles S. 
Martin Co. 


KANSAS 


The Eldridge Electric Co. of 
Lenora, owned and operated by Dick 
Eldridge, plans to open a store in 
Norton soon, featuring a full line of 
appliances. Dale Van DerWege will 
assume management of the new store, 
after the building has undergone com- 
plete interior redecoration. 

A recent purchase makes John 
Zlenka of Great Bend the owner of the 
Westinghouse Electric & Appliance 
store in Elkhart. D. L. Roberts is 
relinquishing his interest in the firm. 

Leonard Sammons, formerly assist- 
ant manager of the Quenzer Hardware 
& Appliance Co. in Norton, has become 
manager of the Gamble store at Stock- 
ton. The latter firm has been ex- 
tensively enlarged and remodeled. 

According to C. H. Neely, owner of 
the Neely Farm Equipment Co., 
Topeka, his firm has purchased the 
Capital Refrigeration Service at 
Eighth and Lake in the same city, from 
C. F. Calvert. Mr. Calvert has been 
named as manager of the new organ- 
ization, in charge of both the sales and 
service departments. 


LOUISIANA 


Weiner’s new furniture and appli- 
ance store has opened at 120 Huey P. 
Long Ave. in Gretna. The firm al- 
ready has another west side store at 
137 Delaronde St. in Algiers. 


MISSOURI 


Vacant frontage of 75 feet on Grand 
Ave. in Kansas City will soon be filled 
by the Superior Electric Co. 3120 
Main St. A one-story building with 
5,000 sq. ft. of space will be erected 
with parking space accounted for. 


NEW YORK 


One of the lessees of space in the 
new million-dollar Delaware Park 
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W READY FOR 
IMMEDIATE DELIVERY ; 


COOLS + CLEANS + CIRCULATES » HUMIDIFIES + HEATS 


Now, at last, somebody has done something about 
the weather! The Airette Portable Air Conditioner insures 


year ‘round comfort for home or office regardless of the tem- 


... IN SUMMER 


Airette brings cool 
invigorating breezes into 

a room. No more sweltering 
in the heat for Airette 
owners. 


perature or humidity. 

Naturally, everybody is talking about Airette. Everybody wants 
one—NOW. Airette is economical to operate, easy to handle (it 
weighs less than 22 pounds! ), and requires no plumbing con- 
nections or special fittings. It fits into any standard electric socket. 

Its richly finished cabinet in metallic gray or brown, with a grill 
of hand-polished aluminum, harmonizes with any modern set- 
ting. . And, in addition to its “Cold” and “Hot” temperature 
control, Airette has 1,001 uses: it removes dust, dirt, and pollen 
from the air and is extremely beneficial for hay fever and asthma 


sufferers. Airette humidifies, 


° 
circulates and cleanses the air. 


110 - 120 volt, 50 - 60 cycles AC only 

Heating Element........... Specially engineered high 

capacity nichrome 

NATIONALLY ADVERTISED Consumes 1500 Watts 


tising in Life, Saturday 


Evening Post, American we 
Home, Better Homes and 
Gardens, and other top 


publications. 


RETAILERS: Contact your jobber at 
once or write direct for AIRETTE 


jobber nearest you. guarantee. 


OTHER Welle HELPS 


Attractive display cards, 


envelope stuffers, and a 


complete publicity cam- 


paign through radio, news- 


papers, and magazines. 


1041 N.Sycamore Avenue 
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AIRETTE MANUFACTURING, ING. 


...1N WINTER 


A twist of the switch and 
Airette brings a glorious 
glow into a room even on 
the frostiest days. 


.. IN ADDITION 


It filters the air at all times 
and is a wonder at drying 
hair, clothes or dainties 

in a jiffy. 


* 


JOBBERS: Write or wire at once for 


choice territories. Full manufacturer's 


Los Angeles 38, California 
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THE FIRST /) AIR CONDITIONER 
GEL 
i? 
— 
Approx. 26 x 13 x 12 
24 
5100 BTUS 
List Price, complete........$99.95, excise tax included 
5 


Thorough Washability! Full 8-pound load is gently washed 
by energetic agitator-action! 

Super-quiet gears! Sealed in rust-proof metal housing— 
diminish vibration. No oiling! 


Thermo-sealed tub! Porcelain Mullins tub keeps water 
hot, suds deep. Easy to clean! 


No bolting down! Rolls on big fibre casters. Can’t mar 
floors! Foot treadle brake! 


Modern styling! Slips snugly between other appliances at 
work-level. Handy table-top! 


Extra economy! Uses less soap, less hot water. % HP 
P> 


motor, mounted horizontally, saves current! 


Fingertip controls! Only 2 major controls. Just 2 minutes 
to fill— less to pump itself dry! 


De luxe wringers! Lovell or Chamberlain Wringers dry 


wash drier than a spinner. 


Safety firsts! All moving parts enclosed in a triple-enamelled, 
welded-steel waterproof cabinet. Wringers boast hair-trigger 
safety-bar at both sides. Fire Underwriters’ approved. 


Thoughtfully engineered! Woman-wise from every angie 
— backed by 25 years of creating Laundry equipment! 


FOR FURTHER INFORMATION, WRITE: 
THE YOUNG CORPORATION, FALL RIVER, MASS. 
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ww H's HEAT 


a SUN LAMP. 


BEST DISPLAY in the recent dealer contest run by Westinghouse for its Select-o- 
ray combination sunlamps and heat lamps was that built by the Rochester Gas 
and Electric Corp., Rochester, N. Y. Elmer Villnow was the designing genius whe 


won the $100 first prize. 


Shopping Center to be erected on Del- 
aware Ave., Buffalo, is the Kayser Gift 
& Electrical Shop. Parking facilities 
for more than 500 cars will be pro- 
vided in the front and rear. 


SOUTH CAROLINA 


The Gosnell Furniture Co. of Spar- 
tanburg recently threw its doors open 
for business at 175 N. Church St. For 
the opening a limited supply of home 
appliances was on hand. 

The Starr Electric Co. has moved its 
retail department to 255 N. Greene 
St., the location formerly occupied by 
the Lloyd Electric Co. Starr has been 
doing business at 231 N. Greene until 
now. 


TENNESSEE 


A recent sale marked the expansion 
of Roy Good's to larger quarters in its 
new home at Kerr and Gaither, with 


plenty of appliances included in the 
sale. 


TEXAS 


The new Lynn’s Jewelry store at 
Main and Lamar Sts. in Dallas has 
just opened a large and completely 
stocked small appliance department. 

The General Electric franchise for 
the area has been awarded to the Gen- 
eral Appliance Store, 419 W. Main 
in Denison, who will handle a com- 
plete line. 


VIRGINIA 


In Salem, the Maytag Appliance Co. 
has opened a new store at 29 E. Main 
St.—"Service is our specialty.” 

Johnson Electrical Appliance Co., 
S. C. Johnson, president, has increased 
its maximum authorized capital stock 
from $15,000 to $30,000, in an amend- 
ment to its charter. 


INTEREST in Thor Automagic washers and Gladirons exhibited at the recent Mil- 
waukee Home Show ran high. Harold Weishear, Milwaukee branch manager, shows 
how easy it is to iron @ shirt while Herbert Whitney, city sales department, tells 
the folks about the combination dish and clothes washer. 
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< Yes, 3,000,000. Three million. Husbands and wives — heads of families 
— 3,000,000 of them — with good incomes — pore over Better Homes & 
Gardens for the help it gives them in living better in a better home. 
(Cover to cover, ads and all.) 


It’s 100% service that screens out casual readers, and gives you this 
active homemaking market that spends billions every year. 


That’s too big a market for you to miss. May we tell you how BH&G is 
100% service for you, too? 
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TO HELP YOU SELL 
THE GILL ELECTRIC STOVE! 


Thirteen times this year, Life's millions of eager readers will learn 
that the Gill Electric Stove is ideal for apartments, porches, trailers, 
barbecues, week-end cabins, offices, rumpus rooms and breakfast nooks. 
LIFE’S READERS will want the Gill Electric Stove because it bakes, 
boils, toasts, roasts, frys and broils with the efficiency of a large range, 
yet it is table-size and portable. 

LIFE’S READERS will like the Gill Electric Stove because it is made of 
stainless steel and aluminum . . . its griddle is cast aluminum for 
lifetime wear. Adjustable heat control makes cooking easy. Mar-proof 
feet save tables. 

LIFE’S READERS will be thrilled because the Gill Electric Stove takes 
no special wiring . . . it can be plugged in anywhere with 110-120 


volts. 200-1650 watts. It is 221/2” wide, 141/2” deep. In back, 11” high; 
in front, 8'/2” high. AC — Model G-175. 


Gill Electric Stove with drip pan and grill, and cast © 
griddle ONLY $39.95 List. 


Underwriters Laboratories Approved (ur) 


...and for very limited space—the 
GILL “185” 

Only 15” wide, weighing approx- 
imately 7 lbs. Toast, roast, bake 
or broil in the broiler-oven while 
food frys or boils on the surface 
element. 200-1000 watts. Stainless 
steel top, aluminum sides. 110-120 
volts. Model Gill 185, AC. 


ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 


200 Citrus Ave., Redlands, Calif. 
“Quolity electrical products since 1920” 
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RCA VICTOR 


FIRST STOP: The RCA Victor-Allied Sfores Television Caravan had to stop first at 


Camden, N. J., 


wide series of television demonstrations. 


to pick up the equipment with which it would put on its nation- 
Joseph B. Elliott (right), vice-president 


of RCA Victor, says good bye to Lygia Jarantow (left), Samuel H. Cuff, general 
manager of the caravan, and Irene Murphy. First demonstration was held in Pom- 
eroy's department store, Reading, Pa., on May 20. 


DEPARTMENT STORES 


Hecht's "Seventh Heaven" 
Features Appliance Displays 


For a _ post-Easter promotion of 
heavy appliances the Hecht Co., Wash- 
ington, D. C., renamed its 7th floor 
appliance department, “Seventh 
Heaven,” boosted it with ten full 
pages of newspaper ads, 14 window 
displays, a cocktail party for local 
dealers and suppliers. Recently re- 
modeled, the floor has 18,000 square 
feet of floor space, includes facilities 
for the display of 32 refrigerators, 10 
freezers, 40 ranges, 15 sinks, 10 hot 
water heaters, 15 utility cabinets, pro- 
vides six listening booths, four tele- 
vision display rooms, seven platforms 
for the showing of 50 console radios, 
and six platforms for over 100 table 
model radios. 

The walls above each department 
are lined with cutout illuminated let- 
terings of the various brands dis- 
played. The floor covering is dark 
blue rubber. The same material also 
backs and fronts all display platforms. 


Kahn and Booker Promoted 
At Hecht's, Baltimore 


S. Frank Kahn, merchandise man- 
ager for all appliance departments, 
has added the managing of radios 
and records, house furnishings, toys, 
and wheel goods to his duties at Hecht 
Brothers, Baltimore, Md. Also pro- 
moted was Philip Booker, Mr. Kahn’s 
assistant, who has been made buyer 
of refrigeration and laundry equip- 
ment. 


B. Altman Names Hoff 
Radio and Record Buyer 


LeRoy Hoff, buyer of umbrellas and 
luggage for B. Altman & Co., New 
York department store, has expanded 
his duties with the addition of buying 
responsibility for radios and records, 
replacing Richard Weisz, deceased. 
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Schuster's Introduces 
Akka Automatic Washer 


The three Schuster Milwaukee de- 
partment stores recently sponsored 
the debut of the Akka Automatic 
washer, a product of the Appliance 
Corp. of America, with a spread in 
the Milwaukee Journal and 150,000 di- 
rect mail pieces. Milwaukee was the 
first market to be opened by the manu- 
facturer. 


Kemper Resigns Buyer 
Post at Hutzler Store 


Paul Kemper, buyer of major appli- 
ances and radios for Hutzler Brothers 
Co., Baltimore, Md., recently an- 
nounced his resignation from that posi- 
tion. At the time of his resignation, 
effective April 19, he had not an- 
nounced his future course of action. 


Kobacker Furniture Store 
Enlarges Appliance Section 


The Kobacker Furniture Store, 
115-119 West Water St. Elmira, 
N. Y., has launched a modernization 
program which includes an enlarged 
electrical appliance division en the 
first floor. A new front will be added 
and the entire interior will be redec- 
orated, 


Watertown Mattress Devotes 
First Floor to Appliances 


The Watertown Mattress Co., which 
recently opened a new five-story home 
furnishings store in Gouverneur, N. Y., 
has allocated the entire first floor 
to the display and sale of electrical 
appliances. The new quarters, for- 
merly the St. Lawrence Inn, has 
50,000 square feet of floor space and 
was completely remodeled and re- 
decorated. Arnold Burgess has been 
named store manager. The firm also 
operates appliance stores in Water- 
town, Lowville and Carthage. 
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IT PAYS TO LET THE 
POST LIGHT THE WAY 


The makers of America’s most-asked-for 


light bulbs have placed more advertising 


in The Saturday Evening Post than in any 


other magazine. 


Fortunate indeed 

is the dealer who 

handles products 

that are plugged 
in the Post. 


ate 
> ‘i 
| 
= 
4 
aN 
< 
a 
‘ee 
vation- 
sident 
jeneral 
>. 
> 
4 
‘ 
a" 
r . 
,@2 
ae 3 
3 
-- 
j 4 
‘ — f 
og? 2 q 
ce and —_ 
: 
m also > 
ater 
ISING 


@ A WINDOW FAN WITH COMPLETE ADAPTABILITY; 
ideal for homes, apartments, offices; plugs in any |10-Volt 
AC outlet; complete with I1' cord. 


@ PACKAGE UNIT SALES; sells in carry-home cardboard 


carton; no installation or follow-up worries. 


@ EASY TO SELL; customers know and want the Windo- 
Wind*; Bar-Brook offers a complete advertising and mer- 
chandising program for your assistance. 

@ QUICK INSTALLATION; installed in average window in 3 
minutes using only a screwdriver; can be used on stand or 
permanently mounted on wall or ceiling. 

@ DEPENDABLE PERFORMANCE; quiet, smooth operation; 
2-speed switch; designed for dependable, trouble-free per- 
formance. 

@ ATTRACTIVE APPEARANCE; streamlined and compact: 
only 5!/," thick, 30" square; durable ivory enamel finish. 
Optional Metal Louver Grill adds distinction and safety. 

@ EXCELLENT CONSTRUCTION; 
welded all-steel case; ingenious rubber 
mounting eliminates belts and pulleys. 


The Bar-Brook Windo-Wind*, the truly 
functional window fan, is an established 


profit-maker. Assure your customers BAR-BROOK 
comfort cooling, assure yourself steady BREEZEBUILDER* 
profit — inquire about the Windo- ATTIC FANS 
Wind* today! Available 

in 4 Sizes 
*Trade Merk 
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EMPLOYEE TRAINING, one of the cardinal principles of Hale Bros., California 
department store operators, gets a boost from Truman W. Ball (standing, left), San 


Francisco district manager for Proctor Electric Co. Also standing are Ray Hurd, 
Hale's manager of appliance sales, and W. B. Doidge, educational director for 


the stores. 


DEPARTMENT STORES 


Newman New Manager 
at Clayton's, N. Y. 


Arthur R. Newman, formerly with 
Sam Reiner, Inc., Columbia Furniture 
Co., and Spear & Co., all in New 
York, has joined Clayton’s Depart- 
ment Store, also in New York, as 
manager and buyer of appliances and 
furniture. 


Dowe Named to Handle 
Levy's Radio Section 


New managing director of the en- 
larged radio department of Levy Bros. 
department store in Niagara Falls, 
N. Y., is Joseph Dowe, former techni- 
cal inspector for the Bell Aircraft 
Corp. 


Gimbel's Combines Parking 
Lot and Home Appliance Store 


Gimbels of Milwaukee solved its cus- 
tomer parking problem and simul- 
taneously increased its customer traf- 
fic by building an appliance depart- 
ment, Electric City, around a new 
700-car capacity parking lot. Recently 
completed, the Parking Pavilion has 
facilities for handling 2,400 cars a day. 
Electric City includes an auto acces- 
sory department, a major appliance de- 
partment with three model kitchens, a 
radio department and a sporting goods 
department. 


Stix, Baer Features 
Sub-Deb Platter Party 


The collecting and care of phono- 
graph records was the subject which 
attracted some 350 teen-agers to a 
sub-deb “platter” party recently con- 
ducted by Stix, Baer & Fuller, St. 
Louis department store, under the 
supervision of Thelma Carolyn Stiers, 
sub-deb. counsellor for the store. 
Record accessories were promoted, 
though not sold, as a part of the meet- 
ing. Featured speaker was Charles 
Menees, radio record commentator and 
record reviewer for the St. Louis 
Post Dispatch. 


Gertz Analyzes Department 
Store Uses of Television 


In cooperation with RCA Victor, 
Gertz Department Store, Jamaica, 
L. L, N. Y., is making an intensive 
analysis of the use and effectiveness 
of television in the department store, 
according to Max Gertz, vice-presi- 
dent. 

From June 3 to 7 a series of tele- 
vision demonstrations sent programs 
by direct wire from a special studio 
on the store’s fourth floor to receivers 
located in store windows, the radio 
and television department, and to ten 
other strategically lecated telestations. 
Programs showed the wares of 11 lead- 
ing national advertisers plus a variety 
of entertainment programs. A newly 
completed $5,000,000 addition to the 
store was built with video wiring in 
place should the exploration indicate 
the practicability of a permanent tele- 
vision studio. 


Caffey Appliance Head 
at Michael's, Newark 


New merchandise manager for the 
electrical appliance, juvenile and house- 
furnishings, bedding and floor cover- 
ing departments at Michael’s Newark, 
N. J., is Paul V. Caffrey, former 
manager of the Sears Roebuck store in 
Kearney, N. J. 


Aronoff Radio Buyer 
at Abraham & Straus 


Irving Aronoff, former clerical 
assistant to Sydney Solomon, general 
merchandise manager at Abraham and 
Straus, New York, is acting as buyer 
of radios and records on a temporary 
basis, it was revealed recently. 


Brady Replaces Fischman 
at Washington Hecht Store 


The Hecht Co., Washington, D. C., 
recently announced the appointment of 
Joseph F. Brady as radio and washing 
machine buyer, succeeding Max Fisch- 
man, resigned. 
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Every Woman 
when she owns 


‘ ONLY NESCO HAS THE BUILT-IN TIME CLOCK! I" practically universal—the feminine desire for Nesco Roasters! 
her evening in And why not? Thousands of enthusiastic Nesco owners from 
r Nesco, sets the clock and thermostat, and goes out. 
7 Comes home to a perfect dinner! coast to coast have been praising them for years to friends, neigh- 
bors and relatives. 

ONLY NESCO HAS THE INSULATED COVER! Two : 

sheets of steel, with insulating sir between them, Add to this a beautiful new line that has more sales appeal than 
; reduce preheating time many minutes, save fuel, ever before—backed by a record-breaking, hard-hitting 1947 na- 
i help Che Machen tional advertising campaign in the best-read women’s magazines— 
AUTOMATIC THERMOSTAT WITH SIGNAL LIGHT! and it’s easy to see why Nesco is America’s most-wanted roaster 


Maintains whatever temperature she sets. Signal 
light indicates when current is on. When light is 
out, food is cooking on stored heat. 


among housewives and dealers alike. 


NATIONAL ENAMELING AND STAMPING COMPANY 
World’s Largest Manufacturer of Housewares 


EXECUTIVE OFFICES: 270 N. 12th ST., MILWAUKEE 1, WISCONSIN 


SALES OFFICES: MERCHANDISE MART, CHICAGO * CANDLER BLDG., ATLANTA 
200 FIFTH AVENUE BLDG., NEW YORK * AMBASSADOR BLDG., ST. LOUIS 
WESTERN MERCHANDISE MART, SAN FRANCISCO 


A TWIST OF THE WRIST OPENS THE COVER! Just 
turn the knob on the lower right of the Nesco and 
cover opens smoothly, quietly. No need to lift 
cover with your hand. Positive latch. 
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Twin wea 


A neat looking nine that is to be 
reckoned with - making hits regularly. 
Keep your’ betting eye’on DOMINION! 
Dominion Electric Corporation, 
Mansfield, Ohio. 


TRADE MARK 


SRO: The Reddy Kilowatt Theater had its “standing-room-only” signs out during 
the Central Washington Fair, Yakima, Wash. The exhibit, sponsored by the Pacific 
Power and Light Co., told the story of farm and home electrification. Some 10,000 
visited the display, prepared by Howard O. Whelpley, new business department 


advertisement specialist. 


LEAGUE ACTIVITIES 


~ 


“Modern Mode” Automatic 
Sandwich Toaster, No. 1201 


“Modern Mode’ 
Toaster Wattic Iron, Nos wich 
_ DISTRIBUTED BY 
UTABLE JOBBERS ACROSS THE NATION 
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Harlan Named President 
of Detroit Association 


C. A. Harlan, head of the Harlan 
Electric Co., Detroit, Mich., was re- 
cently installed as president of the 
Electrical Association of Detroit. Mr. 
Harlan has sparked an extensive cam- 
paign for the increased use of elec- 
tricity in the home, patterned on the 
National Electrical Manufacturers As- 
sociation’s “Go All Electric’ Cam- 
paign. 


New Orleans League Seeks 
Minimum 40 Percent Discount 


The Radio Dealers Association of 
New Orleans recently passed a resolu- 
tion requesting the Radio Manufac- 
turers Association to work toward a 
minimum 40 percent trade discount 
and a two percent cash discount. The 
resolution was signed by A. C. Denny. 

The present margin of profit on 
radios and combinations is inadequate 
to permit profitable merchandising of 
radios and to allow the dealer to keep 
a competent sales organization, the 
resolution states. Introduction of FM 
and other complicated equipment re- 
quires the maintenance of more eff- 
cient service departments and more 
diversified sales program, declares the 
association in its resolution. 


Southern Calif. League 
Sponsors Refresher Classes 


A series of evening refresher classes 
for dealers and their sales personnel is 
currently being conducted in Los 
Angeles under the supervision of the 
Distributive Education Department of 
the city schools and sponsored by the 
Southern California Radio and Elec- 
trical Appliance Association in co- 
operation with the Department of 
Light and Power. Walter E. Elieson, 
of the Department of Commerce, is 
conducting the course. 
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Hawaiian Dealers Form 
Oahu Appliance Assn. 


Fifty-seven Oahu appliance and 
radio dealers recently formally adopted 
a constitution and by-laws of the Ap- 
pliance and Radio Dealers Association 
of Oahu. The following officers were 
elected to serve for the current year: 
Ralph Miyazono, president; William 
Nugent, vice-president; L. W. Clif- 
ford, secretary; Richard Yamaoka, 
treasurer. 

Keynoting the objectives of the 
association is this excerpt from the 
constitution: “To coordinate the activ- 
ities of appliance dealers on Oahu in 
the interest of (a) the respective deal- 
ers as individuals, (b) the several 
branches of the appliance industry, and 
(c) the public.” Mr. Otto Ludewig, 
president of the Electrical Appliance 
Distributors of Hawaii; was guest 
speaker at the formal organization. 
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EN ROUTE Laundry service? Not quite. 
The Thor Automagic washer and Glad- 
iron were just passengers on the Amer- 
ican Airlines flagship Illinois for a rec- 
ord-breaking flight from Chicago to 
New York. 
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| 3 FAC THAT SPELL 
i BIGGER PROFITS WITH G-E LAMPS 
1, HIGH PROFIT ITEM—Volume sales plus a good 3. steapy DEMAND- All your customers need G-E . 
profit margin makes G-E lamps a top-notch lamps the year ‘round. ; 
money maker. 
4. MERCHANDISING COOPERATION-— You can always 
2. ADVERTISING SUPPORT-—Week after week General count on General Electric for up-to-the-minute 
Electric advertising pre-sells G-E lamps to your merchandising ideas, outstanding displays and 
i trade—stimulates interest—expands your market. other point-of-sale material. 


S. FASTER TURNOVER—More and more people pre- 


a fer General Electric lamps. They’re easier to 
000 sell because the G-E monogram is a recognized 
nent guide to value. 
- 6. COMPLETE LINE—General Electric makes lamps 
P 
“ for every need. A bigger market for you! 
ad | 7. No stock INVESTMENT—Lamps come to you on 
44 : consignment. No loss through price changes. - 
No obsolescence. Non-perishable item. 
P 
Tid 8. QUALITY LEADERSHIP —You’re sure of customer 
ge] satisfaction, because General Electric 
“iad research is constantly at work to make 
and “ag G-E lamps... 
ted 
Ap- 
ion 
ere 
ar: 
am 
lif- 
ka, 
the 
the 
iv- 
in 
al- 
ral 
ind 
ig, 
ice 
est 


‘ 


NG ELECTRICAL MERCHANDISING—JULY 1, 1947 PAGE 181 


~ 
k 
2, 3 
te. 
d- 
or- 


PAGE 


No Rub, 


No Scrub! 


This portable electric washer, made of bright, 
shining stainless steel, is sure to be a best 
seller — because housewives know that stain- 
less steel means gleaming appearance, dura- 
bility, and resistance to rust. The manufacturer 
who chooses to make his product of stainless 
steel also indicates — by his choice of this 
beautiful and serviceable metal —his confi- 
dence in the quality of his product. For tips 
on how stainless steel helps to sell other appli- 
ances, write to Department L-7, Room 308, for 
our monthly publication, ELectromet Review. 


ELECTRO METALLURGICAL COMPANY 
Unit of Union Carbide and Carbon Corporation 


30 East 42nd Street UCC} New York 17, N.Y 
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LEAGUE ACTIVITIES 


Spokane Technicians Adopt 
Better Business Policy 


The Associated Radio Service Tech- 
nicians of Spokane, Wash., composed 
of technicians and small repair shop 
owners, recently adopted a policy to 
promote better business relationships 
between wholesalers and retailers in 
that area. R. M. Miller was appointed 
chairman of the fair business com- 
mittee by Jack Kenney, association 
president. 


Tyree Named President 
by St. Petersburg Group 


M. W. Tyree is the new president of 
the St. Petersburg Electrical Dealers’ 
Association, St. Petersburg, Fla. 
Charles W. Brestle was elected vice- 
president. 


New Dealer Group Formed 
in Chelan, Washington 


Electrical dealers and contractors of 
the Chelan, Wash., trading area re- 
cently organized the Chelan Electrical 
Dealers’ Association. Aiding the ini- 
tial organization were Richard Nel- 
son, vice-president of the Spokane 
chapter; Frank A. Tool, secretary of 
the Spokane group; Earl Snyder, pres- 
ident of the Big Bend chapter, and 
Fred J. Williams, Big Bend secretary. 


Columbus League Installs 
Officers at Dinner Meeting 


Newly-elected officers of the Colum- 
bus (Ohio) Electric Dealers’ Asso- 
ciation were installed at a recent 
dinner meeting. Heading the list of 
executives is William Hoermle, pres- 
ident, of the Hoermle Appliance 
Store. Others include Herbert Thom- 
as, Young & Thomas, Inc., first vice- 
president; L. L. Claymier, Star Furni- 
ture Co., second vice-president; and 
Stanley A. Dennis, Columbus & 
Southern Ohio Electric Co., secretary- 
treasurer. Feature speaker of the 
meeting was R. M. Lagatella, refrig- 


eration sales manager for the Great 
Lakes district for General Electric 
Co., who discussed the “Future in the 
Refrigeration Field.” 


McKellar Heads Province of 
Quebec Radio Trades Assn. 


D. C. McKellar of the Northern 
Electric Co. was elected president of 
the Province of Quebec Radio Trades 
Association at the recent annual meet- 
ing. Other officers include: L. G. 
Dunn, Canadian General Electric Co., 
vice-president; James Dempster, sec- 
retary-treasurer. M. N. Elliott, Cana- 
dian Marconi Co., was the retiring 
president. 


Pickett Installed as Head 
of Tulsa Dealers Group 


Raymond L. Pickett, manager of 
the appliance division of Vandevers 
department store, was recently in- 
stalled as first president of the Tulsa 
(Okla.) Appliance Dealers Associa- 
tion. C. E. Miller, C. E. Miller Furni- 
ture Co., is vice-president and Roy 
Meyers of the Roy Meyers Floor 
Covering Co. is secretary-tveasurer. 

Objectives of the new group are 
planned educational programs, national 
speakers of authority in the appliance 
field, sales schools, service schools, 
better integrity and understanding be- 
tween dealers and between dealers and 
customers, and organized yearly appli- 
ance shows to keep the public posted. 


Kokomo Dealers Organize 
League with 70 Members 


Seventy representatives of about 40 
electrical appliance firms in Kokomo, 
Ind., and nearby towns recently organ- - 
ized the Kokomo Appliance Dealers 
Association. Named as president was 
Paul Deardorff. Other officers are: 
Harold Tenbrook, vice-president; 
Waldo George, secretary-treasurer ; 
Clyde Simmons, Clen Cotterman, Paul 
Snepp and W. G. Lawrence, directors. 


CROWD-HOLDER at the recent Tampa, Fla., fair was the Bendix ironer as operated 
by Mrs. Frances Hall, distributor home service director of Cain & Bultman, Inc. 
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OUT-POINTS 
COMPETITION 


Point for point—feature for feature 


—Superflame offers better sales 
possibilities to dealers because they 
give more real value to users. 


Twenty-five years’ leadership is your 


assurance of quality throughout— 
refinements that people won’t pass 


up—can’t find elsewhere. 


Superflame Triple Combustion 
Burner with extra “breather” holes 
provides abundant air for com- 
plete combustion—there's no soot, 
no carbon, no unburned gases, 
even at highest flame! 3 burners 
in one! Deep Burner Throat pro- 
duces radiated heat for better 
combustion—even with low grade 
fuel! 


And Superflame is the complete 
line with a style—a model—and 
three price ranges—for every need, 
every purse. Get the facts on Super- 
flame—they sell faster because they 
look better—ARE better! 


Superfiame's exclusive Fuel Saver. 
Most effective sales clincher ever 
incorporated in anoil space heater! 
Prospects SEE how they save— 
WHY Soperfiame will give them ‘- 
more warmth for their fuel dollar! 


EA, MINN N. 


Hee 


PAGE 183 


ELECTRICAL MERCHANDISING—JULY 1, 1947 


eat 
rc 
the 
Ss. ; 
~ 
>" 
| 
| 
+ 
y 
\ | SVE WORK: 
16 
: 


od 


PAGE 


184 


Model 


FOR “KOOLER KITCHENS” WINDOW DISPLAYS 


Featuring 


“KOOUR-KITCHEN” PRESTO COOKER 


windew reproduced te axssiat you in en- 


tering this contest 


“KOOLER-KITCHENS” Window 


Streamers end other PRESTO COmKER display materi- 
oft oveilable on request. 


NATIONAL 


COOKERS 


66 Prizes Totaling $3,000! 


ons yy 43 Prizes for Hardware and Appliance Stores! 


23 Prizes for Department and General Stores! 


Drcslo PROMOTIONS PAY! And, here’s one that hits the 

“jack-pot” for Presto COOKER retailers. It will increase your 
sales of these remarkable, fast-selling, big profit-paying utensils. 
It can win a cash prize for you, amounting up to $250! All you 
do is install window displays during the months of July and 
August, featuring Presto CooKERrs and why they make kitchens 
cooler. Snapshots or photographs of your “Kooler-Kitchens” 
window displays can win extra cash for you. This contest is open 
to all Presto dealers. Every dealer, large, medium, or small, 


has an equal chance to win! 


ERE’S HOW TO GET YOUR SHARE | 


$3,000 Dresle Cash Prizes! 


Install one, or more window displays 
Presto Cookers for ‘‘Kooler- 
Kitchens” during the months of July and 
August 

2. Take a photograph or snapshot of each 

window you install. Send in as many en- 

tries as you wish. 

3. All entries will be classified into two 
roups: (A) Department and General 
tores. (B) Hardware and ApplianceStores. 

4. For the best window disploys submitted Kd 

department stores or general stores, the fol- 

lowing prizes will be paid: 
Ist Prize, 
gee Prize, $150. in Case of 
3rd Prize, $100. 90 Ties 

20 Prizes of $50.00 each 

For the best window displays submitied by 

nardware or ewe stores, the following 


i ill be pa 
Prize, $250.00 Duplicate Prises 
2nd Prise, $150.00 In Case of 


3rd Prize, $100.00 Ties 
40 Prizes of $25.00 each 

(lf the prize money is to be divided 
amoag two, or more people in any store, 


such division is to be made by the store’s 
own management as it deems equitable.) 

Originality and Presto 
Cookers will be given foremost considera- 
tion in awarding prizes. 


5. On the back of each photograph or snap- 
shot, state the following: (A) name of 
the person who installed the display. (B) 
The name and address of your store. (C) 
The length of time that each display was in 
the window. (D) Also state whether yours 
is a department, general, hardware, or ap- 
pliance store. 


6. Judges’ decision will be final. All pho- 
tographs will remain the property of 
National Pressure Cooker Company. 
All entries must be postmarked before mid- 
night, August 31, 1947, and must be addressed 

to: “Kooler-Kitchens” Display Contest, National 
Cooker Company, Eau Claire, Wisconsin.”” 
7. Prizes will be paid to the individual whose 
name accompanies the winning entries. 
Photographs of winning entries with suitable 
publicity releases aaa on winners will be 
sent to all leadi di with 
requests for publicity. 


NATIONAL PRESSURE COOKER COMPANY 
World's Largest Manufacturers of Pressure Cookers and Conners 


General Offices and Factory: Eau Claire, Wisconsin 
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Of Elephants and Buyers 


The following paragraphs recently 
appeared in High-Lights, a monthly 
publication of the Electrical League 
of Indianapolis. They found the item 
in Currents, official organ of the Ne- 
braska-lowa Electric Council. Where 
Currents found it we don't know, but 
here it is: 


TWO MILLION AMERI- 
CANS NEVER SAW AN 
ELEPHANT 


That headline over a newspaper 
editorial tells the story of why the 
circus will come back next year. 
Same old stuff, you say—same old 
animals, same old stunts, same old 
ballyhoo. Maybe a few new thrills, 
but mainly the same old circus we 
saw when we were kids. 

True, but every business man 
should be compelled by law to see 
the circus every year because of the 
great advertising truth taught 
therein. Sure, the same old elephant 
walks around, but between the time 
you saw the elephant this year and 
the time when you'll see him next 
year, two million new Americans 
will have arrived in this old world. 

Every year two million babies 
are born. Every year one million 
boys reach the girl crazy age and 
start shaving the down off their 
chins for the benefit of a million 
young women who suddenly be- 
come acutely clothes and cosmetic 
conscious. And every year, in spite 
of everything, two million young 
folks up and get married and start 
new homes. (And these new homes 
and hundreds of thousands of old 
homes need adequate wiring and 
new electrical appliances.) Yes, 
every day in the year, new people 
become interested in the advertise- 
ments of every phase of the elec- 
trical industry. Yesterday they 
weren't interested. Today they are. 
Tomorrow other people- will be. 
That’s why it pays to advertise 
and keep on advertising. 

The market in the electrical in- 
dustry is not stationary but chang- 
ing. We are not advertising and 
selling to a grandstand, but to a 
parade, always on the move, con- 
tinually bringing new eyes over 
your ads and your displays.. To 
some prospects these advertise- 
ments and displays may be old 
stuff, but to others they are as in- 
teresting as is an elephant to a kid 
who never saw one. 

So the elephant walks around, 
serenely confident that among every 
bored group that says “that’s just 
an elephant,” some eager voice will 
cry “so that’s an elephant!” 


RCA Will Distribute 
Sutton Vornadofans 


The O. A. Sutton Corp., maker of 
Vornadofan air circulators, recently 
announced that distribution will be 
handled on a worldwide basis by the 
Radio Corp. of America, International 
Division. Distribution arrangements 
have been concluded and an export 
sales agreement signed, according to 
O. A. Sutton, president of the Wichita, 
Kansas, concern. 


LYON 


KITCHEN CABINETS 


QUALITY 
TESTED 


“(Worth (Waiting Jor” 


percentage of housewives who see Lyon dealer displays. 


the most essential sink, wall and base units. 


popular convenience and beauty features. 


Branches and Dealers in All Principal Cities 


VOTE HOUSEWIVES FROM COAST TO COAST 


Lyon Kitchen Cabinets are holding their market with marked 
success because they provide a distinctive combination of con- 
venience and beauty features that become “musts” with a large 


To enable Lyon dealers to satisfy the really critical Kitchen 
needs in their territory ... until steel receipts make possible maxi- 


mum production ... all available steel is being used to produce 


Authorized Lyon dealers are invited to requisition the new 
promotional piece “Worth Waiting For,”’ which spotlights Lyon's 


LYO METAL PRODUCTS, INCORPORATED 
GENERAL OFFICES: 721 MONROE AVENUE, AURORA, ILL, 


A PARTIAL LIST OF LYON PRODUCTS 


* " * Shelving * Kitchen Cabinets * Filing Cabinets * Storage Cabinets * Work Benches 

Py sa Ne * Lockers * Display Equipment * Cabinet Benches * Folding Chairs * Bench Drawers 

sf * Wood Working Benches * Hanging Cabinets * Tool Stands * Drawing Tables * Drawer Units 
of Vornadofans in every country on * Economy Locker Racks * Welding Benches * Service Carts * Flat Drawer Files * Tool Boxes 
the earth with the exception of con- * Conveyors * Bar Racks * Hopper Bins * Tool Trays * Sorting Files 
tinental United States and the Do- * Shop Boxes * Bin Units * Parts Cases *Desks  * Stools * Ironing Tables 
minion of Canada. 
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The Big Value 


@ You sell more and your customer gets 
more per dollar of price in the Everhot 
Roaster-oven. Here is this universally 
popular cooking unit in its most complete 
and advanced form. You and your cus- 
tomer pay no premium for these Everhot 
plus features — Self-basting, heat-reflect- 
ing cover—Finger tip control cover lifter 
—Specially designed special heat reflect- 
ing window — fully self-adjusting mois- 
ture control — Fiberglas insulation — 
unique, exclusive compartment design — 


acid resisting inside finish. 


Fits all Everhot rectangu- 
lar Roasters. Clips and 
hinges on body. Removable 
chrome reflector slides 
above element for broiling 

below for frying. Grid 
die of heavy gauge warp 
resisting aluminum is 
easily attached and de- 
tached. Completes cooking 
facilities for roaster-ovens, 


TIMER CLOCK 


Turns current on and off 
at any time desired. May 
be used with Roasters. 
radios, heaters or other 
appliances using up to 1650 
w. AC, Has 30 hr. spring 
movement. 


THE SWARTZBAUGH MANUFACTURING CO. 


Toledo 6, Ohio 


AUTHORIZED WHOLESALERS IN ALL MARKETS 


Established 1884 


EVERHOT 


PRODUCTS 


ROASTERS .. HEATERS .. APPLIANCES 
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J. R. BRANDENBURG, assistant sales manager, Radio Division, Stewart-Warner 
Corp., inspecting new “jewel case" display piece for their “Air Pal” midget radio. 


NEW LITERATURE 
AND SALES HELPS 


Holcomb & Hoke Mfg. Co., Inc. 


The Holcomb & Hoke Mfg. Co., Inc. 
of Indianapolis, Ind., has announced 
publication of a new, 48-page manual 
to be used as a guide for dealers in 
the selection and installation of Silent 
Breeze ventilating fans for residential, 
commercial and industrial applica- 
tions. The manual, well illustrated and 
documented with dimensional draw- 
ings and tables, contains full informa- 
tion on the complete line of fans and 
accessories, including automatic shut- 
ters and the “Comfortrol” time switch 
for completely automatic operation. 


U. S. Dept. of Commerce 


The anticipated expansion of the 
refrigeration and air conditioning 
fields spells opportunity for many new 
independent businesses, according to a 
booket—“Air Conditioning and Re- 


Hamilton Mfg. Co. 


A new “Service Instructions” man- 
ual for their automatic clothes dryer 
has been announced by the Hamilton 
Mfg. Co., Two Rivers, Wis. It con- 
sists of 28 pages, 84x 11, saddle 
stitched and punched for inclusion in 
any standard loose-leaf cover. Section 
one covers a description of the dryer 
and its operation, together with detail 
drawings and wiring diagrams. Sec- 
tion two presents the full treatment 
on installation, done mostly with 
photographs and explanatory captions. 
Section three deals with disassembly, 
inspection, repair and reassembly. 
Section four is composed of a 
“Trouble and Remedy” chart which 
lists possible troubles in the same 
words the customer would likely use 
to describe them to the service man. 


frigeration Business”—just issued by | 


the Dept. of Commerce. The booklet 
points out frankly that this expansion 
is no guarantee of individual success 
and states that “pitfalls can only be 
avoided by experience and knowledge 
of the particular job and of the par- 
ticular locality.” Copies of the book- 
let can be purchased from the field 
offices of the Dept. of Commerce or 
from the Superintendent of Docu- 
ments, Washington 25, D. C., at 20 
cents each. 


American Central Mfg. Corp. 


The “Catalog Saver”, an abridged 
edition of their catalog, has just been 
announced by American Central, Con- 
nersville, Ind., and is available to their 
dealers at 5¢ which is half the cost of 
the regular catalog. It is designed to 
be used with “suspects” whom the 
dealer wants to step up into the 
“prospect” class. 
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FOR THE CONSUMER: This loose-leaf 
binder is a new consumer manual on the 
new Hamilton automatic clothes dryer. 
It is a completely self-contained retail 
sales presentation, covering any and all 
angles in eight sections. 
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Sec- 
ment 
with THE D. STANDS FOR 
ions. Obviously no business firm would be so absurd! They'd 
wed be heading for a fall (and not only from their skis!) Yet 
many concerns have made similar mistakes in trying to 
m8 Planned Distribution sell without knowing where their customers were actually 
an located . . . a warning that it doesn’t pay to guess at 
n. The compact 2-in-] market your market. 
Greater Cleveland plus the 26 
( : ee ‘aay But there’s no guesswork involved when you call in the 
adjacent counties) gives you 
— Chiles tire Plain Dealer Market Survey department. They have 
ons tow enst. . marketing facts and figures available covering the entire 
. : h Cleveland area. It’s an unusual service tailored to meet 
The Plain Dealer is Enoug your needs . . . and to help you plan a successful marketing 
—if You Use it Enough program. Just call or write a Plain Dealer representative 
for an appointment to receive this individualized service. 
the 
Clevelands Home Newspaper 
etail 
i all John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles; A. S. Grant, Atlanta 
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NOW Is THE TIME TO ORDER 


EATERS 
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AUTOMATIC 


PALMAIRE 


SUSPENDED 
UNIT 
HEATERS 


are backed by 38 
years of proved, 
formance! 


LOOK 


at these Sales-Building Features: 


@ Fully automatic — set it, forget it 


4 


@ Requires no valuable floor space — hangs from 
ceiling without duct work 


@ Delivers maximum heat FAST with whisper 
quietness 


@ Rugged construction — built for long life 
@ Perfect for store or factory 


@ AGA approved 


PLACE YOUR ORDER. . 
TODAY 


WRITE FOR 
DESCRIPTIVE 
LITERATURE 


! 


MFG. CORP. 
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NEW LITERATURE 


AND SALES HELPS 


Nat'l Adequate Wiring Bureau 


Two new promotional pieces to help 
promote the advantages of adequate 
wiring systems have been revised by 
the National Adequate Wiring Bureau, 
155 E. 44th St.,. New York 17, N. Y. 
“This Home Wiring Plan” (L-1) is 
a wiring layout and specification form 
designed for use by contractors. Can 
also be used by leagues and utilities 
in submitting wiring plans to pros- 
pects. It helps sell better wiring jobs 
by showing the prospect what he gets 
specifically for his money and can be 
used alone or in conjunction with the 
furniture cutout piece, described below. 

“Provide Lifelong Electrical Con- 
venience in Your Home” (L-2) is a 
furniture cutout piece for use by con- 
tractors, leagues and home service and 
promotion departments in utilities. 
Puts across the need for adequate 
wiring through prospect “participa- 
tion” technique where the consumer 
uses the cutouts to help determine the 
proper location of convenience outlets, 
switches and fixed lighting. 


Bendix Home Appliances, Inc. 


Out of the growing demand for 
planned home laundries has come Ben- 
dix Home Appliances’ new book, the 
“Architects Handbook”, available 
through the company’s 79 distributors. 
The profusely illustrated, 40-page 
volume presents 11 plans for step-sav- 
ing home laundries. It was drawn 
by L. Morgan Yost, Chicago architect. 
Laundry rooms are lithographed in 
four colors and opposite each is a blue- 
print of the floor plan. 


Mullins Mfg. Corp. 


How to build kitchen displays that 
cash in on consumer kitchen interest is 
the subject of a six-page folder pro- 
duced by the Youngstown Kitchens 
Division of the Mullins Manufacturing 
Corp., Warren, Ohio. Sketches and 
dimensions for four different displays 
are shown. Also given are specifica- 
tions for building a sturdy display 
background costing less than $20. 


WITHOUT THE MODEL this display 
will still sell Filt-R-Fans, says Meier, the 
maker. Sturdily built so that the fan 
can actually be plugged in for demon- 
stration, it comes in four colors. Get it 
from the Meier Electric & Machine Co., 
Inc., of Indianapolis, Ind. 


"3 T" IN ACTION: This new Vaculator 
coffee-maker display dramatizes the "3 
T's" of perfect coffee taste: timing, tem- 
perature and turbulence. The swinging 
arrow lights up each "T" section in turn. 
It's a traveling unit. 


Operadio Mfg. Co. 


A sound slidefilm entitled, “At the 
Speed of Light,” has been released to 
dealers and distributors by the Opera- 
dio Mfg. Co., St. Charles, Ill., to show 
consumers the operational, functional 
and time saving features of the Flexi- 
fone inter-communication equipment. 
The film runs 12 minutes and is de- 
scribed as suitable for sales training 
and dealer meetings as well as for 
showing to consumers. 


Reynolds Metals Co. 


To indicate some of the important 
possibilities in combinations of sur- 
face finishes for aluminum, the Reyn- 
olds Metals Co., 2500 South Third 
St. Louisville 1, Ky., has published 
“Finishes for Aluminum” in two 
volumes. The first of these, Section 
One, is wire-bound and contains 108 
pages devoted to eight cleaning treat- 
ments, 17 mechanical surface finishes, 
15 chemical surface finishes, 11 elec- 
trolytic oxide treatments, 12 electro- 
plated coatings, seven paint applica- 
tion methods, seven paint coatings, 
ceramic coatings and special finishes, 
and concludes with a discussion of 
various controls and tests for finishes. 
The second book, Section Two, sup- 
plements the first with 120 pages of 
shop data on materials equipment, 
solution preparation, procedure and 
control fer more than 30 of the most 
widely used finishing processes. Copies 
are available from the company for 
$2.00. 


Allied Radio Corp. 


A new 164-page catalog for 1947 
has been released by Allied Radio 
Corp., 833 West Jackson Blvd., Chi- 
cago, which includes over 10,000 items. 
All equipment is presented in or- 
ganized sections with items indexed 
for easy reference. Special emphasis 
is placed on equipment for industrial 
maintenance, research and production 
requirements, The book may be ob- 
tained free from Allied Radio Corp. 
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the name 


No glass coffee maker is better known — more in demand — than the Silex coffee maker! 
Its important exclusive features...its fast, simple, dependable performance...have won 
the Silex coffee maker a loyal following among millions of American housewives. 

Feature this famous line in your store for assured customer satisfaction, goodwill-building 
sales! Your distributor has ample stocks of Silex electric and gas model coffee makers NOW. 


The Silex Company, Hartford 2, Conn., and St. Johns, P.Q. Canada. 
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Heater Owners Welcome 
Comfort and Savings Offered by 


DEPENDABLE AUTOMATIC 
ACCESSORIES... 


Here’s a ready source of extra sales and profits — all 
the folks in your community who own Vaporizing 
Burner Oil Heaters! Show them how these A-P 
AUTOMATIC ACCESSORIES will pay for themselves 


in oil savings, greater convenience, steadier heating. 


Thermostatic Heat 
Regulator Set Model 240-ED 


Adds THERMOSTATIC Temper- 
ature Control convenience and 
economy to any heater using A-P 
Model 240-DR, UR, or YR Oil 
Controls—made since 1939. Easily 
installed set includes Electric Con- 
version Top, Thermostat, Trans- 
former and accessories. 


OILIFTER — for 
Automatic Fuel Handling 


Avoiding fuel handling and messy 
Bucketing” of fuel oil in the 
home. T he A-P OILIFTER, draws 
oil from remote bulk storage tank 
as far away as 100 feet or three 
stories. It can be mounted on ANY 
FUEL OIL BURNING APPLI- 
ANCE. It's a great convenience in 
any orl-heated home. 


Write for details, prices and sales helps on these 
fast-turnover A-P AUTOMATIC ACCESSORIES 


BE SURE your new heater lines use A-P DEPENDABLE Oil CONTROLS 
— for faster sales, greater cust tisfacti 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE outrols 


DESIGNED TO ELIMINATE SERVICING 
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NEW LITERATURE 
AND SALES HELPS 


MOL 


OVER THE COUNTER: Moe - Bridges 
Corp. is out to make its Unite-A-Lite 
units into over-the-counter profit items 
for the dealer. On this display panel, all 
the attachable reflectors can be lighted, 
individually or collectively, and the cus- 
tomer can demonstrate the units for him- 
self. Available from distributors. 


RCA Victor Div. 
Radio Corp. of America 


Sales Aid Catalogs on RCA, RCA 
Victor, and Cunningham tube brands, 
designed to give distributors and their 
dealer and servicemen customers a 
concise summary of the range of tube 
promotional material have been re- 
leased to distributors, it has been an- 
nounced by Julius Haber, manager, 
Tube Advertising and Sales Promo- 
tion, RCA Victor Div., Radio Corp. 
of America, Camden, N. J. Included 
are window, counter and interior store 
displays, indoor and outdoor signs, 
printed Scotch tape, service coats, 
clocks, test stickers, printed letterheads 
and envelopes, rubber stamps for im- 
printing the manufacturer’s literature, 
billheads, printed gummed wrapping 
tape, direct mail cards, ad mats, tech- 
nical literature, and service publica- 
tions. 

Publication of two new booklets for 
the wider dissemination of technical 


vision retailers. The booklet uses line 
drawings to describe various demon- 
stration room arrangements to fit 
available space. In conjunction with 
the room layouts, the booklet describes 
RCA Victor promotional material 
available to the dealers. 


Coleman Co., Inc. 


Quick estimates of building heat loss 
are made possible by the use of a 
pocket-size slide rule, the Coleman 
Heating Estimator, recently developed 
by the Coleman Co., Inc., Wichita, 
Kansas, available for 25 cents from 
the factory. Charts on either side 
of the rule show factors for 16 most 
common combinations of wall construc- 
tion, ceiling insulation, and storm sash. 
The charts apply to one- and two- 
story houses and the hourly heat loss 
can be determined with a single setting 
of the rule. 


Parker Rust Proof Co. 


Bonderizing, the treatment for 
metals which preserves the finish by 
anchoring the paint, is the subject of 
a new catalog recently published by 
the Parker Rust Proof Co., 2177 East 
Milwaukee, Detroit 11, Mich. The 
catalog contains information on the 
Bonderizing process and its applica- 
tions on steel, aluminum, zinc, and 
their alloys, on die castings, and on 
Bonderite as an aid in deepdrawing of 
steel and aluminum. 


Decca Records, Inc. 


A 24-page publication designed to 
help retailers develop interesting win- 
dow displays has been published under 
the title, “Boosting Your Sales with 
Effective Window Displays,” by 
Decca Records, Inc., 619 West 54th 
St., New York 19, N. Y., and copies 
are available upon request to that 
office. The manual presents views and 
comments on 60 effective displays and 
groups the material into ten classi- 


information about electron tubes was fications, including large and small 


announced this week by Robert S. 


windows, mass displays, movie tie-ins, 


Burnap, commercial engineering mana- and others. 


ger of the RCA Tube Dept., Camden, 
N. J. The two publications, each con- 
taining 16 pages, are “Receiving Tubes 
for Television, FM, and Standard 
Broadcast,” and “Power and Gas 
Tubes for Radio and for Industry.” 
They are of particular value to tube 
users, servicemen, and the trade in 
supplying liberal technical information 
on RCA tubes in ready reference form. 
The former gives detailed information 
about characteristics and socket con- 
nections for rectifiers, detectors, oscil- 
lators, converters, mixers, voltage am- 
plifiers, power ampiifiers and kines- 
copes. The second gives basic techni- 
cal information abovt approximately 
150 non-receiving tube types. The 
booklet embraces various H-V Power 
Tubes—air-cooled, forced air cooled 
and water-cooled—and voltage regu- 
lator tubes, thyratrons, ignitrons, and 
gas rectifiers. 

Nine separate plans for the arrange- 
ment of television dealers’ demonstra- 
tion rooms to meet varying require- 
ments are presented in a new booklet 
prepared by the RCA Victor Home 
Instrument Dept. for franchised tele- 


TO SET RECORDS, Black & White Re- 
cording Co. has got out this black and 
white plastic display and record con- 
tainer to feature a different record every 
month, with a new flag to go with it. 
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What you should know about S@xX 
sell portable radios 


Any submarine captain worth his salt knows that 
beaches are inhabited by males and females. And any 
advertising man worth his salt knows that this country 
is one vast beach. 

Now a few male and female inhabitants of this vast 
beach are too inhibited to appreciate each other. But 
most males and females instinctively understand the 
significance of the opposite sex. And by a simple legal 
procedure their understanding becomes permanent—at 
which time sundry merchants become very interested. 

The portable radio is fast becoming an essential 
piece of male-female luggage—whether their trip is to 


the beach or the backyard. Males are buying portable 


radios . . . females are buying portable radios . . . and 
males and females are buying ’em together (like they 
pick out a new refrigerator or washing machine). 

But no one else ever buys portable radios (or refrig- 
erators, etc. either). Just males and/or females. You've 
got to sell both sexes—either together or separately. 

And who can woo males and females like Tue 
American Macazine! 

Dollar for dollar, page for page, no other maga- 
zine can match the multimillion male-female cir- 
culation delivered by .. . 


The Jmeric an 
SMagazine 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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TOP LINE Scto the Hace 


FULLY 
AUTOMATIC 


MODEL 
NO. 200 


The women of America are clamoring for a 
really good electric iron AT A PRICE THEY 
CAN AFFORD TO PAY. HERE IT IS: A super- 
sized, super-speed, fully automatic iron with a 
sealed-in-steel nickel-chrome heating element 
and a 7-heat dial-the-fabric indicator—all for 


(WITH FULL 
DISCOUNTS) 


All the Features that Women Want in an Iron 


V Fully automatic—7-heat didl—thermostatic control 
gives perfect ironing temperatures for all fabrics. 


Light weight—weighs only 4 Ibs. Easy to lift. 


Super-sized—40% more ironing surface. Does more 
ironing in less time and with less current! 


Stay-Cool Plastic Handle—high-riding for hand com- 
fort—and contoured for easy, no-cramp grip. 
Sealed-in-Steel heating unit, permanently cast in 
%” thick aluminum sole plate, for long life and 
even distribution of heat. 


Permanently attached cord, protected by flexible 
guard. Placed at side of iron for convenience. 


HERES HOW 


T'S MADE 


CUT-AWAY VIEW 
OF SOLE PLATE 


Nickel chrome element wire surrounded by air-tight 
magnesium oxide is enclosed in seamless steel tubing, 
then cast in molten aluminum 34” thick. 


Specifications: 1000 Watts, 110-120 volts 
Packed 3 to a carton—Shipping wt. approx. 
14 lbs. per carton. Suggested List: $7.95. 


The iron that women want at a price that 
women want—ORDER YOUR STOCK TODAY! 


ADDRESS: DEPT. E 


OP LINE 


TRACE-MARK REG. U.S. PAT. OFF. 


APPLIANCES 


TENNESSEE VALLEY 
“MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 
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In The 


Women’s Magazines 


Good Housekeeping 


The “Know Your Range” series by 
Helen W. Kendall is continued in June 
Good Housekeeping—this time featur- 
ing the broiler. Pros and cons of can- 
ning and freezing methods of preserv- 
ing fruits and vegetables are given by 
Annabelle Voigt Dirks in “To Can or 
to Freeze.” 


Ladies Home Journal 


The kitchen renovation series con- 
tinues in June Ladies Home Journal, 
with “Kitchen in a Closet” by Gladys 
Taber. A cabinet combination of sink, 
refrigerator and a rangette that oper- 
ates on 115 volts with a small portable 
oven is featured. A waffle iron, coffee 
maker and pressure saucepan complete 
the cooking requirements for the aver- 
age newlyweds fortunate enough to find 
a cold-water flat or a remodelled attic 
in a small town where they can set up 
housekeeping with such a kitchen. 


Woman's Home Companion 


The various types of automatic wash- 
ing machines are illustrated and their 
different operating principles described 
in “Here’s the Line on the New Wash- 
ers” by Elizabeth Beveridge in her 
June Reader-Reporter series. Conven- 
tional wringer and spinner type wash- 


ers are also included as well as the - 


small portable washer. 
McCall's 


How a range and refrigerator can 
make easy work of entertaining is the 
subject of an Elizabeth Sweeney June 
article. 


American Home 


A variety of before-and-after shots 
of remodeled kitchens is shown in 
“Kitchens for American Homes” by 
Edith Ramsay and Jane McNamara 
in the June American Home. 


Better Homes & Gardens 


Some good ideas for using small 
appliances such as toasters, roasters, 
chafing dishes, waffle bakers and grills 
in outdoor cooking are incorporated 
in Myra Johnston’s June article “Come 
Out and Get It.” 

In “The New Home Freezers” Ida 
Ruth Younkin reviews the features of 
eight home freezers now on the mar- 
ket. And “The Best Way to’ Freeze 
Peas” is another freezer article in the 
same issue. 

Nine aids to a cool summer through 
the use of air conditioning, attic fans 
and exhaust and ventilating fans are 
given by Broderick B. Morse, staff 
member of Purdue University, in an 
article entitled “Do You Simmer in 
Summer ?” 

And last, but not least, “Floor Plugs 
Where You Want Them” by Mary 
Kay Phelan tells the adequate wiring 
story once more. 


House and Garden 


Margaret Fishback, in “Bride- 
groom’s Guide” brings the unsuspect- 
ing male half of the June wedding 
party face to face with some of the 
unglamourous facts of married life 
such as vacuum cleaners, floor waxers, 
pots, pans, electric blankets and other 
electric equipment. 


JULY I, 


Parents’ 


The Sixth Expandable Home is 
reported by Maxine Livingston in the 
June issue of Parents’. Designed by 
George Kosmak, architect, the house 
can be built in five stages, as finances 
permit and to keep pace with a grow- 
ing family’s needs. Plans are avail- 
able, including working drawings, 
specifications and building information 
for $10 for the first set of blueprints 
and $5 for each additional set when 
ordered at the same time. 

In another article in the same issue 
Eleanor Howell features the pressure 
cooker. It is called, “Start Three 
Meals at One Time.” 


Family Circle 


Family Circle’s new ranch-style 
kitchen is illustrated in color and 
described by Grace White in the June 
issue in an article entitled “Inspired 
by the West.” The kitchen is actually 
installed in General Electric’s Con- 
sumer’s Institute in Bridgeport, Conn., 
and was fashioned by decorators and 
architectural editors of Family Circle. 
A work area arranged in a semi-circle 
and a living area built around a fire- 
place, are among the many ideas in- 
corporated in this kitchen design. 


What's New in Home Economics 


Lighting is the subject of two inter- 
esting articles in the May issue of 
What's New in Home Economics: 
“The Nerve Center of the Home— 
Electricity,” and “Lighting—a Deco- 
rative Feature.” 

In addition there are six pages de- 
voted to cleaners, carpet sweepers, 
their construction and their features. 
The title of the article is “Modern 
Cleaning Tools for Efficient Cleaning 
Methods.” 


IDEA PAY-OFF: Pat Larson (right) ac- 
cepts the gift of a new Speed Queen 
washer from Jack Fitzpatrick of Sues, 
Young & Brown, Inc., who made the 
presentation for Barlow & Seelig, the 
manufacturer. Mr. Larson heard the 
"Queen-for-a-Day" radio program some 
time ago and was shocked when the 
“Queen” was awarded a washer—plain, 
garden hose variety. So he gave her a 
real Speed Queen, thus starting Barlow 
& Seelig off on a good advertising pro- 
motion and, incidentally, earning his own 
reward. He's proprietor of the Pat Lar- 
son Coin Meter Washer Service. 
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200,000 Satisfied Customers, 
backed by a label that’s your 
guarantee of “Always Good 
Merchandise,”’ offer proof 
of AGM’s leadership! 


Dealers everywhere are recognizing AGM 
Oil Space Heaters as leaders in efficiency, 
dependability and value. Over 200,000 
satisfied customers are using them. 

The well-balanced AGM line includes 
Semi-Radiants and Circulators. Note the 
time-tested AGM features below and 
write today for a complete product and 
profit story. 


TODAY 


- - - AGM’s active Dealer-Distributor- 
Manufacturer ‘Partnership’ assures 
quick sales of Oil Space Heaters now, 
and when competition gets tougher! 


Under AGM’s “partnership” plan your 
distributor is a good man to know... one 
that can be a real asset to your business! 


--- AGM OIL SPACE HEATERS 


have features that make sales and build profits! 


AGM’s six attractive models finished in ‘(Harmony Tone’”’ 
enamel cover the entire field of heating requirements. AG M’s 
well-known quality has been built into every unit. Beayty to 
catch the eye .. . performance that sets the standard in the 
field of oil burning space heaters! All AGM units carry 
Underwriters’ Laboratories approval. 


1. Entirely seam-welded 18 gauge combustion drum, 
2. Pipe connection with automatic draft regulator. 
3. Visible flame window kept clear automatically. 

4. Large service door for easy access to burner. 

5. Clean-working, time-tested vaporizing burner. 

6. Heat-resistant silicon steel low-fire ring. 

7. Cool air louvres draw air off floor. 

8. Steady-flow D-L automatic oil float valve. 

9. Convenient waist-level oil valve control. 


. 


™» 
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Vs ALBERT LEA, MINNESOTA 
Continuous WManupacturing Experience since 1896 
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NOTE: 


press. 


tained, and distance is 


Express is a 


Must.” 


How 
when somethings needed fast! 


Even if your suppliers are thousands of miles 
away, and you need parts and supplies right nou 

let_ others do the worrying, but never you. 
Specily Air Express and get delivery in a matter 
ol hours. 


\ir Express goes coast-to-coast overnight, and 
speeds up to five miles a minute insure same-day 
delivery between many U.S. towns and cities. 
Use it regularly, and you'll be paid off in greater 
customer satisfaction and smooth-running, efh- 
cient operation. To solve overseas shipping 
problems, investigate fast, frequent, inexpensive 
International Air Express. 


Distance vanishes like a mirage 
through the medium of Air Ex- 
When time and services 
are of prime importance—when 
customer goodwill must be main- 


obstacle, then shipment by Air 
“Good Business 


Specify Air Express-its Good Business 
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® Low rates—special pick-up and delivery in principal U.S. 
towns and cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines. 

® Air-rail between 22,000 off-airline offices. 

® Direct air service to and from scores of foreign countries. 


Just phone your local Air Express Division, Railway Ex- 


press Agency, for fast shipping action ... Write today for 
Schedule of Domestic and International Rates. Address 
Air Express, 250 Park Avenue, New York 17. Or ask for it at 


any Airline or Railway Express Office. Air Express Division, 
tailway Express Agency, representing the Airlines of the L.S. 


Fastest delivery —at low rates 


65 lbs. auto parts in Louisville had 
to get to Dallas fast. Picked up 
5 PM on 25th, delivered to con- 
signee 7 AM the 26th. 773 miles 
Air Express charge $15.96! 
Other weights, any distance 
larly inexpensive and fast’ 


GETS THERE FIRST—— 


HAPPY THE GANG that all own Arvin Mighty-Mite radios. Seventy-eight of the 
small sets were given away to these and other newsboys of the San Francisco Cal/ 
Bulletin for 12 months of meritorious service. Joseph Lerner (seated, center), home 
delivery manager of the paper, beams proudly at his charges. 


Sylvania Finds Radio 
Prices Lower than in '36 


Frank W. Mansfield, Sylvania Elec- 
tric Product burrowing fact 
finder and director of sales research, 
reported recently to the Radio Parts 
and Electronic Equipment Conference 
in Chicago that average radio prices 
in 1946 were lower than they were 
ten years ago, despite the often empha- 
sized trend to a higher cost of living. 

During that ten year period, said 
Mr. Mansfield, the average weekly 
wages of factory workers have more 
than doubled so that while it took 
about two and one-half weeks for a 
worker to earn enough to buy a radio 
in 1936, only about one and one- 
quarter weeks were required last year. 

In 1936 the average retail. price of 
a radio was $55.70 and the average 
weekly earnings of factory workers 
were $21.78. In 1946 weekly earnings 
had increased to $43.71 while the price 
of radios declined to $54.52. Low 
point in average retail price of sets 
was $29.70 in 1940 when average 
weekly earnings were $25.20 and 1.18 


Co’s. 


weeks’ wages were required for set 
purchase. In 1929, when the average 
retail cost of a radio was $135.50 and 
average weekly wages were $25.03, a 
radio took 5.41 weeks wages, he said. 

Radio set production averaged 
1,850,000 a year between 1922 and 
1929: about 4,250,000 between 1930 and 
1937; and 11,000,000 between 1939 and 
1941. 


RCA Names Italian 
Distributing Firm 


Telonda International Corp., headed 
by G. A. Biondo, former European 
sales manager for the Radio Corp. of 
America, has been appointed distribu- 
tor in Italy for all products of the 
Radio Corp. of America, Meade 
Brunet, vice-president, announced re- 
cently. 

Telonda has headquarters in New 
York and branches in Rome and 
Milan, Italy. Dr. Alessandro Banfi, 
former chief engineer for the Italian 
Broadcasting Co., is technical director 
and head of the Italian branches. 


NORTHEASTERN distributors for Blackstone Corp. attended this sales and service 
school recently at the factory in Jamestown, N. Y. Purpose was to provide a refresher 
for new service personnel and to introduce the new Blackstone automatic washer. 
Organizations attending included Wahn Distributors, Boston; Appliance Distributors, 


Inc., Maine; Tarbell-Watters Co., Inc., Springfield; and Graybar Electric Co., Inc., 
Providence. 
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Air Conditioning Assn. 
Elects McNeal President 


Greatly increased production for the 
refrigeration and air conditioning in- 
dustry was predicted recently by F. S, 
McNeal, newly elected president of the 
Air Conditioning and Refrigeration 
Machinery Association at their con- 
vention in Hot Springs, Va. 


F. S. McNEAL 


Mr. McNeal is a vice-president of 
International Detrola Corp. and gen- 
eral manager of the Universal Cooler 
Division of the company. Other new 
officers named at the convention are: 
George F. Jones, Jr., Servel, Inc., 
first vice-president; Ross Rathbun. 
Baker Ice Machinery, second vice- 
president; and P. A. McKittrick, 
Parks-Cramer Co., treasurer. 

“Everyone of the members of our 
association expects amazing progress 
in the months immediately ahead,” 
said Mr. McNeal. “Refrigeration is 
more essential to the country’s health 
and prosperity than ever before.” 


Marx Defends 
Video Performance 


Contrary to recent statements, mass 
television installation is a successfully 
accomplished fact, and owners are re- 
porting uniformly excellent reception, 
says Ernest A. Marx, general man- 
ager of Du Mont Laboratories Tele- 
vision Division. Mr. Marx in a 
recent statement insisted that opera- 
tion is completely predictable, and 
difficulties are “entirely the fault of 
incompetence on the part of the in- 
stalling and servicing agency.” He 
attributed most of the trouble to the 
fact that there is inadequate super- 
vision of radio servicemen with no 
experience in video installation, add- 
ing that “the answer is not one of 
opinion but of fact, and is growing in 
quantitative evidence day by day.” 

It was also announced that Du 
Mont’s New York television station, 
WABD, which went off the air tem- 
porarily for readjustments, is back in 
operation. 


American Ironing Machine 
Merged with Barlow & Seelig 


The American Ironing Machine, 
Co., Algonquin, Wis., heretofore a 
partially owned subsidiary of Barlow 
and Seelig Manufacturing Co., Ripon, 
Wis., has been merged with the latter 
concern by vote of the stockholders of 
both concerns at a recent meeting. 
Henceforth American Ironing will be 
known as the ironer division of Bar- 
low and Seelig. 


..- to reveal tomorrow’s champs 


. whether the competition is among runners or 
irons or radios. Neither the experience of a single 
dealer nor a trial in today’s market is enough 
to prove the mass-appeal and long-range sale- 
ability of an appliance or radio line. 

Comparing competing lines —,new and old — 
and selecting those that will sell best ... be most 
profitable ... year in and year out, is a job that 
calls for long experience with a variety of lines 
under all market conditions. 

Such experience is Graybar’s. Equally impor- 
tant, Graybar is free to select and recommend 


When a product is recom- 
mended by Graybar, you 
can be sure it is (1) easy to 
sell, (2) honestly adver- 
tised, (3) backed by a war- 
ranty which protects both 
dealer and consumer. 


lines according to their reliability and sale- 
ability. For Graybar, a long-established national 
distributor, has the confidence of leading manu- 
facturers — yet is an independent, self-directing 
organization. 

Those are the fundamental reasons why 
Graybar dealers can act with confidence upon 
the recommendations of Graybar Merchandis- 
ing Specialists. Merchandising Department, 
Graybar Electric Company ... offices and ware- 
houses strategically located throughout the 
nation, in over 90 principal cities. 4773 
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SALES REPRESENTATIVES of the National Enameling and Stamping Co. who 
attended a recent two-day sales meeting at the plant in Jacksonville, Ill., heard T. E, 
Fajen, sales manager of the electrical division, present three new products, the 
Nesco Chef range, a roaster and a space heater. 


Small series universal 
motor parts specially 
designed for food-mixers 
sewing machines. 


Compactly designed tur- 
bine... driven by a high- 
speed series motor . 
particularly adaptable to 


cannister type vacuum 


/ 


| 
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MOTORS 


Backed by 31 years’ experience, 
Lamb Electric motors have won a 
reputation for trouble-free opera- 
tion and good performance. This is 
one important reason why dealers 
have found that appliances equipped 
with these motors are easier fo sell. 


Another advantage that comes with 
handling Lamb Electric motor-driven 


appliances is the customer good will | 


resulting from outstanding perform- 
ance of the product itself. (Lamb 
Electric motors assure top product 
performance because they are spe- 
cially designed for each application.) 


Keep in mind these advantages of 
Lamb ‘Electric motors as you con- 
sider the makes of appliances you 
are going to handle. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


SPECIAL APPLICATION 0 S 
FRACTIONAL HORSEPOWER MOT R | 
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ON THE PRODUCTION LINE the Nesco sales representatives saw roasters in 
manufacture. E. G. Gardner (left), vice-president, explains a feature to C. H. 
Harrison of Detroit, E. C. Shultz, factory manager, and E. Crain of Cleveland. 


Hotpoint Expands 
Advertising Campaign for 
Rest of '47 


Point of sale promotion at the dealer 
level will highlight Hotpoint, Inc’s., 
advertising campaign, substantially ex- 
panded for the last six months of 1947, 
it was disclosed recently by Edward R. 
Taylor, merchandising manager. 

The six-month campaign will be 
bigger than that for the whole of 1946, 
Mr. Taylor said. 

Spearheading the campaign were 
four-color, two page ads confined to 
mass-media which appeared in the 
latter part of June. Complete coverage 
of the consumer market was predicted 
by the use of more than a score of 
consumer magazines. Meanwhile, the 
double treatment in fewer books is 
slanted to “impress consumers with 
Hotpoint’s dominance” while its pro- 
duction is not yet up to peak. Another 
objective of the campaign is to assist 
dealers in selling completely electrified 
kitchens. Each ad will emphasize one 
specific appliance while providing 
minor promotion to all appliances in 
the company’s line. Featured appli- 


ances in the ads will be rotated in 
accordance with production levels and 
availability. 

Cooperative advertising, Mr. Taylor 
said, will remain on the shelf for the 
balance of the year. “Production it- 
self,” he declared, “must remain on 
allocation for that period of time.” 


Electromaster Holds 
Annual Sales Meeting 


Electromaster, Inc., manufacturers 
of electric ranges, recently held its 
seventeenth annual district managers 
sales conference in Mount Clemens, 
according to Gerald Hulett, vice-pres- 
ident. Plans for the last half of the 
year were discussed during the first 
meeting of the field force since the 
company’s removal to the Mount 
Clemens plant. Mr. Hulett was the 
keynote speaker. Other executives 
on the program were: R. B. Marshall, 
president; H. H. Hubbard, vice-pres- 
ident; R. Russell Brown, director of 
distribution; J. A. Bell, director of 
utility sales; Emil Heinrich, national 
service manager ; and R. B. Blanchard, 
director of advertising. 
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Stewart-Warner Video 
Installation Policy 


A $55 installation and service policy 
for Stewart-Warner home television 
receivers has been put into effect by 
the company with the appointment of 
“Authorized Stewart-Warner Televi- 
sion Service Stations” in each active 
transmitting area. Such stations al- 
ready appointed include the Temco 
Service Corp., N. Y., and Television 
Engineers, Inc., Chicago. 

Announced by N. J. Cooper, serv- 
ice manager for the company, the plan 
calls for the authorized service sta- 
tions to be under direct contract with 
Stewart-Warner and subject to super- 
vision by the territorial distributor, 
but independently owned. 

The services to be provided to pur- 
chasers are included in a mandatory 
“Customers Installation and Service 
Policy.” This includes normal home 
installation of the receiver and an- 
tenna plus all labor, materials, replace- 
ment parts and tubes, including the 
picture tube, that may be required to 
repair or maintain the receiver in nor- 
mal working order for a period of one 
year. The policy is sold for $55 and 
is billed with each receiver at the dis- 
tributor level. The cost of this policy 
is passed on by the dealer to the pur- 
chaser by adding $55 to the normal 
retail price of the receiver. When a 
dealer sells and delivers a set he noti- 
fies the service station and requests 
the installation. The service com- 
pany is then remunerated for “nor- 
mal home installation” and mainte- 
nance services by the distributor and 
Stewart-Warner. Any extra charges 
are made directly to the consumer by 
the service station. 


Canadian Washer Output 
Hits 15,801 in March 


Comparative statistics gave out in 
Canada for the month of March. Dur- 
ing that period the appliance industry 
turned out more domestic washing 
machines and refrigerators than in any 
month for which statistics are avail- 
able, according to the Dominion Bu- 
reau of Statistics. 

The month’s production of washing 
machines totalled 15,801 units, as com- 
pared with 15,172 in February and 
9,695 in March of 1946. Output for 
the first quarter was 43,234 units as 
against 28,152 in the similar period of 
1946. 

Electric refrigerator production 
reached 8.590 in March as against 
8,272 in February and 4,189 in March 
of 1946. First quarter output, at 
24,748 units, exceeded production in 
the same period of 1946 by 150 percent. 

Imports during March included 
3,761 washers and 3,030 refrigerators. 


Casco Salesmen See New 
Products, Plan Sales 


Salesmen from all of the area east 
of Denver, Colo., met recently at the 
Casco Products Corp. plant in Bridge- 
port, Conn., for a two-day meeting to 
preview the company’s new products 
and to discuss plans for merchandising 
in the drug and housewares divisions. 
The meeting served also as a seminar 
for the tested overall marketing pro- 
grams developed by the manufacturer 
for the Casco electric tool kits and 
heating pads. 

A similar meeting for West Coast 
representatives was conducted in San 
Francisco on June 16 and 17. 
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with and out... 


us Thousands of electrical appliance merchants 
have proved that remodeling their stores—inside 
and out—with Pittsburgh Glass and Pittco Store 
Front Metal brings in more customers, attracts 
buyers from a larger area, increases sales and 
profits. Why not follow their example? Plan to 
modernize now. Your architect is familiar with 
“Pittsburgh” products, so consult him for a well- 
planned, economical design. We'll be glad to co- 
operate with you and with him. And, if desired, you 
can arrange for convenient terms through the 
Pittsburgh Time Payment Plan. 

Meanwhile, send the coupon below for your copy 
of our free book on “Pittsburgh” remodeling. It 
contains scores of interesting facts, figures and 
illustrations on actual modernization jobs. There 
is no charge or obligation. 


HERE IS AN EXAMPLE in New Orleans, Louisiana, of how Pitts- 
burgh Glass and Pittco Store Front Metal have been used to 
create one of the new “open vision” type stores. Here the store 
interior, plainly visible from the street, forms a powerful display 
feature. This kind of store is proving very effective as a sales 
winner. Architects: Herbert A. B A iat 


Pittsburgh Plate Glass Company 

2229-7 Grant Building, Pittsburgh 19, Pa. 

Please send me a FREE copy of your illustrated brochure, “How Eye- 
Appeal—Inside and Out—Increases Retail Sales.” 


“PITTSBURGH 


| 
STORE FRONTS | 


Name 


Address 


AND INTERIORS 


PIiTTSBURGH Pi 


Stas 
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NEW JET PUMP 


makes possible MORE WATER 
SYSTEM SALES! 


No belts, no cou- 
plings, no springs. 


5 Less maintenance. 


] Delivers more 
water per 
horsepower. 


Adaptable to deep 


or shallow wells. 


3 Only one moving 
port. 


6 Unusually quict, 
practically noiseless. 


Capacitator type 
motor, with overload 
protection. Motor and 
impeller mounted on 
one shaft. Easily in- 
stallable over or 
away from wells with 
2” to 5” casings. 


CLIMAX ELECTRIC JET PUMP 
{190 to 1650 Gallons Per Hour) 


250 Gallons Per Hour Shallow 
Well Pump. 360 Gallons Per 
Hour size also available. 


No-tank Model. Pumps up to 250 Gallons 
Per Hour. Delivers water direct from well 
to house. Completely automatic. 


EFFICIENT— 


Climax Electric Water Sys- 
tems are winning favor 
everywhere. With their im- 
proved pumps and ejectors 
they lift more water from 
same size motors—abun- 
dantly supply water for 
stock, poultry, bathroom A few important 
and barnyard—at low cost! dealerships are still 


There’s a Climax System 
for every water level... / =, 


erature, write 
for every farm need. (3 today. 


\° 


CLIMAX INDUSTRIES, INC. 
CLIMAX ENGINEERING DIVISION 
Clinton, lowa 
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PRIVATE CONSULTATION: Laura Hazard Brown of the New York World Tele- 


gram gives forth her ideas on the new line of Universal h hold 


+ during 


Landers, Frary & Clark's recent preview showing in New York City. Listening are 
Ada Bessie Swann of Woman's Home Companion, Les Moffatt, editor of ELECTRICAL 
MERCHANDISING, and the intent Mr. R. L. White, LFC’s president. 


Shortages Still Delay 
Fractional Motor Output 


A long period of large scale pro- 
duction is necessary before the output 
of electrical motors can equal the 
demand, the National Electrical Manu- 
iacturers Association reported recently 
as a result of a survey of manufac- 
turers represented in its motor and 
generator section. 

In dollars the present backlog rep- 
resents a business of $632,000,000, of 
which about 46 percent ($290,072,000) 
is demand for the fractional horse- 
power units essential to consumer ap- 
pliances such as washers, refrigerators, 
vacuum cleaners, oil burners and fans. 
Fractional motors comprise about 94 
percent of the total unit demand, the 
association said. 

Because there has been a trend from 
large motors to small motors in in- 
dustrial applications, the association 
predicted that if the small motor in- 
dustry were to continue to produce 
at no more than its present rate the 
backlog of orders would never be 
filled. 


Peak production is still some months 
away, the manufacturers believe, be- 
cause of material shortages such as 
insulating varnishes, copper, sheet 
steel, castings and hardware. They 
describe 1946 as one of their most 
trying years and point out that 1947 
will present severe material shortage 
problems and that large scale wage 
demands, strikes and higher prices 
could again throttle the industry. 


Sun-Kraft Drops Fair 
Trade Price on Lamp 


Model A-1, a sun lamp manufac- 
tured by the Sun Kraft, Inc., will no 
longer be sold under the fair trade 
price of $64.50 because it has been 
discontinued from manufacture. Ad- 
vising dealers that they are now free 
to sell the lamp at clearance prices, 
the company said the model has been 
superseded by two new lamps, the 
Dual Ray and the Junior, to be sold 
under fair trade list prices of $89.50 
and $49.50, respectively. 


PHILADELPHIA Electric Co. personnel got the General Electric sales story at a 
recent presentation of the new G-E line from, left to right: Ted MacDougall, Lee 
Nutter, H. Herman Garson, sales manager of the Philadelphia branch, Ken Roe, and 


Joseph Willi. 
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NATIONAL ADVERTISING campaign, first for Electromaster, Inc., gets the official 
OK when Gerald Hulett, vice-president in charge of sales, signs the contract. Left 
to right: R. W. Zarker, E. R. Grace, Mr. Hulett, H. T. Brettelle, and R. B. Blanchard. 


Grant Advertising, Inc., handles the account. 


Consumer, farm and trade publica- 


tions will be used to promote the sale of electric ranges. 


FM Output Jumps 
47 Percent in April 


April production of FM-AM radio 
receivers jumped 47 percent over 
March, the Radio Manufacturers As- 
sociation reported late in May. An 
estimated 98,625 radio sets with FM 
iacilities were manufactured by RMA 
member companies in April as com- 
pared with 67,264 in March. Actual 
production during a five-week period, 
March 31—May 2, inclusive, was 112.,- 
256, whereas the March report covered 
only four weeks, March 3-28, inclusive. 

April’s estimated production of all 
types of radio receivers by RMA com- 
panies was 1,548,540 as compared with 
1,377,269 in March. Actual produc- 
tion during the five-week period, 
March 31—May 2, inclusive, was 1,- 
759,723. 

Television receiver production in 
April showed a slight gain over March, 
reaching 7,886 for the five-week period 
as against 6,639 for the four-week 
March period. Television output for 
the fourth month was classified as 
follows: 3,971 radio table models, 
2,242 direct viewing consoles, 87 pro- 
jection consoles, 686 direct viewing 
radio-phonograph combinations, 40 
projection radio-phonograph combina- 
tions, and 860 converters. 

The April figure brings the total 
television receiver output for 1947 to 
26,205 as of May 2, while FM-AM 
sets produced during the same four- 
month period totalled 284,432. 


Presteline to Up 
Range Production 


An annual production of 100,000 
Presteline ranges—an increase from 
the present 40,000—is the aim of a 
recent appropriation by the board of 
directors of Pressed Steel Car Co., 
Inc., in the company’s Domestic Ap- 
pliance Division in Chicago. Ernest 
Murphy, president of the firm, made 
the announcement, adding that the 
company also intends to introduce 
three new Presteline range models. 


Traubee Knocks $4 Off 
Pressure Cooker Price 


A near 40 percent saving to con- 
sumers is the result of a $4 decrease 
in the price of the Time-Saver pres- 
sure cooker, recently announced by 
Jacques Traubee, president of Traubee 
Products, Inc., Brooklyn, N. Y. 

Although the price has been reduced 
from $13.95 to $9.95, no changes have 
been made in the design, size or other 
physical characteristics of the cooker, 
the company emphasized. Mr. Traubee 
credited 30 basic suppliers of raw 
materials and parts with cooperating 
in the action. “This slash in the for- 
mer retail resale price of the Time- 
Saver pressure cooker .. . is the re- 
sult of intense effort on the part of 
this company as well as our suppliers 
and employees to join with those who 
want to assist the White House battle 
the dangerous inflationary trend now 
in evidence,” he said. 

“There is no doubt but that the econ- 
omy of the country at this moment 
requires the greatest possible produc- 
tion of consumer goods at the lowest 
possible price. There must be a stim- 
ulus to purchasing if we are to avoid 
a real recessional period,” he declared. 


Kisco Guarantees Prices 
On Circulairs to August 


Prices on Circulairs manufactured 
by the Kisco Co., Inc., St. Louis, Mo., 
have been guaranteed to August 1, 
the company announced recently in a 
letter to distributors. 

The letter said, in part: “In view of 
the undue amount of unfavorable pub- 
licity with regard to inventories and 
prices, we take this occasion to as- 
sure you and your dealers that we will 
maintain our prices for the next ninety 
days to August 1, inclusive. Our prices 
were not increased during the war 
and we advanced our lists only slightly 
in 1946. . 

The letter referred specifically to 
the Lo-Air Circulair, listing at $42.95; 
the Whirlaway Circulair, at $36.95; 
and the Airspray Circulair, at $25.95. 
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HOT 


brings 


...wWhen you feature 
Emerson-Electric 


Window Fans. 


You have a satisfied customer on S. . 
your hands when you prove that 
the easiest way to bring summer 
comfort into any home is to push 
the hot air out! 


FOR SMALL 
HOMES AND APARTMENTS 


In beautiful ivory finish, this 
attractive 20-in. direct-drive 
fan moves up to 3,500 CFM. 
Includes off-and-on switch, 
and extension cord and plug. 


FOR LARGER HOMES 


Emerson- Electric belt- driven 
fans are available in 24, 36, 
42 and 48-in. sizes. Below, 
24-in. fan with expanded metal 
grill, walnut enamel housing. 


Your proof is easy with Emerson- 
Electric window fans. These sturdy 
air-movers are made to fit the aver- 
age size window and will give rapid 
air circulation through several 
rooms. They are specially engineer- 
ed to give years of quiet, trouble- 
free service. 

For full information on the national- 
ly famous, money-making Emerson- 
Electric line of exhaust, ventilating 
and desk fans, write for free Catalog 
No. 303 today. 


The EMERSON ELECTRIC 


MANUFACTURING COMPANY 
ST. LOUIS 21, MISSOURI 


EMERSON ELECTRIC 


MOTORS: FANS APPLIANCES 
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SOME LAYOUT: Samuel Rainier (center), Indianapolis retailer who furnished the 
model home at the recent Indianapolis Home Show, receives congratulations on his 
American Kitchen from Charles L. Stoup, product manager of American Central, 


and Charles Rimp (left), sales manager of the Griffith Distributing Corp. 


Range-mounted 


Electric Clock Timers 
Boost Range Sales 


MOST women are insisting on ranges with electric reminders. 
Many want the added convenience of a light and a dependable 
electric clock. Alert manufacturers are giving their ranges these 
extra sales appeals by installing light brackets with Telechron 


Minitmasters. 


These synchronous electric clock timers can be used with any 
type of range —electric, gas or oil. The combination electric 
clock and timer costs less than many spring-driven devices, and 
gives your line modern features that mean more sales. 


Telechron precision building tand exclusive sealed-in oiling 
assure years of accurate operation. Being electric, Minitmasters 
never have to be wound — never run down. The strong, continuous 
buzzer signal can be heard throughout the house and keeps up 


until turned off 


Minitmasters are available in three models. The C-48 shown, 
times up to 60 minutes and has large, protected clock dial. The 
C-44, with protected clock dial, times up to 3/2 hours. The E-10, 
supplied without plastic knob or dial, times up to 60 minutes. 


Low-cost Minitmasters come in voltages up to 250 and stand- 
ard commercial frequencies. Dials* can be styled to your indi- 
vidual needs. All Telechron timers and motors are Underwriters 
Laboratories approved. For full details, write Industrial Sales 
Division, Dept. G, Telechron Inc., Ashland, Massachusetts. 


*C-44 and C-48 only 


see our 
CATALOG 
in 


THE FIRST AND FAVORITE 
ELECTRIC CLOCK TIMER 
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Washer, lroner Production 
Records Fall in Ist Quarter 


Sales of household washers and 
ironers in the first quarter of 1947 
broke all records and surpassed some 
previous highs by as much as four to 
one, or more, according to industry- 
wide figures announced recently by the 
American Washer and Ironer Manu- 
facturers’ Association. 

Washer sales for the first three 
months of the year totaled 835,468, 
as compared with 309,735 in the same 
period of 1946, an increase of 170 
percent and the largest of any consecu- 
tive three month period in history. 
March sales were 287,397, compared 
to 289,838, the corrected total for 
February, and an increase of 175 per- 
cent over 104,296 in March, 1946. 

The washer total for the quarter, 
835,468 even exceeds the total of 826,- 
268 for the whole first half year of 
1946. 

Factory sales of small washers with 
a maximum capacity of three pounds, 
amounted to 70,072 additional units in 
the 1947 quarter. 

Ironer sales in the first quarter of 
this year were 113,190, compared to 
19,552 in the same period of 1946, and 
advance of 478 percent. March ironer 
sales were 42,442, as against 39,239 
in February, and 373 percent higher 
than in March, 1946. 


Appliance Stores a Feature 
of Store Modernization Show 


One of the principal features of the 
first annual Store Modernization Show 
scheduled for July 7 to 12 in New 
York’s Grand Central Palace will be 
the part played by electrical equip- 
ment in the modernization of stores, 
it was announced recently by John W. 
H. Evans, managing director of the 
exposition. 

Another feature will be emphasis on 
the modernization of retail outlets 
which sell electrical equipment and ap- 
pliances. On exhibition will be dis- 
plays of latest techniques of store in- 
teriors and exteriors and all the fur- 
nishings and decorations that make 
the modern store. 

Registration cards of admission may 
be obtained by writing Store Modern- 
ization Show, 20 East 55th St., New 
York 17, N. Y. 


Leader's Pacific Ltd. 
Will Make Refrigerators 


Electrical appliances including re- 
frigerators, heaters, irons and toasters 
will be produced by a new British 
Columbia firm, Leeder’s Pacific, Ltd., 
Coquitlam. Approximately seven acres 
of plant buildings have been erected 
and production commenced in May. 
President C. H. Leeder said that about 
500 persons are now employed and the 
production force will be expanded by 
the addition of another 250 in the near 
future and that total employment will 
reach 1,000 by August. 


Cleaner Sales Soar to 
New Records in April 


Factory sales of household vacuum 
cleaners in April broke all records for 
the third consecutive month, accord- 
ing to figures released recently by C. G. 
Frantz, secretary-treasurer of the 
Vacuum Cleaner Manufacturers’ As- 
sociation. 

April sales of 330,426 cleaners were 
an all-time high and compared favor- 
ably with 321,515 in the preceding 
month and were 107 percent above 
those for April, 1946, when the total 
was 159,558. Sales for the first four 
months of 1947 reached 1,183,760 
cleaners, compared with 544,642 in the 
same period of last year, an advance 
of 117.2 percent. The January-April 
total is slightly higher than one-half 
that for all 1946. 


Philco Produces Own 
Lumber for Cabinets 


Last year Philco went into the lum- 
ber business, stockholders were told 
recently by John Ballantyne, president, 
in a letter. Not taking any chances 
on having radio mechanisms without 
the boxes, the company bought about 
100 million feet of standing timber in 
North and South Carolina. The last 
eight months of last year saw the pro- 
duction of over 6 million board feet 
of hard cabinet wood from this source, 
which provided half of the total used 
for cabinets. Mr. Ballantyne further 
reported that the production and sale 
of Philco products are “running at the 
highest levels in the company’s his- 
tory.” 
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BREEZ-AIR PROFITS Galore! 


No “‘High Pressure” Selling Needed 
Herel 


Stifling weather and sound, low- 
cost cooling principles are on 
your side. As the diagram above 
shows, a BREEZ-AIR Fan in- 
stalled in the attic DRAWS OUT 
hot air from the entire down- 
stairs—replacing it constantly 
with cool, fresh air. This idea 
“sells itself” to hundreds of home 
owners in YOUR TERRITORY— 
if you act NOW! 


Customers like their BREEZ-AIR installations. Hundreds have written of 
their satisfaction—amazing cool comfort in hottest evenings—practically 
noiseless fan operation—attention free performance—negligible cost. That's 
because BREEZ-AIR Fans have blades shaped to deliver maximum air, and 
die-formed of heavy steel—machine steel shafts of ample size—quiet operat- 
ing, sleeve type, wool packed bearings—wheel balance that means vibration- 
less performance. And your customers know all “Buffalo” ratings are 
certified. 


WE HELP YOU SELL 


Colorful, convincing folders and mailing pieces are a vital part of your sell- 
ing push! “Buffalo” supplies you this effective advertising material—at no 
charge—in quantities you need. 


EASY TO INSTALL AND SERVICE 


The sturdy die-stamped square panel makes BREEZ-AIR installation simple— 
and, of course, we furnish you with complete, easy-to-follow directions. As 
for servicing—most BREEZ-AIR dealers say you can “put ‘em in and forget 
"em"! 


LIBERAL DISTRIBUTOR, DEALER TERMS! 


It will pay you to investigate BREEZ-AIR discounts and other franchise 
policies. The terms are HIGH-PROFIT, the fan is easily sold, the cooling 
principles sound—and hot weather still working for you. But don't delay! 
WRITE OR WIRE US NOW for all the facts. 


BUFFALO FORGE COMPANY 


205 MORTIMER STREET BUFFALO, N. Y. 
Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


BREEZ-AIR 
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For a market that’s 
ready and waiting 


MODERN 


MODEL A-5 


AUTOMATIC 
ELECTRIC WATER HEATER 


%* Holds 5 gallons 


% At 170° F. this means 12 
to 15 gallons of usable 
hot water when tem- 
pered with cold water. y Only 22” high 


% When 2 to 3 quarts are 
withdrawn, current goes 
on automatically bring- 
ing temperature up. 


Here is the ideal electric water heater for use where hot 
water is needed in modest quantities . . . where space is at 
a premium ... and where a larger unit is not practical. 
Low first cost . . . low operating cost . . . easily connected 
to water pipes . . . plugs into any 110 volt electrical outlet. 
Can be supplied with junction wiring box, (U.L.Approved) 
if desired. 


This unique appliance is opening up an entirely new market 
for water heaters . . . and a profitable one for the aggressive 
dealer. There are countless places where it is the answer 
to the hot water problem. Small enough to fit under the wash- 
bowl or sink . . . large enough to do a real job. 


It's built like a thermos bottle . . . heavy gauge steel tank 
. +. 2” rock wool insulation . . . automatic thermostat con- 
trol . . . finished in handsome white Dulux enamel. A thor- 
oughly dependable unit built for years of service. 


More than 200 jobbers handle Modern Water 
Equipment. If yours can’t supply you, send 
us his name. Meanwhile, write for full details 
and prices on Modern Electric Water Heaters. 


cago 
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FROSTOFOLD OPENS THE DOOR 
To Faster Freezer Sales 


On the floor or in outside selling, Frostofold literally opens the door 
to faster home freezer sales. It shows prospects more than 100 ways 
that your freezer can serve them. 

Food experts and leading home freezer makers widely recommend 
the complete Frostofold Kit and Jiffy Set-Up containers for home 
packaging frozen foods. 

'Frostofold’s patented inner-liner keeps air out and moisture in to 
scientifically protect all kinds of frozen vegetables, fruit, meat and 
poultry—also pre-cooked foods of every type. 

Frostofold helps you sell freezers, and it keeps your customers sold. 
Stock both Kits and Containers for more freezer-happy customers— 
and more profit through repeat Frostofold sales. 


FROSTOFOLD Food Packaging Kit 


Contains 25 each pint and 
quart size Frostofold con- 
tainers, roll cellophane, 
stockinette, and all mate- 
rials (plus illustrated in- 
structions) for packaging 
every type and shape 
of food for freezing. 
Retail $4.95 — At- 
tractive dealer dis- 
count — 6 kits to 
corrugated case, 


FROSTOFOLD ‘‘50’s”’ 


Attractive display package contains 50 single use 
and sanitary Frostofold containers, specially de- 
signed funnel and illustrated instructions for 
home packaging of frozen foods. 

50 quarts—retail $2.25—Attractive dealer 
discount—1 doz. “50's” to corrugated case. 
50 pints—retail $1.75—Attractive dealer dis- 
count—1 doz, “50's” to corrugated case. 
Guaranteed 

Good Housekee ping — 


Order nationally advertised Frostofold 
through leading appliance distributors, 
jobbers—or write direct to— 


TRADEMARK REGISTERED 
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RMA AWARD WINNER J. H. McKenney (seated, center) who wrote the best 
essay on “Why | Like Radio" for RMA-sponsored contest, poses self-consciously for 
his picture as he receives a Philco model 250. Others in the photo, left to right: 
Lyle Huntoon, Philco Corp.; Irving Meyer and Sol Levy of Bergman Co., a Philco 
distributor; Elizabeth Ogren, WJTN; and Si Goldman, WJTN. 


Majestic Favors Annual 
New Line Introduction 


Distributors who attended the re- 
cent two-day convention of Majestic 
Radio & Television Corp. in Chicago 
placed radio orders totalling $5,612,- 
843.63 and approved the company’s de- 
cision to present a complete radio line 
at one time. 

“Under this plan,” explained E. A. 
Tracey, president, “both the dealer 
organization and the public know when 
to expect new models and they are 
assured that a specific model will not 
be made obsolete by the introduction 
of a similar design the following week 
or the following month. 

“When new models are introduced at 
irregular and unexpected intervals 
... it is not always possible to include 
the latest engineering developments, 
because models incorporating such de- 
velopments may well halt the sale of 
other models in the line. . .” 

Mr. Tracey also said that a further 
advantage of a full line presentation 
was that advertising plans can be 
evolved ahead of time and help the 
dealer develop a plan for turn-over. 


Cory Drops Glass Filter 
Rod Price to 50 Cents 


Effective May 1, the Cory Corp. 
reduced the price of its glass filter rod 
for its coffee brewers from 60 cents 
to 50 cents. J. W. Alsdorf, company 
president, said in a statement issued 
to the trade that all jobbers would be 
refunded for all rods purchased at the 
60 cents level. He added that it was 
up to jobbers to pass the cut along 
to dealers. 

In announcing the cut, president 
Alsdorf said, “Competitive selling has 
again hit one phase of the coffee brew- 
ing business . . . One manufacturer 
is offering a glass filter at a retail 
price of 50 cents. As a result, Cory 
retailers and jobbers are now faced 
with the job of selling the Cory rod 
against this item at a retail price 
differential of ten cents, Cory Corp. 
never has and never will ask its job- 
bers or dealers to sell Cory products 
at a competitive disadvantage.” 


JULY 


24-Hour Service for 
Camfield Toasters 


‘ One-day service on any needed re- 
pair or adjustment to Camfield auto- 
matic toasters has been established by 
the Camfield Mfg. Co., Grand Haven, 
Mich. 

The new service was announced by 
Richard M. Kirkham, service man- 


RICHARD M. KIRKHAM 


ager, who said that any toaster sent 
into the factory, together with a letter 
explaining its return, is adjusted, re- 
paired or replaced within 24 hours of 
receipt. At present all service work 
is being done at the Grand Haven fac- 
tory but service branches will be set 
up in several other areas as soon as 
competent personnel can be trained. 

Mr. Kirkham, who joined Camfield 
in February, was previously associated 
with Schick, Inc. 


Apex Production Hits 
New High in March 


A new record output of 48,885 
vacuum cleaners, washers and ironers 
was reached during the month of 
March by the Apex Electrical Mfg. 
Co., according to C. G. Frantz, presi- 
dent. The first quarter of this year 
also broke a record, with production 
totalling 131,398, Mr. Frantz added. 
The marks were attained in the face 
of a 10 percent loss in operating time 
during the quarter caused. by curtail- 
ment of industrial gas supply. 
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THE INTERSTATE FOLDING BOX COMPANY 
Middletown, Ohio 


Chicago Merchants 
Study lroner Sales 


“The trouble with selling ironers 

The list, according to I. N. Merritt, 
vice-president and general manager of 
the Conlon division of Conlon-Moore 
Corp., is too long, and with this in 
mind, he recently called together a 
representative group of Chicago ap- 
pliance merchandisers to answer the 
question, “How can we sell more 
household ironers?” 

The conference agreed that sales- 
men are afraid of ironers, that there 
is too much mystery in ironer demon- 
strations, further that ironers are 
thought of as luxuries, and that sales 
should be running normally much 
closer to 50-50 with washers than the 
prevailing 1-to-10 and 1-to-11 ratio 
which prevailed prior to the war. 

“The household ironer, as an added 
sales dollar, both for the manufacturer 
and for the wholesaler and retailer, is 
a juicy plum to look forward to,” 
declared Mr. Merritt. “It should re- 
ceive from every standpoint a greater 
percentage of our time and attention 
than has been given it. 


Halfway Only 


“The woman who uses a washer and 
then falls back on ironing by hand is 
simply taking an automobile halfway 
to her destination and walking the 
rest of the way... 

“Tt is logical to use a washer to 
take the drudgery out of washing and 
it is fully as logical to use an ironer 
to take the drudgery out of ironing, 
but not nearly enough women realize 
it and not nearly enough dealers are 
getting the idea across.” 


Participants 


Participating in the discussion were: 
Ben B. Abrams, Norman Home Ap- 
pliances; John Baloun, Guaranteed 
Electrical Appliances and Furniture 
Co.; J. Blackburn, Natl. Cooperatives, 
Inc.; John Bunn, Marshall Field; 
George Canon, Commonwealth Edi- 
son; George Clausen, Hibbard, Spen- 
cer and Bartlett; John Y. Fairbanks, 
Mandel Bros.; Richard Hirsch, Hud- 
son-Ross; R. J. Malcomson, Public 
Service Co. of Northern IIl.; Sol 
Polk, Central Appliance and Furniture 
Co.; S. Reinherz, Goldblatt Bros.; 
John W. Soltis, Soltis Radio & Ap- 
pliance Shop; and W. H. Van Riper, 
Wieboldt Stores, Inc. 


Nation's Retailers Will 
Join Radio Week Promotion 


National Radio Week, the annual 
promotion of the Radio Manufacturers 
Association and the National Associa- 
tion of Broadcasters scheduled for 
Oct. 26 to Nov. 1, will be boosted by 
the cooperation of leading retailers 
across the nation, the RMA said re- 
cently. Officials of the National Asso- 
ciation of Music Merchants, the Na- 
tion Retail Furniture Association, and 
the National Retail Dry Goods Asso- 
ciation have advised the RMA adver- 
tising committee of their desire to 
cooperate. All three groups plan to 
furnish their members with promotion 
kits and suggestions for local activ- 
ities in cooperation with their radio 
stations. 

Promotion material for the week 
will include the four broadcasting 
services, AM, FM, Television, and 
Facsimile. 
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Clocks 


The EPICURE, £4.95 (plus tax) 


At last—a streamlined Kitchen Clock! 


General Electric has designed this stream- 
lined new electric kitchen clock 
to add a modern touch to any 
kitchen! 


That “built-in” look! 


Its thin beveled edges taper down, 
give the appearance of fitting 


absolutely flush against the wall! Modern design — 


—the very essence! 

If this strikes you as a happy innovation in 
kitchen wall clock design—give full credit to 
General Electric! 

It’s one more “first” in the long and distin- 
guished line. The case is of gleaming molded 


plastic, available in four colors—red, white, 
green, ivory. 

The large dial features mahogany hands which 
stand out sharply on the cream-white face. Hour 
marks and sweep-second hand are a soft ver- 
milion. Dimensions: 71% inches square —less than 
2 inches deep! 


Don't delay—order now! 


This new, MODERN General Electric Kitchen 
Clock will sell... sell... SELL! Play safe— 
ORDER IT NOW from your distributor! We 
repeat: this exclusive clock will, literally, sell its 
head off! Price, $4.95 plus tax. Appliance and 
Merchandise Department, Bridgeport 2, Conn. 


The Clocks Most People Want Most 


GENERAL 


t. 1947 


Electric 
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71 YEARS OF WASHER MANUFACTURING EXPERIENCE 


PROVEN QUALITY SAFE- 
GUARDS DEALERS’ PROFITS 


EXCLUSIVE 
FEATURES 
STIMULATE 
WASHER 
SALES 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 


ty 


Sensational 
New 
Seller 
LUMINITE 


T. OFF, 


SAFETY 
PILOT PLUG 


This quick-selling, triple-duty Safety Pilot Plug Is the newest hit in the modern 
LumiNite line of electrically lighted switch plates. It's an ideal nite-lite plus 
an easy-to-find two-way plug plus a cop for appliance cords—all three In 
one attractive, low-cost unit! The soft-glowing, piastic-encased, low-wattage 
neon lamp is always lighted, visible in the darkest corner. Economical, too, 
using less than two cents’ worth of electric current per year! Lasts for years 
without a burn-out. Just plug it in, and plug into it! No wires to connect 
(unless used as a plug cap for appliance cords). 
Packed in handy, display cartons of 10 plugs 
each. Write for details today on LumiNite prod- 
ucts, and the free merchandising aids. 


ASSOCIATED PROJECTS CO., 80 E. Long St. 
Columbus 15, Ohie 


By Makers of the Popular. 


Outlet and Switch Lights 
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Sales, Service and Glamour 


| how dilapidated the old box is. 


CONTINUED FROM PAGE 43 


A separate building in the rear of the store provides warehouse space and the paint 
spray booth. Just to the left of the truck are the overhead doors which open con- 
veniently into the service shop. 


talking to her. Anybody in this com- 
pany can earn a commission by making 
a sale. We often service a refrigerator 
and then apply the service charge as 
the down payment on a new box. We 
also allow a trade-in value on old 
boxes.” 

The so-called trade-in problem is 
Warner’s joy. He can always either 
sell or rent them. And it doesn’t matter 
The 
service department specializes in 
opening up sealed units, repairing 
them, and then welding them shut 
again. 


Service Makes Money 


“We can always underbid the other 
fellow on service,” is his claim, “be- 
cause he has trucking charges to in- 
clude. I look at the service operation 
as a money-maker, not as a headache. 
We were the first to introduce the 
complete, flat-rate overhaul into Hart- 
ford and it pays off in customer satis- 
faction as well as financially. We 
change the fan belt, change the gas, re- 


| place suction and discharge valves, 


install new expansion valves and new 
capillary tubes and do _ everything 
necessary to make certain that each 
box will give efficient service. When 
we are through with a job we spray 
the condensing unit in grey enamel and 
if that box ever comes in again we 
know, even without looking at our 
records, that we serviced it before. 
Each box gets a sticker on the inside 
of the door, ‘For service on this re- 
frigerator call 6-1141.’ We do, I think, 
about 50 percent of all refrigerator 
servicing in Hartford.” 


Complete Service 


Although refrigeration servicing 
pays the freight, the company is 
equipped to repair, and does repair 
washers, small appliances, cleaners, 
and radios. There’s no call for range 
repair because the local utility, Hart- 
ford Electric Light Co., services all 


JULY |, 


ranges for a flat $2 charge and gives 
a year guarantee. 

The completeness of their servicing 
operation is emphasized by the fact 
that when their distributor couldn’t un- 
load 17 damaged refrigerators, Ameri- 
can Refrigeration took them, repaired 
them, sold them at a price well below 
list and still made a profit. 

At present about 75 percent of all 
sales are made to domestic customers; 
the other 25 percent is commercial 
business. 

“We've gone after a lot of institu- 
tion and state work,” says Warner. 
And when he says “go after” you can 
spell it in capital letters. As an ex- 
ample, he walked the head of a local 
institution into his store for the pur- 
pose of providing him with a small 
freezer. Two hours later the institution 
had acquired $8,000 worth of appli- 
ances. 


Down with Convention! 


Super-salesman though he appears, 
Warner is anything but orthodox. He 
doesn’t believe in hanging on to floor 
models, because, he says, you don’t 
need the product to sell it. You can do 
it with a picture. He won’t have an 
experienced appliance salesman in the 
company. 

“T want men in the organization who 
never sold appliances in their lives,” 
he asserts, “men whose hours mean 
nothing to them. The oldtimers all try 
and tell you how they used to do it.” 

Logan, who is at 37 the president of 
the corporation, is also its oldest 
worker. James Warner, Art’s brother, 
is about 30, is vice-president and has 
charge of commercial and apartment 
house sales. William Collins, about the 
same age, is secretary and office man- 
ager, and is one of those curiously 
gifted people who meets everybody, 
knows everybody, and never forgets a 
name or a face. 

Youthful vigor alone isn’t relied 
upon to compensate for inexperience, 


1947—ELECTRICAL MERCHANDISING 


| 
| 
a | 
| 
ok F | 
| 
Three-in- One; 
* Lighted 2-Way py 
* Handy Nite-Lite 
* Electric Cord Cap 
=e | 
= | 
| 


1 gives 


rvicing 
1e fact 
In’t un- 
A meri- 
-paired 

below 


of all 
omers ; 
nercial 
~ 
nstitu- 
‘arner. 
can 
in ex- 
local 
e pur- 
small 
tution 
appli- 


ant of 
oldest 
other, 
d has 
tment 
it the 
man- 
ously 
body, 
rets a 


relied 
ence, 


ING 


however. Every member of the com- 
pany takes the LaSalle Extension Uni- 
versity course, “Electrical Appliance 
Salesmanship,” which is sponsored by 
General Electric. Classes meet two or 
three times a week. 

In some other respects, Warner is 
orthodox. Instead of paying mere lip 
service to the oft-repeated dictum that 
all appliances on the floor should be 
hooked up and operating, he sees that 
they are. Home freezers, in fact, are 
even stocked with food. 


Husbands Happy 


Most startling of his variances from 
the norm, however, is the attractive 
bar. In some communities, perhaps, 
he couldn’t get away with it, but in 
West Hartford, a wealthy and cosmo- 
politan community, it is a distinct 
success. He is careful not to over-work 
it, but there are occasions when it 
comes in mighty handy. Saturday 
afternoon ironer demonstrations, for 
example. Many a housewife drags 
along a reluctant spouse who would 
normally be impatient to get her out 
of the store. But not with the bar. 
Warner invites the badgered males in 
for a drink—never more than two— 
introduces them to one another, gets a 
conversation going, and they’re happy 
for the duration of the demonstration. 

A part-time home demonstrator 
takes care of post-sales demonstra- 
tions. Later, when the company gets 
going on what it expects to be its 
biggest business, all-electric kitchens, 
she’ll be busy all the time. Then the 
company will also employ a full-time 
carpenter, electrician and plumber, to 
do the work which is currently let out. 

One reason why American Refrig- 
eration likes trade-ins is their scheme 
for summer rentals. They have a 
branch store in Lyme, Connecticut, a 
seaside resort. There they plan to 
rent refrigerators for the summer, 
guaranteeing good operation, picking 
them up each winter and recondition- 
ing them for the next summer. 

In fact, the company encourages 
trade-in business. People with an old 
box merely have to order a new one 


and American Refrigeration will keep 
the derelict operating—free—until the 
new one is delivered. 


No "Cold" Customers 


“Ijm not interested in the cold cus- 
tomer who just walks into the store 
and says, ‘I want to see this or that,’ ” 
declares Warner. “I want customers 
who have had a refrigerator for twelve 
years or so which suddenly breaks 
down and thus creates a desire for a 
new one. This concerns the time- 
buyer, of course. I am leery of the 
customer who doesn’t own a box and 
buys one in June for the summer with 
the expectation that it will be repos- 
sessed in September.” 

American Refrigeration keeps new 
customers coming and old customers 
returning with $5,000 worth of ads in 
the telephone book. They’re small 
ads, well scattered, reading in big 
type, “For thorough Norge service, 
call American Refrigeration,” or, 
“Complete service for Kelvinator,” or, 
“Your G-E refrigerator needs the best 
service. Call 6-1141. American Re- 
frigeration Service Co.” In addition, 
some 20,000 mailing pieces go out 
every month. The half-page per month 
in the newspaper is merely supplemen- 
tary. 

Wednesday and Friday nights the 
store stays open until 9 o'clock, all 
40,000 watts of its lighting ablaze. 
Chances are, however, that if a cus- 
tomer dropped by at ten somebody 
would still be there to sell him. 


How Close Can You Get? 


When the service trucks are out they 
telephone back every hour, but War- 
ner isn’t satisfied with even this close 
contact. He’s seriously considering the 
installation of two-way radio. So if 
Mrs. Jones on Hooperdink Street calls 
in to report her refrigerator out of 
order, somebody in the office can radio 
the truck nearest her home and she’ll 
have to answer the doorbell almost as 
quickly as she can hang up. 

Summer baseball fans may even get 
free soda pop on American Refrigera- 

(Continued on page 206) 
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Early morning sees vigorous activity in the back yard of American Refrigeration as 
the service trucks are loaded and dispatched for their daily routine. Drivers phone 
in once an hour to receive information on new jobs. All the trucks are refinished 


once a month to keep them attractive. 
company. 


Bodies are fitted out especially for the 
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SOUND JUDGMENT PoINTs TO 


Dayton Line! 


DAYTON SHALLOW WELL 
SYSTEMS. Pumping Capaci- 
ties of 250, 350 and 500 gallons 
per hour. 


DAYTON JET-TYPE DEEP 
WELL SYSTEMS. Ideal for 
farm water systems. Capacity 
—200 to 750 gallons per hour. 


DAYTON WATER SOFT- 
ENERS. Several types avail- 
able. Capacity— 30,000 grain 
gallons per regeneration. 


DAYTON WATER SOFT- 
ENERS. Brine-storage, single- 
control valve type. Capacity 
30,000 grain. 


THE DAYTON PUMP & MFG. CO. * DAYTON, OHIO 


PAGE 205. 


. 
| 
The 
| 
ives,” 
’ 
mean - .. 


— 


RoTO-TRAY 


THE ICE CUBE TRAY 
OF TOMORROW 


Here is the newest, most useful home accessory in years. ROTO-TRAY 


is all plastic—flexible—has none of the disadvantages of metal or rubber 
No sticking—no chopping—no melting. No running water—no ice cubes 
all over the sink. Just twist the tray and out they pop—as many as you want 
and no more—FULL SIZE. Clean and dry, and easy as pie! 

ROTO.-TRAY is fast-selling, profitable, patented, absolutely tops in 
its field. Your efforts backed by attractive packaging, promotional lit- 
erature, national advertising, a counter-display-demonstrator that tells 


the story for you. ROTO-TRAY retails for $1.95. Inquiries invited. 


Copyrighted 1947 


e No neeu to clutter up the 
attic with make-shift car- 
penter jobs which just bare- 


MANUFACTURED BY 


REPUBLIC MOLDING 
CORPORATION 


4643 W. LEXINGTON AVE, + CHICAGO 44, KL 


WHY DO IT THE HARD WAY? 


ly pass as suction boxes when you make those attic fan installations. 
‘Sell the simplified Health-Aire Suction Box that takes only a few 
minutes to install. Streamlined and light in weight, the Health- 
Aire Suction Box looks attractive and keeps fresh air flowing 
through homes or business places without loss of air or wasted 


power. 


Also available . . . Heasth-Aire ceiling shutters, designed especially 


to go with these new rust-proof aluminum Suction Boxes. 


_> 


e Sell your customers the easy way . . . easier 
assembly, easier installation, greater air-condi- 
tioned comfort. It will pay you. 


There is a Health-Aire Fan for every need... 


ideal running mates for Health-Aire Suction 
Boxes. 


Johnson Fan & Blower Corp. 


Dept. EM 1319 West Lake St., Chicago 7, Ill. 
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tion. Provided, of course, that some- 
body slams a ball up against the refrig- 
erator door on the company’s sign in 
the ball park. If hit, the door auto- 


| matically swings open and everybody 


in the park gets a bottle. 
Warner, when questioned closely 


| about the success of the company, at- 


tributes it to “Hard work, and giving 
service when the customer needed it.” 
Questioned closer, he'll declare that 
luck had a lot to do with it. Beyond 
that he can’t find an explanation. This 
reporter even queried both his wife and 
his distributor. The former could only 
say that, “He eats, drinks and sleeps 
the business. It’s a 24-hour job.” The 
distributor says the company is aggres- 
sive and alert. 


This Way Up 


Add the fact that he and the com- 
pany know where they want to go. 
With confident aplomb he declares that 
he’ll sell 1,200 G-E refrigerators this 
year, do a $500,000 business in 1947 
and a $1,000,000 gross in 1948. 

But perhaps the most revealing clue 
of all is the simple statement that 
Warner himself makes. He is now 34 
and he wants to be able to retire when 
he is 38. “But,” he says, “I won't re- 
tire. This business is too much fun.” 


Sales, Service and Glamour 


Most unusual physical feature of American 
Refrigeration is the bar. Attractively deco- 
rated with pink elephants and the walnut 
paneling salvaged from a bowling alley, 
it is an ideal place to herd the husbands 
during a Saturday afternoon ironer demon- 
stration. Treasurer Art Warner pours him- 
self a glass of 7 Up while James T. Warner, 
vice-president of the company, talks to @ 
customer. 


Too Many Dollars— 


Going Out 


New bills stick together and it 
cost one St. Louis firm money 
until it found the answer 


SIMPLE means of eliminating 
Aproft leaks at the cash register 
caused by giving out too many brand- 
new dollar bills in change has been 
developed by a St. Louis electrical 
dealer as a permanent policy. 

Making a huge number of change 
transactions daily, the St. Louis elec- 
trical dealership formerly started each 
morning with a sheaf of brand-new 
dollar bills in the $1 drawer of the cash 
register. However, it was frequently 
found that the drawer turned up short, 
often as much as $4 or $5 per register, 
because brand new bills adhere closely 
together, and two are easily mistaken 
as one under pressure conditions. A 
rubber fingertip guard was tested and 
proven to be of little help because of 
its insensitivity. Naturally, cashiers 
were instructed to use extreme cau- 
tion in counting dollar bills, but the 
mistakes continued, especially in rush 
periods, despite this. 


JULY I, 


Regretfully, the store almost decided 
that the only solution was to give up 
brand new bills in favor of much-used 
dollars which would not stick together. 
Then the management hit upon a sim- 
ple idea: to fold each new bill the long 
way, making a slender fold which can 
stand on its bottom edge. Cashiers 
were instructed to stack these in two 
tiers in place of the former single 
sheaf in the $1 drawer. 


Leak Plugged 


This idea was tested for one month, 
each cashier folding the bills during 
slack midmorning and midafternoon 
hours, and proved to function perfectly. 
Not a single dollar was overpaid in 
making change over four weeks—and 
this policy is now permanent for all 
rapid-moving bills such as $5, $2 and $1 
notes. The slight extra trouble of 
folding the bills is more than made up 
by the accuracy of payments. End 
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One-Man Business in Chicago 


day or two. Eighteen were delivered 
and he only had to take one back, and 
that was on account of finances. 

Modern Service Store is now work- 
ing three outside men and believe it 
or not, they are dow#ig a good city job 
on home freezers. They sell farm 
freezers to restaurants, who find them 
a bargain compared to the prices they 
are asked to pay for store equipment. 

The vacuum cleaner business is very 
good these days and the store has a 
rug setup for demonstration. Price is 
all right, and the profit margin O. K., 
says Harry. 


Trade-in Situation 


It’s tough. he opines, that now that 
he is getting merchandise, people say 
they think the price is going down and 
as a result they are going to wait. 
Irons are backing up on him, even 
name brands, and he has the best that 
money can buy in his window right 
now for people to lug home. The store 
can sell more ranges, washers and re- 
frigerators, but is getting them about 
in proportion to its deliveries. Re- 
placements are taking place in fam- 
ilies today orlly where they have me- 
chanical trouble. They are not swap- 
ping on account of the old model being 
too small. Harry Burns is not getting 
any trade-ins on refrigerators. Ap- 
parently folks are selling them per- 
sonally to others or giving them to 
their kids. The store gets a few washer 


trade-ins which he repairs and sells’ 


with ease. 

Radio trade-ins have not shown up 
yet at Modern Service Radio & Ap- 
pliance store and when they do Harry 
Burns plans to allow about 74 percent 
of the total price on legitimate margin 
sales. 


“Nuts” About Television 


The Modern Service Radio & Ap- 
pliance Co. is betting on television. 
Every night the boys are out work- 
ing on prospects and checking instal- 
lations and people in that moderate 
income neighborhood are keen buyers. 
It’s a lot of prune juice that you 
have to have an elaborate aerial to 
get reception, says Harry. The aerial 
over the store is a sort of amateur 
affair and does perfectly well. 

Harry Burns is probably the first 
electrical dealer in the business to get 
a plug on television. It all came about 
this way. As a spotter at a wrestling 
match which was televised, he was 
busy telling the announcer who was 
who, when one of the behemoths was 
almost flung into his lap. Like light- 
ning the television camera was swung 
around on the struggling Harry and 
as his features splashed on the screen 
of Chicago lookers, an announcer told 
them that he was a television dealer, 
giving him a rather neat plug. 


Salesman Compensation 


The store has an unique plan of pay- 
ing salesmen. When a fellow applies 
for a job they ask him what he can 
do. Is he good for three refrigerators 
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COST OF DOING BUSINESS 


Receipts ....... $92,076.23 

Refunds ........ 1,082.33 
$90,993.90 100.00% 

Purchases ....... $77,270.46 84.92 


Returned mer- 


chandise ..... 1,431.87 1.57 
75,838.59 83.35 
Discounts earned. 907.73 1.00 


Cost of Purchases 74,930.86 82.35 
Gross Margin... 16,063.04 17.65 


Advertising ..... $2,676.07 2.94 
Delivery ........ 535.77 59 
Auto expenses. . 422.36 46 
Electricity ...... 284.65 31 
Telephone’ ...... 359.42 40 
Insurance ...... 540.79 59 
Repair & mainte- 

mance ....... 537.94 59 
1,825.00 2.01 
Stationery & post- 

35.85 .04 
309.67 34 
Supplies ....... 202.48 22 
Social security... 58.87 07 
Attorney fees.... 15.00 02 
30.25 .03 
Bank charges. ... 30.75 .03 
Armored car ex- 

Donations ...... 24.29 03 


$13,886.94 15.26 


Net Difference. 2,176.10 2.39 


a week? He says yes, and at a $200 
price that is $600 a week for refriger- 
ators. Is he good for one range? At 
$200 that’s $200 worth of business. He 
tells them that he can sell possibly $300 
worth of radio a week. He is good for 
$300 in laundry equipment, and $200 
on water heaters. That’s $1,600 a 
week that he thinks he can sell. Say 
the man feels he can do $75,000 a year. 
Harry cuts it in half and allows him 
$38 a week drawing account, plus 3 
percent commission monthly. 

“If you hit your quota monthly you 
get 2 percent more commission. If you 
hit the quota for the year, you get 14 
percent bonus at Christmas.” 

Thus the salesman writes his own 
ticket and has inducement to stick 
around all year. He has immediate in- 
centive and long pull incentive. The 
men like it. 

Modern Service carries Frigidaire 
oil heaters, Launderall, Thor, Voss, 
Blackstone and Universal washers, 
GE, Stromberg-Carlson radio. The 
radio repair department, manned by 
William Chadwick, cares for both 
radio and television. 

It’s a good business, Harry thinks, 
and inasmuch as he just bought his 
building and acquired a new daughter, 
he’s in it for keeps. End 
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U.S PATENT NO. 145,800 


It's a different radio with a sports appeal ... the case is cast 
aluminum, %4" overall larger than regulation foctball. Set Is 
5-tube superheterodyne, built under R.C.A. and Hazeltine license. 
Radio is finished like leather, choice of colors. 


For further information fill in and mail coupon below. 


THE EMPIRE COMPANY 

Box 2166, 1304 West Eighth, Amarillo, Texas 

Please send us dealer information about the "GRIDIRON" Radio. 
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EVEN BOSSES 
BUY 


* Motionair means Air in Motion! 
Yes, bosses know this, and BUS- 
INESSES, as well as homes find 
that CORRECT air circulation combats afternoon fatigue and cools 
summer-hot, and overheated rooms. Authorized Motionair Dealers all say 
that the handsome, sturdy, SAFE Motionair sells AND SATISFIES a 
market growing larger and larger, day by day! In Businesses, as well as 
in the nation’s homes, Motionair circulates air CORRECTLY and makes 
rooms cooler, fresh, and so more comfortable. Sell this newest method of 
promoting healthier, happy living! Be an 
authorized Motionair dealer! Contact 
your Motionair distributor today! 


3319 EAST SLAUSON BOULEVARD 
LOS ANGELES 11, CALIFORNIA 


Trig tea kettle 


Stainless Steel 
Mixing Bowl 


Serv-it platter 


Coffee Urn 


Cake pan set 


Yes, there’s a way to start 


— folks right out on wonderful 
, cooking results with every 
& ; range that leaves your floor 


(and it will also make many 
new friends until ranges 
are again readily available). 
Offer your customers famous 
DeLuxe waterless cookware 
by West Bend. It cooks fast- 
er... preserves more health- 
ful food clements ... and 
uses LESS fuel. There are 
many other DeLuxe acces- 
sories, too— all tops in qual- 
ity and designed for better 
and easier living. 


Four-piece DeLuxe set 
will serve 90 of all 
cooking needs. Consists 
of 2 and 3 quart sauce 
pans, 5 quart Dutch 
Oven roaster and 10” 
covered skillet. 


There is an electrical distributor serving your territory 
with West Bend DeLuxe ware—write us for his name. 


WEST END Z 


WEST BEND, WISCONSIN, 
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OIL HEATING Is a 


Bread and Butter Business 


are just ready to drop on each particu- 
lar day and bring them in. 

Grand Rapids had a dealer named 
Jack Dubrow who used to sell 500 
washers a year. He ran one stunt three 
years. His stunt was to advertise a 
washer, an ironer, and some tubs for 
$49. The combination actually cost 
him $52. People would come in, ask 
about the bargain and the salesman 
would say, “I don’t know why the old 
man advertises those because we have 
a much better buy here.” With that 
the salesman would proceed to step up 
the prospect to the appropriate washer 
and close the deal. In three years the 
original set was never sold, Ted re- 
lates. 

For some reason, people, like trout 
leaping at a fly, are always ready to 
jump at something that is cheap. They 
actually have no real sense of values 
and don’t know what they want. The 
advertising merely makes them tip 
themselves off to the fact that they 
are in the market. Possibly the pros- 
pect merely wishes to go around and 
see everything that is being offered be- 
fore making his choice. At any rate, 
the good salesman gets a chance to put 
on a fine demonstration, tell his story 
and through sheer ability close an 
order. Many a family that is thinking 
of spending a dollar a week would pay 
$1.50 a week. It is a known fact that 
with customers who buy on time, terms 
are the things they buy, and not the 
total price. 


Dealers Not Pushed Yet 


At the present moment there is no 
dealer in Michigan doing a particularly 
hot job, in the Peters’ opinion. The 
other day a carload of radios came into 
State Distributing, and they shot eight 
radios out to a small town dealer who 
had a standing order and had forgotten 
to cancel it. He called up in anguish 
by long distance. 

“T can’t sell all these sets,” he com- 
plained. 

Ted Peters gave him a May Ist dat- 
ing and the dealer accepted the radios. 
He got scared at having so many and 
ran an ad. It was the first radio ad he 
had turned loose of for years, and 
within a couple of weeks he reported 
to State Distributing that he had got- 
ten rid of his quota. He just didn’t 
know what he could do because he 
hadn’t done anything nor tried any- 
thing. 

“When merchandise gets plentiful, 
what we must see is some advertising 
that breeds dissatisfaction,” says Mr. 
Peters. “The appliance business has 
been built up on this. Each new prod- 
uct spreads dissatisfaction with the 
old.” 

To succeed, when the going is tough, 
the dealer must have punch, and on 
the spot advertising. The mamma-and- 
poppa store has a chance to shine when 
the competition is difficult. In larger 
centers the super market in appliances 
has just as great a chance of success. 

There are so many appliances on 
the market today that one man cannot 
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sell everything in his store without 
scattering his fire. He cannot be an 
expert on everything, in the Peters’ 
opinion. Even State Distributing Co. 
only allows each man to sell a couple 
of items. 

Ted thinks that we must separate 
specialty selling from conventional 
selling. There are now two types of 
products in the appliance field and 
methods and compensation of salesmen 
must be different. 

The trade-in, in the Peters mind, 
offers the independent dealer the great- 
est come-on dealers ever had. Rebuilts 
at low prices offer a constant tempta- 
tion to the public to come in and look 
things over. And the dealer is a chump 
who doesn’t sell them up. 

At the present moment, he thinks 
that the compensation of retail sales- 
men is not a vital factor. You must at 
least pay your salesman as much as 
he can earn working at a CIO job. 
You can’t set a rule, because it all de- 
pends on the relationship of each man 
to his job. The Ted Peters’ formula 
is to pay each of his people a perform- 
ance bonus. “It’s for work done above 
the call of duty,” he explains. 

To repeat, Ted Peters doesn’t ex- 
pect the margin to change. He thinks 
that manufacturers are determined not 
to hold an umbrella over the chain 
store competition. He likes to quote old 
Nate Goldblatt, of the Goldblatts Stores 
in Chicago, who when he was alive, 
always used to say, “What I am in- 
terested in is wolume.” 

The 650 dealers on the State Dis- 
tributing Co. list break down into 
about 30 percent appliance dealers, 30 
percent hardware, 30 percent furniture 
and the remaining 10 percent are de- 
partment stores or other outlets. Lines 
carried by State Distributing are as 
follows: Quaker oil heaters, Thor 
washers and ironers, Capitol kitchens, 
Electromaster ranges, Regina Electrik- 
brooms, Majestic radios and records, 
Coolerator refrigerators and freezers, 
Eddy stokers, Zerosoft water softeners, 
Mutschler kitchen equipment, Viking 
oil water heaters, New Home sewing 
machines, Hardwick gas ranges and 
Temco gas heaters. End 


“IT AIN'T STUFFED, JOE, | JUST STICK IT IN 
THE FREEZER EVERY NIGHT!" 
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YOU'LL MAKE MORE 


MONEY WITH THE. 


RIGHT 
PRESS 


FOR APPLIANCE 
REPAIRS 


The right arbor press in your 
repair shop will mean more 
income for you, because you 
won't have to turn down jobs 
that you can’t do now. Get a 
Dake press—it’s designed right 
for your needs. All parts are 
built for long service, maximum 
strength, and easy operation. 
Select one of the presses above, 
or write for further information. 


DAKE 


ENGINE COMPANY 
630 SEVENTH STREET 


Eliminating Deadwood 
In Prospects Lists 


Cuero Machinery & Hardware 
Co., Cuero, Tex., has a way 
of making orders "stay put" 


F EVERY order, for a major 

appliance on dealer’s books was a 
“legitimate” order, manufacturers op- 
erating at double present capacity for 
20 years could not fill the demand. 
Unfortunately, a great many of these 
“orders” are “deadheads” and 
“phonies,” and it is easy for the appli- 
ance man to be fooled into thinking 
he has a great deal more business on his 
books than will ever materialize. 

The Cuero Machinery & Hardware 
Co., Cuéro, Texas, is doing something 
about this situation, so that it may 
gain at least a general idea of its 
potential “booked” appliance business, 
according to J. L. Fuchs, appliance 
department manager. 

The five dealers in radio sets operat- 
ing in a nearby small town recently 
got together and checked their “order” 
lists, one against the other. They 
discovered that 11 of their orders were 
on the books of all five dealers; 23 
were on the books of four of the five 
dealers, and practically all orders were 
on at least two dealers’ books. This 
information was shocking, but it did 
provide these dealers with a more 
truthful evaluation of their potential 
radio set sales. 

Mr. Fuchs is doing basically the 
same thing individually with his “cus- 
tomers” who have signified their in- 
tention of buying major appliances. 

He eliminates most “deadheads” and 
duplicaters of orders by these simple 
steps: 
|. First, when a person asks to have her 
name placed on the list to receive a speci- 
fied appliance when one is available, Mr. 
Fuchs asks her to notify him if she obtains 
the appliance elsewhere before the store is 
able to supply her. This catches some of 
the duplicators. 

2. He files each customer's name alphabet- 
ically and by dates, so that each name 
comes up every three months. At this in- 
terval, he telephones, writes to or sees each 
person who has ordered an appliance. He 
explains that he is sorry the company has 
not been able to deliver, and says the cus- 
tomer's name is still on the list and that he 
would appreciate verification of the reser- 
vation, 

3. He divides his prospect cards into two 
groups: Regular customers who are known 
by the company to be reliable, and those 
not known to the company or who live in 
other towns. By checking every three 
months, he is able to determine approxi- 
mately how many of the first group are actu- 
ally reliable prospects. The check elimi- 
nates many of the second group, and he 
discounts those not eliminated by 50 per- 
cent, feeling that at least that percentage 
will never come in for their appliances when 
the merchandise is available, 


By following this plan, Mr. Fuchs 
believes he has a fairly reliable estimate 
of the expected appliance business 
available; and he has found that the 
“shaken-down” list is only a shadow 
of what it would be, were it not for this 
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simple system of screening. End 
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Home and Farm Freezers 


6-12-18 Cubic Foot 


* 18 YEARS EXPERIENCE in the 
manufacture of low temperature cabinets. 


* RETAIL PRICES competitive. 
* WHOLESALE DISCOUNTS liberal. 


VISIT US DURING SUMMER MARKET 
JULY 7TH-19TH—CHICAGO, ILLINOIS 
SPACE — 17-K — AMERICAN FURNITURE MART 


Manufactured 


By 


MINNEAPOLIS 


FILL IN, DETACH, AND MAIL THIS COUPON TODAY 


SCHAEFER, INC. 
MINNEAPOLIS I, MINN. 
DEPT. EM7 


Please send us complete information about a PAK-A-WAY franchise for our business. 


MAME 
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RETAIL 
PRICE 


ELECTRIC RANGETTE 
Beautifully streamlined for sales appeal. Scientificall 
ventilated to insure against over heating of body. Mount 

on 4 round heat resisting bakelite legs, 1” in dia, to pro- 
tect furniture. Equipped with rotary switches, giving 3 
separate heats on each burner. Complete wit cord. 
Finished in high gloss heat resisting baked enamel. Guar- 


anteed not to discolor. One year free service against any 
defective material or workmanship. Backed by our 30 


DEALER'S 
cost 


FAST TURNOVER 
SURE PROFITS FOR ALERT DEALERS 


years of Electrical Appliance experience. Packed 4 per 
master carton. Packing weight 10 Ibs. per unit. 
Lots of 8 or more $7.75 
$9 95 CABINET TYPE ELECTRIC HEATER 56 45 
° UL Approved ° 
RETAIL All aluminum large cabinet type body. An pealing DEALER'S 
PRICE streamlined unit that gains customer approval. 1320 watts, cost 
110 volts. Packed in individual cartons. 
110 VOLT ELECTRIC TOASTER 
$5 88 Modern cabinet model, double slice toaster. Highly polished $9 49 
In lots of standard package of ten, including excise tax, . 
RETAIL $2.25. ORDER NOW! Immediate delivery. DEALER'S 
PRICE cost 


MASTER DE LUXE STOVE WORKS 


5081 BROADWAY CHICAGO 40, ILLINOIS 


Division Vacuum Cleaner Supply Co., Inc., Dept. A 


ESTABLISHED OVER 30 YEARS AT THE SAME LOCATION 
1% DISCOUNT WHEN CHECK OR M.O. ACCOMPANIES ORDER 


..- for volts, amperes, or watts with 
this one small, compact instrument 


Here is the first appliance tester ever made that gives you volt, 

ampere, and wattage readings all from one small, compact instrument. 

Model 390 slips easily into a large pocket, weighs only a pound and 

‘ a half, is designed for hard, continuous service. 
The range of uses for this volt-amp-wattmeter is almost unlimited in 
checking line voltage, current drain and power consumption, the three 

simple tests which will diagnose most cases of electrical trouble. In fact, 


pee any household electrical appliance that has a motor or a — 


eating element, can be tested by the 390, as well as certain industrial 
installations. 

You mérely plug Model 390 and appliance to be tested into the Break- 

In plug furnished—voltage will read. To read watts or amperes, simply 

press one of the two buttons at bottom of the panel. . 
Aside from its unique features, Model 390 has no equal among appli- 

} ance testers in quality alone. The famous Simpson quality makes invest- 
. ment in the Model 390 an investment that will return a rich yield in 
satisfactory service through the years. 


Refrigerators 
Deep Freezers 


Motors 

Electric Heaters 
Washing Machines Radio Sets 
lrons Lamps 


Toasters 


Ranges—A. C. C 


Volts: 0-150, 0-300 


Amperes: 0-3, 0 


Watts: 0-300, 0-600, 0-1500, 0-3000. 


Size: 3" 
Ibs 
Shipping weight 


x 5% 


USE MODEL 390 FOR TESTING 


Vacuum Cleaners 
and all similar appliances 
urrent, 60 cycles. Price, with Break-In plug 
and leads 
Leatherette carrying case, 
with leads compartment 4.00 
Genuine leather carrying 
case, with leads com- 
partment 


$39.50 


x Weight 


3 Ibs. 8.00 


SIMPSON ELECTRIC COMPANY 
5200-5218 W. Kinzie St., Chicago 44, Ill. 
In Canada Bach-Simpson, Ltd., London, Ont. 


Simpson Model 390 
Volt-Amp-Wattmeter 
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kw.-hr. per home, (2) those with an 
average falling between 1,200 kw.-hr. 
and 2,000 kw.-hr., and (3) those show- 
ing a domestic consumption above 
2,000 kw.-hr. annually. There were 
four companies in this last classifica- 
tion. 

It is a little difficult to see any 
significant pattern in these returns. 
It is clear enough that the greatest 
number of the companies in the lower 
brackets is located in territory where 
there is active competition with natural 
gas and that where coal is a com- 
peting fuel, its price is relatively low. 
Correspondingly, the companies in the 
top brackets for the most part have 
little competition from other fuels and 
the price of coal in their territories 
is relatively high. It must be remem- 
bered that these are average figures. If 
the records of the individual companies 
were to be taken, it could be shown 
that in some instances a company with 
natural gas competition (in fact selling 
gas itself) has been able to build up 
an enviable domestic kilowatt-hour 
consumption figure, whereas other 
companies with no serious competition 
from natural gas and with high priced 
coal are nevertheless still in the lower 
group. 


Rate Comparisons 


It is also true that the rates offered 
as a rule are higher among those com- 
panies having low domestic consump- 
tion records and low among those of 
high use. Rate comparisons are al- 
ways difficult to make—and the fig- 
ures given, which are composite 
averages, are not to be taken too seri- 
ously. But the general fact holds 
that rates are higher among the com- 
panies reporting “less than 1,200 
kw.-hr.” averages and distinctly lower 
in the “higher than 2,000 kw.-hr.” 
group. Significant is the fact that 
promotional range and water heater 
rates are more common with higher 
consumption figures. Of the 44.4 percent 
of the companies in the lower group 
reporting a 1¢ promotion water heater 
rate practically all of them state that 
this rate has been recently adopted 
and that they look forward to a gradual 
increase in water heater saturation as 
a conseqence. The one company in 
the highest bracket which does not 
have such a promotional rate has a 
general domestic rate which is suf- 
ficiently low so that it amounts to the 
same thing. 

It is clear that the saturation fig- 
sures for ranges, and particularly for 
water heaters, have a lot to do with 
building load. Use of water heaters 
in territory where the kilowatt-hour 
use is low is negligible. In many 
cases this is because the company itself 
sells natural gas and is not considering 
the building of an electric load in this 
department. In other cases, the gen- 
erating capacity of plants has been 
low and only in the future will a water 
heater load be desired. 

On the other hand, one of the com- 
panies with a relatively high kilowatt- 
hour consumption figure reports both 
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range and water heater saturation as 
“negligible.” In this case, the load 
comes from an extensive use of evap- 
orative coolers and air conditioning in 
summer, with corresponding air heat- 
ing in winter time. 


Any Appliance Builds Load 


One of the Intermountain companies 
has made a study of the effect on 
load of the addition of various in- 
dividual domestic appliances in the 
home. This indicates the importance 
of adequate lighting in the home, as 
well as the effect on kilowatt-hour con- 
sumption of the less regarded domestic 
equipment. Almost any domestic ap- 
pliance purchased by the customer will 
show an appreciable increase in annual 
use of electricity. Unquestionably the 
electric water heater is the load 
builder par excellence; air heaters, 
evaporative coolers and air condition- 
ing under certain climatic conditions 
are important — but other domestic 
appliances are not to be overlooked. 
The newer items, such as clothes dryer 
and home freezer, rank high as poten- 
tial load builders. 

Although practically all companies 
state that they are desirous of build- 
ing domestic load at the present time, 
about half of those in the lower and 
middle groups have stated that until 
recently they have not had sufficient 
generating capacity to give them much 
incentive to press the building of such 
load until recently. Incidentally, sev- 
eral of the high use companies state 
that they are not anxious to build 
domestic load at the present time be- 
cause they have at least temporarily 
caught up with the present capacity 
of their plants and the shortage of 
machinery and materials will make it 
difficult to add to their capacity to 
serve more load until some time in the 
future. 

Another factor which seems closely 
the reported record of 
kilowatt-hour consumption is the gen- 
eral economic level of the communities 
or district served. Most of the West 
is predominantly agricultural in char- 
acter, but it makes a difference whether 
or not electrically pumped irrigation 
is an important factor in the area 
served. The farm which uses elec- 
tricity abundantly for its farm needs 
also is apt to have a high home con- 
sumption rate. 


Big Load Areas 


Mining areas are not as a rule high 
users of electricity in the home. In 
the one district reporting oil and gas 
as a major industry although the av- 
erage income of the populace is higher 
than the national figure, the competi- 
tion of cheap gas has cut down the 
use of electricity for cooking and water 
heating. Where urban population is 
numerous in comparison with rural, 
the average income reported tends to 
be higher and the home use of elec- 
tricity rather greater than in areas 
where towns are small and scattered. In 
general the returns show that high 
use areas are those.with “Above the 
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average” incomes, while low use and 
low incomes go together. The pro- 
portion ef domestic customers who be- 
long in the “minimum bill’ category 
parallels the reports on average income 
pretty well, with some individual ex- 
ceptions. Average figures show a pro- 
gressive lowering of the number of 
minimum bill customers as the use 
of kilowatt-hours per home increases. 
There are, however, wide and unex- 
plained differences as between figures 
reported by individual companies 
within any one group. 


What's Doing in Nevada 


The Southern Nevada Power Co., 
reporting an average annual consump- 
tion of electricity per home of 5,816 
kw.-hr. for the year ending Mar. 1, 
1947, is one of the companies located 
near a source of water power (Hoover 
Dam), with practically no other com- 
peting fuel available (although LP 
gas does take some of the cooking 
load), and serves a territory primarily 
urban in character with almost no in- 
dustrial or farming population. Las 
Vegas is a community of modest 
apartments and homes, but boasts a 
very high level of income per family 
served. Minimum bill customers are 
practically non-existent. Starting with 
these advantages, the utility has relied 
for load building almost entirely upon 
low rate. Those in charge have fixed 
the price of electricity at an initial 
figure of 34¢ per kw.-hr., dropping 
rapidly to a low level of 5 mills with 
increased use—and they have placed 
no restrictions upon the use to which 
the power may be put in the home. 
As a consequence, there is practically 
not one home in the place which has 
not some form of electric heat for 
winter use and some form of air con- 
ditioning in the summer. The 40 per 
cent saturation of electric ranges and 
34 per cent of water heaters added 
to this has brought the figure of av- 
erage home use to the highest in the 
country. Dealers are active, although 
fittle is done by the power company 
at the present time to promote the sale 
of appliances, chiefly because generat- 
ing capacity at Hoover Dam will have 
to be increased before much more 
load can be accepted. 


A booklet published in 1936 by Lewis 
A. McArthur, vice-president and gen- 
eral manager of the Pacific Power 
and Light Co., reviewed the experience 
of his company during its first quarter 
century of service in advancing the use 
of electric equipment in the home. 
This study definitely ties kilowatt-hour 
consumption per residence to the in- 
vestment of each home in appliances. 
Although the figures quoted are out 
ef date, the principle underlying the 
study remains the: same. 

At the time the study was made, the 
Pacific Power and Light Co. boasted 
what was then the very high average 
of 1,200 kw.-hr. used annually per 
domestic customer. This was then 
about three times the average of all 
the companies east of the Mississippi 
and about twice the average for the 
country as a whole. The study made 
by the company of the relationship 
between a customer’s investment on 
his own premises and what he used 
in a year’s time in the way of kilowatt- 
hours, established a basic figure of 
about a $1,000 investment to make 
possible a consumption of 1,600 kw.-hr. 
If the then stupendous figure of 5,200 
kw.-hr. per home were considered, it 
was estimated that an investment of 
$2,400 in home equipment would be 
required by the customer. The utility 
made an analysis of 75 typical resi- 
dence customers, estimating their in- 
vestment, including housewiring, but 
excluding the two items of an oil 
burner furnace, except for electrical 
components, and also omitting the 
then customary boiler part of the elec- 
tric water heater installation. Results 
indicated that to raise the figure of 
1,200 kw.-hr. per year per customer 
to 2,400 kw.-hr. (the 1946 figure for 
the Pacific Power & Light Co. was 
2,469 per home) an average additional 
investment of about $500 would be re- 
quired. The figures would of course 
be modified today by the many new 
types of appliances now available and 
by the change in priees, some of which 
have dropped considerably, while 
others have advanced. 

At the time of the study the Pacific 
Power and Light Co. was still actively 
engaged in the merchandising of appli- 

(Continued on page 212) 
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“BRING THE 
SALES INSIDE” 


Demonstrate the magic of 
a Firan GLOMASTER 
. . INFRARED electric 
heater ... it sells itself. 
GLOMASTER distributes 
an abundance of clean 
odorless... penetrating 
INFRARED hect ... watt- \ 
age consumption is less 
than that of a modern electric iron...cabinet 
surfaces will not burn the skin . . . long life 
safety switch ... four beautiful finishes. 
The sintered Carbide Compound Element 
always looks new .. . is not affected by 
splashed water ... WILL NOT BURN OUT. 
Distributors .. . Dealers... Write... 
Wire for complete information and litera- 
ture on Firan GLOMASTER — and 
wall type heaters. 


portable 
v-10 
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THE FIRAN CO., 1735-39 Berkeley St., Santa Monica, Calif. 
GLOMASTER “BRINGS THE SUN INSIDE” 


© Saves Man-Hours 
© Speeds up Deliveries 
-@ Compartments for 

Tools, Repair Parts 


ALL-STEEL welded con- 
struction. Spacious interior 
with weathertight compart- 
ments on each side for tools, 
repair parts, etc. Other ac- 
cessories optional. Designed 
for Y2 ton chassis. 


ENGINEERING CORP. 


2546 EAST 79th ST., CLEVELAND 4, OHIO 
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“FOR SODA FOUNTAINS 


The ACE Senior 


Made larger for more 
capacity . . . sturdier 
for longer life under 
heavy usage. It has 
all the advantages of 
Juice-O-Mat, but with larger 
Pressing Member, Konvakone 
and Drain Cup. Faster. Large removable 
pitcher holds juice of 9 average oranges. 

Base occupies 7” x 8" space. 1514" high. 
Finished in lustrous Ivory baked enamel 


and chromium. Or in All \ 
FS 


Chrome with Ivory pitcher. mex) 


RIVAL MANUFACTURING CO. [Lb 


KANSAS CITY, MISSOURI 


Shipments being made now. o 
Immediate delivery. 


Cushion your appliances against dam- 
aging shock of sudden jolts and jars dur- 
ing delivery. Safeguard mirror finish on 
refrigerators, radios, washers and ranges 
from dents, stains and scratches in 
handling. Slingabouts — thickly padded, 
flannel lined canvas jackets, offer the saf- 
est, surest, quickest means of doing this. 
Sturdy sling permits balanced handling, 
safe piloting through narrow doors and 
halls. Easily slipped on and off. No un- 
packing litter. Slingabouts can be used re- 
peatedly, and are approved by leading 
appliance manufacturers. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 

Send Slingabout prices for Medel No.—- — —- Make -— —- | 

| Refrigerator | 

Check Range 

Other 

City State —— — ‘ (Please 
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ances, although dealers even then were 
handling about 75 per cent of the sales. 
The utility has since gone out of mer- 
chandising, leaving the complete task 
to the dealers, with active promotional 
help from the power company. 

Writing at this time, Mr. McArthur 
emphasized the importance to the cus- 
tomer of this investment in equipment 
and its carrying charge, as contrasted 
with the relatively low cost of opera- 
tion. He said: “Undoubtedly lower 
rates have caused increased consump- 
tion, but it should be borne in mind 
that the reduction in cost per kilowatt- 
hour to the average resident has also 
come about by greater use .. . I don’t 
think that rates are the only factor 
that go to make up an increase in con- 
sumption and I don’t think they are the 
most important. , .. The customer must 
be prevailed upon to buy equipment.” 

Today Mr. McArthur says, “I have 
always felt the secret of high electricity 
consumption in the home depended on 
the popularity of electric cooking and 
water heating. The minute the two 
services are used extensively, the 
kilowatt-hour consumption jumps up. 
In order to use them, the customer 
must have money to buy equipment. 
When one begins to analyze the prob- 
lem further, it is at once apparent 
that where there are other reasonably 
priced fuels available, many people will 
not change to electricity because they 
will not want to buy the equipment. 
It is hard to believe that in our life- 
time we will see much electric cooking 
in areas where cheap natural gas is 
available.” 


Credit Dealer Promotion 


In Reno, Nevada, the Sierra Pacific 
Power Co. holds that a constructive 
policy of dealer promotion which re- 
sults in a large sale of electrical appli- 
ances is the most important answer 
to the load-building problem. They 
feel that the very respectable figure 
of 2,500 kw.-hr. which was used dur- 
ing 1946 by the average domestic cus- 
tomer on their lines may be credited 
primarily to the exceptional job of 
appliance selling accomplished during 
the past fifteen years by the dealers 
of their territory. Under the “Reno 
Plan” which was developed under 
the leadership of the late Hal Lem- 
mon, all merchandising in this area 
has been entirely in the hands of 
dealers since 1932, with outstanding 
results. It must be understood at the 
start that this territory represents an 
area of high average income, with 
competing fuels less abundant and 
more expensive than in many sections 
of the country. However, when the 
plan was started, electric rates were 
high also—and although they have 
since been lowered, they are not now 
outstandingly low as compared with 
many sections with lesser records. 
The average cost to domestic cus- 
tomers per kw.-hr. used is 2.65¢. 
Moreover, the company in 1932 was 
highly unpopular with its public— 
a bill had been introduced in the state 
legislature to restrain the utility from 
merchandising, and candidates for of- 
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fice found no more popular slogan 
than opposition to the power company. 
Complaints from customers were fre- 
quent and the number of minimum 
bill customers was high. 

The subsequent improvement in all 
these factors is credited by the com- 
pany almost wholly to the success of 
the Lemmon plan, which calls for com- 
plete withdrawal of the utility from all 
merchandising and a sincere coopera- 
tion with and support of dealer efforts. 
Assistance is given dealer advertising, 
sales of major appliances are rewarded 
by a bonus, wiring allowances for 
range and water heater installations 
have been established, and aid is given 
to dealers’ efforts through the utility’s 
home service department. Otherwise 
retail stores are left to govern their 
own destinies and plan their own cam- 
paigns, knowing, however, that they 
can count on advice and good will from 
the utility office. 


Everything Up 


Under this program domestic cus- 
tomers have increased (since 1932) by 
110 per cent, domestic kilowatt-hour 
sales by 415 per cent; average con- 
sumption per residential customer has 
gone up 189 per cent; dollars of do- 
mestic revenue have increased 193 
per cent; average revenue per resi- 
dential customer is 56 per cent higher, 
while average domestic rate per kilo- 
watt-hour has gone down 50 per cent; 
electric range saturation is up 131 
per cent, electric refrigerator satura- 
tion 166 per cent, and electric water 
heater saturation 141 per cent. Present 
saturation figures are 60 per cent for 
electric ranges, 21 per cent for water 
heaters and 76 per cent for electric 
refrigerators. 

No two power companies face quite 
the same problems in domestic load 
building, but it is obvious that increase 
in kilowatt-hour consumption means 
one or both of two things: 1. Present 
appliances must be used to a greater 
extent than formerly, or, 2. New ap- 
pliances must be added to the lines. 
Each utility will find its own answers 
to how these two desirable results 
can be brought about. End 
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MERCHANDISING 


ae << 
: RESTAURANTS 
| | 
\ | 
pporectt 
for your appliance’ 
| | 


iS 


The Buyers’ Market Will 
Squeeze the Dealers’ Cow 


mate dealer to explain this proposition 
to his long list of waiting customers 
you have another think coming. 

Many of these phony sales were 
traced back to large distributors and 
some to company-owned branches. 
This statement is not hearsay. It’s 
based on actual facts. Any number 
of dealers stand ready to produce 
names and facts if this statement is 
challenged. 

You might think that these dealings 
were carried on by some pretty shady 
characters. It was quite the contrary. 
I was offered several carloads of my 
brand of appliances through a local 
broker at above retail prices and it 
developed that the building concern 
which offered the appliances for sale 
was rated at over a half a million 
dollars. 

This particular deal was broken up 
by the manufacturer and the builder 
failed to get the appliances. But, I 
stated in February, 1945, that “I do be- 
lieve that local dealers are in a better 
position to judge which builders’ are 
eligible for discounts than out of town 
distributors and manufacturers.” I 
believed that then. I am confident 
of that now. 

If we dealers must do twice the 
volume we did pre-war to stay in busi- 
ness as some leaders in our industry 
suggested—how can we accomplish 
this task if the manufacturers insist on 
selling a considerable part of their 
production direct to builders and 
others ? 

In this same article I suggested that 
the manufacturers should seek a revi- 
sion in the FHA regulations which 
would permit major appliances to be 
included in the FHA mortgages when 
sold by dealers. I believe this is more 
important now than it was two years 
ago. Yet, so far as I can ascertain, 
there has not been any attempt made 
by anyone to secure a change in the 
FHA regulation. 

Right now Congress is considering 
several changes liberalizing the old 
FHA regulations. Please, please, gen- 
tlemen of the appliance manufacturing 
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industry, let’s do something about it 
now. Your production is coming up. 
You are going to have appliances to 
sell soon. Is there any better way 
of making so many appliances avail- 
able to so many persons? Wouldn’t 
this be right in line with the sugges- 
tion of the Economic Council that we 
should sell more appliances to more 
people? 


Other Problems Not Too Tough 


There are, of course, other problems 
such as reducing overhead, improving 
our selling, etc. These are individual 
problems. We will each have to work 
them out to meet our individual re- 
quirements, Personally I have re-ex- 
amined our accounting and bookkeep- 
ing system and found that by adding 
a machine or two it could be greatly 
simplified. My wife will only have 
to spend half as much time on book- 
keeping so she can spend twice as 
much time selling. A good accounting 
system is a “must” in the coming 
squeeze. You must know your cost 
of doing business, but bookkeeping is 
an expense. It cuts into the profits 
whereas more time for selling means 
more profit. 

Yes sir, we dealers have problems 
—lots of problems. None of them are 
insurmountable. All we need to do 
is to recognize that they are problems 
and all pitch in and solve them. We'll 
need some help from the manufac- 
turers, distributors and finance com- 
panies. It will be much to their 
advantage to help us and the sooner 
we get started the better. We dealers 
have always looked to our distribu- 
tors and manufacturers for leadership. 
We are looking right smack at them 
now. If they will start the parade, I 
believe that most of us will jump on 
the band wagon, but fast. 

Yes, we dealers have problems, but 
don’t for an instant sell us short. When 
the storm clears a lot of us will still 
be doing business at the old stand much 
the better for our experiences. I will 
tell you why in the third and conclud- 
ing article of this series. End 


COMBINATION 
KADIO-PHONO-WASHO~REFRIGO 


Givecky. 
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Announcing the NEW 


WINDOW VENTILATOR 


Now—while hot weather places a premium on home ventilation 
and cooling—is your golden opportunity to increase appliance 
profits by handling the new Sprouse Window Ventilator. Rich in 
eye appeal . . . economical, quiet, and highly engineered for in- 
creased efficiency, the Sprouse Window Ventilator is a quality 
product that you can sell with pride . . . with p-r-o-f-i-t! 


No Installation Problem 


The Sprouse Window Ventilator gets rid of excessive heat and 
odors in a hurry... can be easily and quickly installed without 
expensive alterations or wiring in kitchen, bedroom or bath. 
Only four screws are needed to support the adjustable fan panels 
which can be fitted to windows 23” to 33” wide. (Adapter Panels 
to fit windows up to 42” wide, available at slight extra cost.) 
Attractively finished in ivory enamel and provided with removable 
grille for easy cleaning, the Sprouse Window Ventilator has a 
convenient, two-speed switch for controlled rate of exhaust plus 
eight-foot matching ivory cord. So complete your appliance line 
by investigating the profit-making possibilities of the new Sprouse 
Window Ventilator. For complete information, clip, fill in and 
mail the coupon below. 


Also manufacturers of the widely acclaimed “Air Mover” 
Attic Fans and “Range Vent” deluxe Kitchen Ventilators. 


Better Home Ventilating Fans 
Bear This Trade Mark 


MAIL THIS COUPON TODAY! 


V. E. Sprouse Co., Inc., Columbus, Indiana 
Please send me, without obligation, complete details of the Sprouse Win- 


dow Ventilator. 0 Distributor (CD Dealer (check which). 

Address 

City _Zone State__— 


Address to Mr 


Vv. E. SPROUSE COMPANY, INC. 


Columbus, Indiana 
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Sell the Sensational Silent 
Breeze “PROFIT PACKAGE” 


Here’s your assurance of greater profits in this big fan-using 
season—the complete Silent Breeze “package’’ for automatic 
ventilation of any size or type home! Just look at these un- 
equaled sales-building features: 


SILENT BREEZE FAN— Modernly designed and ruggedly built. 
Whisper-quiet and economical. 

SUCTION CHAMBER—Provides leakproof, sound-absorbing enclo- 
sure between fan and shutter or grille. Prefabricated in four panels 
for easy installation. 


AUTOMATIC TIME SWITCH— Turns fan on and off at any desired, pre- 
set time of day or night. 


AUTOMATIC CEILING SHUTTER—Opens when fan comes on, closes 
when it shuts off. Latest flush-type design. (Automatic outlet shutter 
available for sidewall installation when automatic ceiling shutter 
is not used.) 


Only Silent Breeze offers this sensational package for automatic 
ventilation ... plus a wide array of powerful promotional aids 
to assure year-around profits 
for every dealer. Write, wire or 
phone today for full informa- 
tion on Silent Breeze! 


HOLCOMB & HOKE MFG. CO., INC. 
1549 Van Buren Street 
Indianapolis 7, Indiana 


Cutaway view 
showing automatic 
ceiling shutter 


The Modern Ventilating Fan for Home - Business - Industry 


best in ATTACHMENT PLUG CAPS | 


The ALL RUBBER SS 
PLUG OF PERFECTION 


Positive Contact 


Heavy Duty Performance 
Expansion Type, Brass Blades 
High Efficiency Rate of Production 
Attractive Design PRICED RIGHT 


TWO Weuly Designed Memerson Plugs 
for IMMEDIATE DELIVERY 


ADD PRESTIGE TO YOUR ITEMS OF MANUFACTURE 


Plugs are now o structural aid 
and integral part of cord design 


Especially designed for use on 
small wires, to attractively 
streamline the finished product. 


AVAILABLE IN BLACK AND BROWN 
The only plug that combines all the 


outstanding - features of both a Grip 
Handle Cap and a Manufacturer's Cap. 


THESE PLUGS ARE UNDERWRITER LABORATORY APPROVED 


Several Territories for Rep- telephone 
resentation still available. for complete information. 


\ 


TS 
ELECTRICAL WIRING DEVICES. — RUBBER 


, HILLSIDE 5,N. J. WaAverly 3-1818 


Patented Air Machines and 


Bench Type Machines Supplied. 


Write or 


83-91 HIGHWAY 
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Vacuum Cleaner Branches 


Out Into Water Cleaning 


CONTINUED FROM PAGE 56 ee 


Here is Charlie Ross (kneeling) and Harley J. McAllister with their post-war 
model cleaner. A demonstration is being given of rug shampooing. 


ideas of what he could build into a 
cleaner that would offer the housewife 
a new sales story. Into his cast alumi- 
num model, produced in 1936, he con- 
structed a dirt drawer. The machine 
separated dirt from the air by causing 
the air to make a sudden turn in direc- 
tion, with the result that the dirt (first 
slowed down by a baffle) was dropped 
to the floor by the force of gravity and 
skidded out of the way. 


Redesigned 


The present model of the McAllister 
bagless cleaner, while still operating 
on the principle embodied in the orig- 
inal model, has been quite radically re- 
designed and streamlined to handle 
water so the housewife can wash, rinse 
and dry her overstuffed pieces and rugs 
and restore their original colors. 

It is round, with a dome shaped 
motor and fan housing and a stream- 
lined handle, quite modern in appear- 
ance. The % HP Black and Decker 
high speed motor and the 2 stage and 
stator, turbine type fan are mounted 
in the dome. A crown-shaped, heavy 
cloth filter is mounted on a metal ring. 
On this ring also is a rubber gasket 
which operates as a seal between the 
simple dirt reservoir and the dome, 
and also acts as a bumper to protect 
furniture, etc. 

The air is brought into the reservoir, 
where the baffle gives it a whirling 
motion, which through centrifugal 
force throws the dirt from the air 
stream and allows it to drop by gravity 
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to the pan. Thus all dirt is removed 
from the path of the air stream which 
continues unimpeded to the filter above. 
The closely woven filter screens out 
any light dust that might remain in the 
air screen. The clean filtered air 
passes on up through the fan to the 
air outlet at the side of the dome. 

It was here that the shampooing 
possibilities of the machine were seen. 
Metals were used that would not be 
affected by rust, and even the stiffening 
wire in the hose was covered with 
rubber. ; 


Disposed of Water 


Aiter a rug or piece of fabric was 
shampooed, a special nozzle pulled the 
soap suds and rinse water almost com- 
pletely out and returned the water to 
the pan of the cleaner. The baffle 
which precipitated dirt out of the air 
stream also took out the water. The 
filter bag above barely got more than 
damp. The blast of air from a % hp. 
motor was found to be great enough to 


quickly dry the washed fabric if 
desired. 
Although the McAllister bagless 


vacuum cleaner operates on a straight 
suction, a floating brush has been 
added to loosen surface dirt and dust. 

Following the recent reorganization 
of the corporation, the company today 
is known as the McAllister-Ross Cor- 
poration, with headquarters at 135 
South La Salle St., Chicago 3. Charles 
Ross, formerly with Sears, Roebuck & 
Co. is the other name in the firm. End 
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To Wringer Safety 


control assemblies. The control lever, 
for instance, cannot function unless the 
wringer is in “correct” operating 
position. Even then the lever does not 
start the rolls until it has first locked 
the wringer in position. Yet the 
wringer can easily be swung to a new 
operating position at any time without 
unlocking anything. And the instant 
that the wringer is moved from posi- 
tion the rolls stop. 


No Trouble with Latch 


There have been instances where 
wringers have spun ‘round on their 
vertical support columns because the 
indexing latch failed to catch or hold. 
This could be dangerous, especially if 
an excited operator attempted to catch 
a revolving wringer instead of calmly 
shutting off the power. With the 
Control-O-Roll all power to the 
wringer is shut off when the indexing 
latch is not locked. 

The several sub-assemblies (control 
mechanisms) that, with the swinging 
movement of the wringer, operate 
automatically to stop the rolls, also 
provide a new, easier, quicker, safer 
method of indexing. The Control-O- 
Roll wringer eliminates the manually 
operated position index. The mere 
movement of the wringer (swinging it 
on its support column in either direc- 
tion) stops the rolls instantly and re- 
leases the automatic position lock. At 
the same time the control lever returns 
to the neutral position. A single move- 
ment of the control lever first locks 
the wringer and then starts the rolls. 

The combination of instinctive or 
reflex response of the wringer with the 
automatic index makes the wringing 
process easier, safer, and more con- 
venient than ever was believed possible. 
The “Pull-Stop” feature of the Control- 


New Lovell Contribution 
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O-Roll causes the operator to do ex- 
actly the same thing in normal use that 
she would do in an emergency, with 
the result that the emergency ceases to 
occut. The automatic position-lock 
eliminates a “nuisance control” and 
permits the operator to move the 
wringer to various positions more 
easily and safely than has ever been 
possible before. 


Satisfied but Open-Minded 


know we've got something, and 
we know it’s good,” says Edward C. 
Doll, executive vice-president. “Nat- 
urally, we at Lovell believe that a good 
wringer still provides the best method 
for thorough extraction of soiled soapy 
water, dirt and lint from washed gar- 
ments. For a quarter century we’ve 
called the method ‘pressure cleansing’ 
and every comparative test we’ve ever 
had made by recognized testing lab- 
oratories has proved to our satisfaction 
that if all other steps of the washing 
process are identical, the wringer 
method of water extraction will give 
the housewife a cleaner, whiter wash, 
with less wear on garments. 

“Throughout the decades during 
which we have built clothes wringers, 
many hundreds of men, and women 
too, have brought to us their ideas for 
building better wringers. Though 
bothersome at times we have never 
turned a deaf ear or a blind eye in the 
direction of their approach. Our 
welcome sign is still out for the man 
who thinks he has found a better way 
to get dirty wash water out of clothes. 
Meanwhile, Lovell has a new wringer, 
a great wringer, and we enthusias- 
tically assert that it is going to create 
countless new buyers for the type of 
washer that continues to provide the 
bread and butter for industry.” End 


“THANK GOODNESS—FIVE MORE MINUTES AND WE CAN RELAX." 


TRUCKING heavy appliances is 
child’s play when you use an Easload 
Appliance Truck. You merely slide 
the Easload under the refrigerator, 
range or what-have-you—cinch the 
straps and back the truck away. A 
touch of the foot pedal swings the 
big 10-inch rubber tired wheels 


and lock by merely kicking the foot 
pedal. You then slide the load on 
the smooth tubular truck handles. 
This feature makes it easier to load 
and unload your delivery truck also 


All told, there are 11 big, time, 
trouble, and torso saving features of 
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the Easload Appliance Truck that 


backward to balance and carry the 
soon pay for its cost. 


entire load. 


Immediate Delivery 
$48.50 {.0.b. Los Angeles, Cal 
Capacity 800 lbs. 


When you go up or down steps, the 
wheels go into their forward position 


317 WILLOW STREET LOS ANGELES 13, CALIFORNIA 


© END THE CATALOG MESS! 


Neat from the customer's side! User has | 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch ie 
sections permits instant pick-out and m) 


replacement. Each section has its Scanian Heiidire N Ow! 


place, cannot slide. To change sheets, 

you handle only 1 section; section 

instantly removed and instantly > 
replaced. Order additional sections SS 
as your needs demand. 


Save Time, Temper, Money! | 4 7 

j Do you use loose leaf data in buying, selling, speci- tai Va SIMPLE AS 
fying? Then you need EVER READY. Every cat- V i A R C 

4 alog sheet is instantly available and in place. No . B 
delay, no annoyance, no chance to mislay any sheets o\ 
or to miss related sheets and items. Each section \ — 
holds one inch of punched sheets. Each section stays \ 
in place, yet is removed or replaced instantly. ‘ 
Remove any single section for page replacement \ \ = 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens A. Open Section B. Replace sheet, 
of thousands in use. Order yours today! close section C. Replace section 


ORDER TODAY! ALL SHIPMENTS EXPRESS 4g 


Geneva Mfg. Co., 421 Stevens St., Geneva, Ill. 4 
Gentlemen: Please ship me: 


12 EVER READY Holder. 15 in, wide, 


124 in. deep, 51% in. tilt. Sturdy steel, 
dork green baked enamel. Capacity, 12sec. aw. of 


‘ 

tions. With wings and 2 sections: $5.65 Ea t 


----No. 24, like No. 12. With wings and 2) padress 
sections. 29 in. wide, 12'g in. deep. Capac- 
ity, 24 sections. $8.50 Ea. cit 
_____Add’t Sections, $1.00 0. 


NOTE: Check Kalamazoo 4-post Ring Binder 3-post 


MONEY BACK GUARANTEE! 


& 
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| LET THE Savload WHEELS CARRY THE LOAD 
| KEEP SMILING | — 
es 


Handley-Brown 
Exhibit 
Used in Many 
Shows 


SEND FOR COMPLETE INFORMATION 


FREE! ... JUST OFF THE PRESS.. 


brochure with 110 photographs ond complete information about our 


Large 8 page 
exhibit service. Write for it today on your company letterhead. 


SGAARD. AND ASSOCIATES, IN 


JUSTINE STREET+ CHICAGO 7, KLINOIS 


The HOMECRAFT 


~ / 
orescent 


OVERHEAD FIXTURE 
IN Triple Plated 


Here's a real profit-maker. Builds 
repeat sales, makes happy custom- 
ers. It's the new Homecraift Fluo- 
rescent Overhead Fixture — now 
available in triple plated chromium 
finish. Realy deluxe—easy on the 
eyes—in use and appearance. The 
most extraordinary advance in 
lighting fixtures in years. Far ahead 
of the crowd 


Model B 2 


Check These HOMECRAFT 
Extra Features: 


\ Triple plated chromium finish. 

\V Easy mounting — one bolt in- 
stallation. 

All GE Electrical parts. 

\ 3—Plexiglass spring-type lamp 
holders. 

\ Replaceable knock-out button. 

V 13" overall width. 
44" high; 12" dia. bulb. 


V UNDERWRITERS LABORATORIES 
APPROVED. 


Everyone can use several. For the 
bath, kitchen, hall, workshop, game- 
room. 


VI. 


Complete illumination LIKE 


HOMECRAFT 


1212 S. Kedzie Avenue 


Write today for full details and prices. 


Chicago 23, Illinois 
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For six years the Smiths in Highland Park have planned meal service around a home 
End of rationing had nothing to do with their habits. 


freezer. 


Working Wives — 


First Freezer Market 


3. Entertaining. Everyone knows 
the pressure of the holiday or party 
falls on the housewife. Often the ter- 
rific work of getting ready for an affair 
leaves her exhausted when it occurs. 
With the home freezer, Mrs. Smith 
said, one can get ready for a party a 
month or two in advance. At the twins’ 
birthday the other day the cake was 
baked six weeks earlier for the event. 
The hostess who is the owner of a 
home freezer is not a tired woman. 

4. Emergencies. The Smiths put a 
meal in the oven recently and went to 
the theater with friends. When they 
returned they had found the timer 
failed to come on and no dinner was 
ready in the oven. Such a catastrophe 
would have meant a scramble for the 
delicatessen, had it not been for the 
home freezer. Thanks to ready pre- 
pared and frozen French fries, salads, 
meats and desserts, the emergency din- 
ner was ready within a half hour. 

5. Meal planning. Mrs. Smith can 
devote one afternoon or one day to 
food preparation, and have the week 
taken care of. Such things as Italian 
spaghetti sauce, chicken a la King, 
goulash, are waiting in the home 
freezer for the day in the week on 
which is to appear on the menu. 

“That crack to the effect that 
woman’s work is never done takes a 
beating in a family that has a home 
freezer,” says Mrs. Smith. “True, 
there are some jobs that do come up 
constantly and daily. But the home 
freezer certainly sets the housewife 
free from the daily ordeal of cooking.” 

6. School lunches. One of the daily 
jobs that tie mother down is the prepa- 
ration of lunches for kids to take to 
school with them. It is also true of 
families whose menfolks carry lunch 
pails. At a convenient time the week’s 
supply of lunches may be assembled, 
wrapped in wax paper and put in the 
home freezer. There is no last minute 
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job of preparation then, and the food 
is always nicely thawed out by the time 
it is eaten. 

7. Food saving. Nature, it has been 
said, always gluts the market with her 
harvest. The family with raspberry 
bushes discovers that the raspberries 
always get ripe at one time. The 
family who receives a crate of Florida 
grapefruit as a gift discovers they can- 
not eat it all. The Smiths have a fond- 
ness for asparagus in season. The 
home freezer permits spreading foods 
over a period of time and holding them 
in their original condition. At the 
end of the watermelon and cantalope 
season Mrs. Smith freezes both can- 
talopes and watermelon balls for future 
salads, and surprises the family in 
March with something that is unheard 
of at that season. 

8. Picnic lunches. The American 
family owns an automobile and fre- 
quently goes places. This means taking 
a picnic lunch in many cases. Out of 
the Smith home freezer comes the 
picnic lunch prepared ten days earlier, 
and it stays nicely fresh until eaten, 
without any wear or tear on the 
womenfolks. For the next holiday the 
Smiths are going on a camping trip, 
and again the food is going to be in 
a hamper in the rear of the car, fixed 
up days in advance. Mrs. Smith will 
not spend her time leaning over a 
cook stove in that lake cottage. 

9. Wholesale buying. This is the 
old story and is told last. The Smiths 
buy ice cream by the gallon and get 
a gallon price on it. They are in a 
position to snap up anything that is 
a good buy on the market and salt it 
away. Mr. Smith goes hunting, brings 
home pheasants which are frozen. 
Likewise, fish from fishing trips can 
be handled the same way. 

10. Luxury foods. If the Smiths 
were wealthy they would find their 
home freezer opening up new horizons 
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SING 


in foods. There are crabs on the West 
Coast, oysters from Long Island, lob- 
sters from the coast of Maine that are 
going to be available all over the coun- 
try in frozen form very shortly. All 
during Queen Victoria’s lifetime ships 
undertook to bring home from India 
tropical fruits for her table, preserved 
on ice. They never succeeded. The 
owner of a home freezer is going to 
get a crack at these tropical and exotic 
wares before many years pass. 

What’s the cost of operation? Mrs. 
Smith does not think it excessive. The 


family owns a range, dishwasher, water 
heater, in addition to ironer and home 
freezer and their monthly bill never 
runs over $17. 

But the main thing in this story is 
not money saving, it is time saving. 
What Mrs, Smith has to tell about her 
experience, is going to be the real 
reason other American women will buy 
home freezers in the future. The days 
of scarce foods are over. The advan- 
tages of time saving, particularly for 
that buhch of working wives, are here 
to stay. End 


The Questions They Ask! 


Consumer Queries Keep Commonwealth 


Edison Co., 


ITH the resumption of active 

promotion of home service by 
Commonwealth Edison Co., radio time 
as well as newspaper space is being 
taken in Chicago stations and papers 
to encourage housewives to come for- 
ward with their questions. 

Recently Robert Borden, Common- 
wealth Edison’s director of publicity, 
revealed that the majority of inquiries 
coming in these days are about recipes, 
food preparation in general, and in- 
struction in the use of electric ranges, 
roasters and other appliances. 


Typical Questions 


The Jane Foster information center 
reports questions like these are typ- 
ical: 

“My husband wears so many shirts. 
How can I save ironing time?” 

“There’s a grease spot on the living 
room wallpaper.” 

“Please send me a menu for my six- 
year-old’s birthday party.” 

Seven thousand requests are being 
answered every month, 


Chicago, 


on Its Toes 


The need for help in preparing cer- 
tain types of food seems to be depend- 
ent upon the season. Customers are 
most interested from early summer 
through the whole month of October 
in finding out how to make jams and 
jellies, how to do their canning. 
Recipes of baked products and meat 
dishes follow in popularity on the 
warm weather list of requests. Dur- 
ing November and December the cook- 
ing of poultry and meat is of prime 
importance to Chicago home makers. 
Around Easter, suggestions for Lenten 
meals travel the telephone wires. 

Records, however, show that women 
ask most readily for recipes for breads 
and cakes; second in appeal, meat 
dishes take a bow. Third in order are 
desserts. Approximately 90 percent 
of the Jane Foster inquiries are related 
to food preparation. The remainder 
of the questions pertain to the care of 
clothing and stain removal, and main- 
tenance of electrical equipment home 
lighting and decorating and modern 
kitchen ‘plumbing. End 
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Meier MACHINE co. 


INDIANAPOLIS, INDIANA 


“MOM WANTS TO KNOW WAS THAT TOASTER GUARANTEED UNCONDITIONALLY?" 
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A PLEASURE fo CUSTOMERS 
and A PROFIT TO YOU! 


Your customers will “go for” the LEJAY WHIRL- 
R-MOW. It's so easy, so modern! Complete with 
battery and battery charger, the WHIRL-R-MOW 
is easily operated, extremely quiet. The rotary 
blade cuts tall or short grass and is easily ad- 
justed. 


FINGER-TIP CONTROL 


in the handle starts and stops the WHIRL- 
R-MOW. Equipped with oil-less bearings 
and engineered in modern design—it's 
that sure-fire item you'll want! 


Self-Contained 
Battery Operated 


WRITE FOR 
DETAILS ON 
EXCLUSIVE 
DISTRIBUTION 


LEJAY 


2910 SO. EMERSON AVENUE + MINNEAPOLIS 8, MINN. 
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An 


American DeLuxe "Glacier model fans are self- @ For Churches 
contained units easily installed in attics—above @ Vhecten 
doors—in ceilings—and outer walls of residences or 
commercial buildings. @ Restaurants 

The frame and motor base is strong, and carries @ Stores 
petented aluminum fan blades, balanced to the @ Industrial Plants 
proper pitch for maximum air delivery and quietness @ Homes 
of operation. Fully guaranteed. Write, phone, wire 
for quotations. @ Apartments 


Manufactured By 


AMERICAN 


HEATING & ENGINEERING CO. 


601 East Sth Street 


New Albany, Ind. 
Oil and Gas Heating Equipment and Ventilating Fans 
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Hot water by the pailful anywhere 
within reach of an electrical outlet! 


IT’S PRACTICAL 


Operates on 120 volts, AC-DC, 1500 
watts — heats water faster . . . more 
economical than with open flame. 


IT SELLS 


Dozens of uses—ideal for farm, home, 
camp, trailer, dairy or cottage. Retails 
for only $16.50, including Federal Excise Tax. 


IT’S THE PREMIER P-20 


PORTABLE ELECTRIC WATER HEATER 
FULL DEALER DISCOUNTS ALLOWED 
For dealer information WRITE Dept. EM7 


THE NATIONAL IDEAL CO. 
TOLEDO 4, OHIO 


The ACTION Display-Way 
“ool Boost Your Sales! 


TURNS 
THREE 
TIMES A 
MINUTE 


Carries up 
to 200 Ibs. 

REATE more interest in your displays 

by activating them with ROTO-SHO 
. . . It does a powerful selling job at low 
cost. All steel, supplied with 18” table, 
and attractive build-up fixtures are avail- 
able too. For 110 Volts A.C. Your whole- 
saler can supply you for immediate May 
ery. Why not write us TODAY for 
complete new catalog! 
GENERAL DIE AND STAMPING COMPANY 
262-A Mott Street @ New York 12, N. Y. 


JULY 1, 


NEW HAVEN QUILT & PAD CO’'S. 


FOR SAFER, EASIER HANDLING! 


Speeds up deliveries. 
Waterproof canvas 
outside, moleskin 
lined. Protects all 
ports. Complete carry- 
ing harness. Send for 
catalog of all appli- 
ance covers. 


Adj. 4 to 10 Cu. Ft. 


One-Piece Padded Range 
and Stove Covers 


NEW HAVEN QUILT & PAD CO. 


America’s Largest Pad Manufacturers 


82-84 Franklin St., New Haven 11, Conn. 
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DISING 


$1.25 per line per insertion. Minimum charge $5.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 


UNDISPLAYED RATE: | 


WHERE BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch te 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


SERVALL CHROMIUM-NICKEL 
HEATING ELEMENT WIRE 


Coiled and Ribbon Type 
For 110-120 Volt 
Used in Making 
Elements for All 

Heating Appliances 


Send for Free Chart giving instructions for 
cutting to right lengths for wattage from 350 
to 1100 . . . Also send for name of nearest 
jobber. 


SERVALL CO. 3570 Gratiot, Detroit 7, Mich. 


ie DEALERS 

We are in a position to oy ly you with 
everything you need in the electrical and 
radio fields. We can supply many hard- 
on to-get products, such as Plugs, Switches, 
showing Electrical Wiring Devices, 
Portable Electric Stoves, Fluorescent 

Equipment, etc. 
TRUTONE PRODUCTS CO. 


mt 8 LOW PRICES 
Brome, Sockets, Elements, etc. 
Dept. MC 
303 West 42nd Street 


FAST DELIVERY 
FREE—Send for our catalog 
New York 18, N.Y. 


ARMATURE 


WINDING 


Specictists in Vacuum Cleaner Armature winding 
for 15 years. Perfectly wound! Ask the men who 
vse them. No increase in price since 1941. 
ELECTRIC SWEEPER SERVICE CO. 
2034 EUCLID AVE. CLEVELAND 15, O. 


“WASHING MACHINE 


FLEXIBLE COUPLINGS 


Many Dependable Buys The machined brass bushing F-L-O-A-T-S 


One plece—no loosely ected parts. 
are to be found noise and vibration. Cushions + My torque. 
in the insulates between shafts. 


Available now in: 114° to 9 lengths. 


Where To Buy Section Phone Dorchester 2350 


THIS 

WHERE TO BUY 
SECTION 


supplements other advertising in this issue with 
these additional announcements of products and 
services of special interest in the merchandising and 
servicing of electrical appliances. 


WASHING MACHINE PARTS 


REPLACEMENT PARTS FOR ALL MAKES 
BOSS ¢ GAINADAY ¢ LAUNDRY QUEEN 
SUNNYSUDS « WOODROW, Etc. 
Agitators V-Belts Nolu Wood Bearings 
“AKRON” Wringer Rolls 
Fibre Grease Transmission Oils 


Increase Your Volume with our Agitator Changeovers 
SEND FOR CHART 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


3650 EAST 93rd STREET 


CLEVELAND 85, 


ALL PURPOSE APPLIANCE TRUCK 


Furnished and Improved since 1 


Fully Rubber Upholstered 
USED AS 2 or 4 WHEEL TRUCK 


Fully descriptive folder sent on 


Request. y>—FLOOR TRUCKS 
Price with 8" Rubber Wheels $30.78 (@LERIGaZINNy 


ORANGEVILLE MFG. CO. 


MANUFACTURES COMPLETE LINE OF FLOOR TRUCKS 
ORANGEVILLE (COL. CO.) PENNA. 


The NEW 
“"YEATS APPLIANCE DOLLY" 


Aluminum frame, caterpillar type "STEP GLIDES" for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 


2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 
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WASHING MACHINE PARTS Kk. 


“Any Part For Any Washer f This # stamp is a a, of quality 
1 on any rewoun 
ARMATURE 


ne It Designates Perfection 
Send us your Agitators for Re-Splining In Skill and Workmanship 
Write In For Complete Catalogs 


Look For It 
WASHER SALES & SERVICE CO. ARMATURE ENGINEERING CO. 
10 Federal Street 


‘ 60 Bergen Turnpike 
PITTSBURGH 12 PENNA. Ridgefield Park, N. J. 


PAGE 223 


LE 
= 
SS 
{vantz 
Retails i 
Tax. 
‘20 
US || 
)-SHO = No. 200-BRR-A 
at low 
whole- 
MPANY 
Ci 
if 
{ 
ge 
ELECTRICAL MERCHANDISING 


The Cover... 


Preparing Tomorrow's Breakfast 


Electric ranges equipped with 


automatic controls can be used to 
advantage in serving healthy sub- 
stantial breakfasts in the morning 
without getting up early to prepare. 
With the aid of the controls break- 
fast is simply a matter of preparing 
the food the night before, putting 
it into the oven and setting the 
controls for the time required to 
cook the food and for the time 
breakfast is to be served. 


AND 
mt 


Kodachrome by Dave Rosenfeld 


LETTERS 


Repair Shops Not Always Gyps 


To the Editor: 

We wish to call your attention to an 
article headed ‘Gyp Repair Shops 
Hurting the Business’ published in the 
April issue of Electrical Merchandis- 
ing, pp 66. 

It is quite apparent the writer of 
this article is not very familiar with 
the testing of radio tubes (or shall we 
inquire as to his familiarity with repair 
business in general?). We believe that 
the best authorities agree that the very 
best‘commercial tube tester will reject 
only 70% to 85% of the defective tubes. 
We would like to refer you to any 
of the better makers of testing equip- 
ment, such as Jackson, Hickok etc. 

We always try to explain to our cus- 
tomers when they have tubes tested 
that we may find additional defective 
tubes, if a set is left for repairs. The 
writer would sure like to find a 
tube tester that would check tubes 
99 44/100% perfect. It would sure save 
us a lot of time and grief. 

We have a radio on the bench today 
for repairs that our latest type Syl- 
vania Tube Tester indicated the tubes 


as OK. However, a close check of 
the set under operating conditions on 
the bench indicated a 6A8G tube to be 
decidedly noisy after the set was thor- 
oughly warmed up. This is not an 
unusual condition. 
We are, 

Henry Murray 

Henry Murray Appliances 

Arlington, Wash. 


Likes Identification Idea 


To the Editor: 


Orchids to Mr. Eklof of Baltimore! 
In over twenty years of servicing, the 
writer believes Mr. Eklof’s sugges- 
tion im re a standardized identification 
plate in a standardized place by all 
manufacturers is the most constructive 
one ever offered. The writer has bro- 
ken his back for over twenty years 
trying to decipher some of those inac- 
cessible hieroglyphics and endorses the 
idea with enthusiasm. 

B. R. Herzoc, Manager 
Herzog Refrigeration Service 
14 Marine Street, 

St. Augustine, Florida. 


“HARD TO STARBOARD—THREE DEGREES!" 
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Working Wives—First Freezer Market.......By Tom F. Blackburn 40 


Home freezers will require a change in living habits, so a big job is 
ahead. 


Sales . . . Service, and Glamour.........By Robert W. Armstrong 42 


American Refrigeration Service Co., West Hartford, Conn., misses 
none of the tricks. 


Meeting LP Competition...................... By Robert Latimer 44 


Boeckeler Lumber Co., Wellston, Mo., sells farmers on the advantages 
of electrical living. 


The Profit Prophets....... . .By W. Wallace Tyler 46 


Californias North Hollywood Plumbing and Appliance Co. is figuring 
1954 sales now. 


Buyers’ Market Will Squeeze Dealers’ Cow.. By C. M. Davidson 48 
One dealer shows the many ways small dealers’ incomes are drained. 


How M. H. Vancil won a place for his store in a luxury building 
project. 


Building Domestic Load......................By Clotilde Grunsky 52 


There are tremendous differences in kw.-hr. averages in different locali- 
ties. 


Heat Pump to Produce Hot Water........................4.. 53 


J. C. Sharp of Hotpoint tells of experiences and experiments with the 
heat pump. 


Oil Heating Is a Bread and Butter Business ................... 54 
Ted R. Peters, Grand Rapids distributor, has some ideas about 
promotion. 

Side Street Selling .......... brtektenneenaness By Howard Emerson 55 


Elmer Hazie, San Diego, Cal., beats high rent problems and does a 
lot of selling. 


Mere Appliance 56 
Some of the early developments in cleaners and washers are discussed. 
Demonstration at the Fair 58 
Chicago department store gives appliances a break, but expects 

returns. 

One-Man Business in 6! 
Harry Burns knows just what he wants to do about salesman com- 
pensation, 

In the Dealer's Favor ...................... By Amasa B. Windham 62 
Bob Shelley of Atlanta tells how a small dealer can beat big store 
competition. 

Kitchens and Appliances Sell Together ........................ 67 
West Coast dealers are finding out the best way to sell their appliances. 
Gocivical Appliance News 139 


A McGRAW-HILL PUBLICATION 


JULY 1, 1947—ELECTRICAL MERCHANDISING 


| 
4 4 
2% 
= 
= 
= ~ 
: of 
fe 
sti 
br 
be 
th 
de 
di 
i 
it 
| 7 
| 
i 
| ] 
1 
| 
A\ 
| 
‘ 
rigs ) | 
| 


ING 


The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from 


THE EAST 
By Robert W. Armstrong 


HE arrival of summer dog days 
in the East appears to have 
brought with it a general lassitude in 
appliances, with the notable exception 
of Connecticut, which during the last 
few weeks of June enjoyed an un- 
precedented boom. The reason: the 
state’s three percent sales tax went into 
effect on July 1 and everybody and his 
brother rushed to buy to beat the rap. 
Dealers in the Nutmeg state have 
been somewhat puzzled by the govern- 
ment’s refusal to allow them to absorb 
the tax and its insistence that the 
customer pay it himself. Several 
dealers signified their willingness to 
pay the tax themselves on merchan- 
dise ordered before July 1 but unde- 
liverable at that time. But the state 
said no and the boom was limited to 
immediate-delivery merchandise. 
Throughout the section, the delivery 
situation has been uniformly poor. 
Most dealers and distributors reported 
that refrigerator deliveries for June 
were worse than they were in May. 
The same goes for washers and ranges, 
in some areas. The steel shortage is 
a genuine reason, but for some reason 
many seem reluctant to accept it. What 
the coal walkout will do to future 
steel production will be reason enough 
for many appliance manufacturers to 
tear out what hair they have. Accord- 
ing to the American Iron and Steel 
Institute, the average household refrig- 
erator takes about 171 pounds of steel, 
most of which is cold rolled. It takes 
more than the scrapping of one Nor- 
mandie to provide enough steel for 
many of those. 


Washers Must Be Sold 


A large Connecticut dealer, who 
got 140 name-brand refrigerators in 
May, received about 50 in June. Al- 
though this is better than April’s 10, 
he is unhappy and sees little hope for 
improvement in July. In contrast to 
other reports, he has received many 
conventional washers and claims that 
they have to be sold. Ranges, too, 
have to be pushed off the floor, he de- 
clares, adding that June deliveries were 
50 percent better than in May. 

Philadelphia finds deliveries on re- 
frigerators about the same as in May, 
but claims that deliveries are slow on 
both conventional and automatic wash- 
ers. A report from Newark corrobo- 
rates the refrigerator picture in Phil- 
adelphia. In Newark, however, one 
distributor finds washer deliveries a 
little better than last month, but not 
better enough to amount to anything. 

(Continued on page 6) 


ELECTRICAL MERCHANDISING'S Regional Editors 


THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 


wo ERS are coming in as trades 
at a ratio of 64 new sales to one 
used machine, according to a man who 
does a big volume of rebuilding and 
likes to get them. Refrigerators are 
slower than this, and a Chicago de- 
partment store which would like a 
basement full of used boxes hasn’t got 
them yet. 

It seems that if the thing will run, 
there is a relative who wants it, or 
somebody who will pay more than 
the dealer can come out on. Junkers 
are frequently put in running condi- 
tion and retained, for the same reason. 

So, when an automatic washer firm 
approves trade-in allowances for old 
machines on automatic sales, as hap- 
pened recently, it does not mean that 
there will be a center rush. Look at 
the community throw-away newspaper 
classified ads, and you will see that 
owners have a very lively appreciation 
of the value of old appliances. 

Radio is in its off season, and there 
is a tendency to clear the decks. How- 
ever, it is dubious whether you could 
turn in a trade-in on the purchase 
of a table set. The public, dealers 

(Continued on page 6) 


ITH six months of the year past, 

that much-publicized and long- 
heralded buyers’ market shows few, if 
any, signs of developing down south. 
Two outstanding wholesalers, one in 
Atlanta and one in Memphis, expressed 
flat doubts that the change would come 
as soon as has been anticipated—in 
fact, neither of them believes a buyers’ 
market will develop this year unless 
a sharp improvement occurs in the de- 
livery picture. 

With four major southern cities re- 
porting an all-time new high in the 
sale of electrical appliances during the 
past 30 days, it would appear on the 
surface that the day of meager de- 
liveries is over. Such, however, is not 
the case. Dealers in Nashville, Tenn., 
for example, which was one of the four 
cities, sold more than 500 electric water 
heaters in May, but this reporter was 
unable to find a dealer in that city 
who didn’t have a waiting list. 

The same is true in New Orleans, 
Chattanooga and Charlotte. One cer- 
tain reason for the top showing in 
these Southern cities has been the in- 
tensified campaigns conducted for the 

(Continued on page 8) 


THE FAR WEST 
By Clotilde Grunsky 


Lovey 


New 


“WHAT'S SHOW BUSINESS COMING TO? .THREE PERFORMANCES A DAY IN A WINDOW 


WITH A REFRIGERATOR." 


recent survey by tie Inland Em- 

pire Electrical Dealers Associa- 
tion (Spokane) of dealers’ costs of 
doing business and net profit shows 
that during 1946 the average electrical 
store in that area came out with a 
10 percent net profit—an excellent 
figure as compared with the average 
of 2 percent for 1939, as arrived at in 
a study published in ELecrricaL 
MERCHANDISING of September, 1940. 
However, the same study shows that 
in 1939 the selling costs averaged 14 
percent, whereas the 1946 dealer spent 
only 4.8 percent in salesmen’s com- 
missions, advertising and promotion, 
and other selling costs. As the cost of 
making sales goes up with increasing 
customer resistance, the profits will 
come down and it is apparent that to- 
day’s dealer will have a hard time 
making ends meet under present mar- 
gins unless he finds ways of keeping 
his overhead percentages down. 

This same dealer association began 
to worry a bit about customer reaction 
to high prices and did a little checking 
up in this field, too. They found that 
the average customer had no idea how 
much pre-war prices were on the 
article they were considering buying 
and were doing their complaining of 
high prices just on general principles. 
They suggest that dealers do a little 
figuring of their own and be armed 
with accurate percentages of the price 
increases, which have been far less 
drastic in the electrical appliance group 
than in many other fields. Ranges, for 
instance, have gone up on an average 
of 34 percent, but some models are 
only 13 percent higher than pre-war 
prices. Refrigerator increases run 
from 14 to 50 percent; water heaters 
are up 7 to 16 percent, washers 44 per- 
cent, automatic washers 25 percent. 
Hand irons are up from 10 to 27 per- 
cent, pop-up toasters are only 12 per- 
cent higher. Compare this with an in- 
crease in farm products of 137 percent 
and an increase in the money in cir- 
culation of 194 percent. 


Resistance on Upswing 


Buyers’ resistance is definitely in- 
creasing, whatever the cause may be. 
Radios are hard to get rid of, all 
though some dealers report sales fair. 
One San Diego firm said it was dif- 
ficult to sell as many radios in a week 
under present conditions as had been 
sold in a day all through the depres- 
sion period. A San Francisco firm 
places the cause of this at the door of 
high prices (up 46-67 percent over pre- 

(Continued on page 8) 
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RMA Actions at 
23rd Convention 


1. Authorized expansion and mod- 
ernization of statistics services to 
cover movement of radio and tele- 
vision receivers through distribu- 
tion channels and their retail sales. 
2. Appointed a special committee 
to set up machinery to survey 
movement and sale of radio sets 
on a monthly basis. 

3. Recommended uniform RM re- 
lial marking, using mega- 
cycle listings instead of FCC chan- 
nel numbers. Adoption by set man- 
ufacturers is optional. 

4. Appropriated $20,000 for prep- 
aration of National Radio Week 
promotion material to be used by 
dealers and broadcasters. 


ceiver 


5. Published a report on recom- 
mended basic standards for school 
sound recording and _ playback 
equipment 

6. Approved “Let’s Get Personal”, 
a slide film available to retail 


trade groups in connection with 
“Radio in Every Room” set pro- 
motion 


7. Elected Max F. Balcom, vice- 
president of Sylvania, as president; 


R. E. Carlson, vice-president of 
Tung-Sol Lamp Works, and W. J. 
Barkley, executive vice-president 
of Collins Radio Co., as vice- 
president 

8. Admitted 12 new members, 
bringing total membership of asso- 


ciation to 34/ 


Sarnoff Sees Bright Outlook for 
Telivision, Frequency Modulation 


Predicts Ultimate 
Fusion of Video-Radio 


Pointing to unlimited opportuni- 
ties for expansion of the radio indus- 
try, David Sarnoff, president of the 
Radio Corp. of America, in a recent 
address at the annual convention of 
the Radio Manufacturers Association 
in Chicago, said that the future of the 
industry is to be found not only in 
standard broadcasting, but also in 
television, FM, industrial electronics 
and foreign trade. 


Television a New Road 


Television alone with its vast pos- 
sibilities for home, theater and indus- 
trial use represents opportunities, he 
said, that will enable the radio indus- 
try to achieve new records on an un- 
ending road of progress. He added 
that he foresees the ultimate fusion of 
sound broadcasting with television. 

“Radio manufacturers and mer- 
chants are in a far better position to- 
day than they were at the beginning 
of broadcasting. We have learned in 
the hard school of experience the 
practical lessons of production and 
merchandising,” he said. 

“Today, the radio industry is on the 
threshold of three great new markets 
—FM, television, and industrial elec- 


New Philco Television and Radio 
Introduced to New York Dealers 


New Large-Screen Projection 
Video Set in Preview Showing 


Although Philadelphia got the first 
crack at viewing the new Philco tele- 
vision and radio line, New York 
metropolitan area dealers didn’t have 
to wait long. About 1400 strong, they 
jammed in to hear Philco Corp. execu- 
tives tell them about the 48 models— 
the big news, of course, being the 
new large-screen (15x20 in.) home 
television receiver about which Philco 
is making large claims. 


Suspense was built up while Harry 


Hardy, vice-president in charge of 
home radio, went through the 38-model 
radio and honograph line, after 


Thomas A. Kennally, vice-president 
in charge of sales, and John M. Otter, 
general sales manager, had given in- 
troductory talks. Then Mr. Otter 
introduced the new Philco 773 refrig- 
erator, featuring “Summer-Winter” 
control for moist food storage and, 
as far as space is concerned, “an in- 


crease of nearly ten percent over com- 
parable 7-foot refrigerators.” 

The premiere attraction, the Model 
2500 video set, got its demonstration 
from James H. Carmine. This is a 
projection receiver, the television pic- 
ture being projected upon the screen 
from the front instead of through the 
screen from the rear. The “Micro- 
Lens” screen is covered with millions 
of tiny lenses to concentrate light 
where it is needed and repel outside 
light to prevent dilution of picture 
clarity. The price of the set is $795, 
plus an installation and warranty 
charge of $85, and deliveries to some 
dealers have begun. 

Two direct-view table-model tele- 
vision receivers provided the finish for 
the show. Of the two, the 10-inch pic- 
ture tube Model 1000 got the bigger 
play. This set, priced at $395 plus $45 
for installation and warranty, will be 
Philco’s standard table model. <A 
small receiver, Model 700, will prob- 
ably be produced in smaller quantity ; 
it has a 7-inch picture tube. 


tronics—while the older markets for 
standard broadcast receivers and com- 
bination instruments are still fer- 


FM Has Hopes 


Technical and economic conditions 
which retarded the growth of FM 
during the war and in the early post- 
war period now having been removed, 
the outlook appears bright for this 
branch of the industry, Mr. Sarnoff 
said, in urging whole-hearted cooper- 
ation of all who can contribute to its 
progress. 

“The measure of its success will be 
determined largely by the quality and 
variety of the programs transmitted 
over FM sstations,” he said. “I be- 
lieve that the fullest benefits to the 
public and the larger opportunities 
for sales will come only when pro- 
grams now broadcast by standard sta- 
tions and networks are permitted to 
be sent simultaneously over FM sta- 
tions. Let us hope that present-day 
restrictions, which forbid this, may 
soon be removed.” 

Television, he asserted, is a service 
designed not only for the home, but 
also is destined to have great impli- 
cations for the theater, the motion 
picture studio and the entertainment 
film, and last, but not least, in the 
manifold processes of industrial life. 

Television, therefore, he pointed out, 
offers the radio industry a combina- 
tion of opportunities: first, to make 
transmitting and receiving sets: sec- 
ond, to equip theaters; and, third, to 
manufacture for industrial applica- 
tions. He declared that there is no 
need to wait for television on a na- 
tional scale to receive the benefits it 
already affords to city-wide, or local 
communities. He described the small 
town as “a natural television stage”. 


Small Budgets for Video 


“The belief that a local television 
station cannot be erected and operated 
without a large investment is wrong,” 
he continued. “Television program- 
ming can be started by local stations, 
in a small way, with a minimum of fa- 
cilities, and expanded as _ receiving 
sets and commercial sponsors in- 
crease. In the meantime, until net- 
works are available, films of live 
shows and newsreels can be flown to 
stations throughout the country to 
add to their program variety. Like 
the many independent local broadcast- 
ing stations, which are successful and 
profitable, television stations also will 
thrive upon local talent and community 
service. 

“The argument that television must 
offer a continuous flow of Hollywood 
extravaganzas is also false,” he con- 
tinued. “The great attraction of tele- 
vision is timeliness. Many of its 
programs are seen as they happen; 


Max Balcom Elected 
RMA 1947 President 


MAX F. BALCOM 


Elected president of the Radio 
Manufacturers Association at its 
recent 23rd annual convention in 
Chicago was Max F. Balcom, 
vice-president and treasurer of 
Sylvania Electric Products, Inc. 
He succeeds Ray C. Cosgrove, 
general manager of the Crosley 
Division, Avco Corp., who served 
as helmsman of the organization 
for three years. 

For the past 12 years Max Bal- 
com has been active in RMA 
affairs, serving as a member of the 
board of directors for five years, 
as vice-president for four, as chair- 
man of the tube division for four. 
During the war he_ represented 
RMA in numerous contacts with 
government agencies. 

Other RMAers, too, have served 
long periods with the association. 
Leslie Muter, re-elected treasurer, 
starts on his 13th term in that ca- 
pacity. Paul V. Galvin, president 
of Motorola, J. J. Kahn, president 
of Standard Transformer Corp., 
and Allen Shoup, president of 
Sound, Inc., all Chicagoans, were 
re-elected vice-presidents. 


they are both entertainment and news. 

“Our reports, since production of 
postwar television receivers got un- 
derway, reveal a tremendous public 
interest, and therefore a vast potential 
market extending the length and 
breadth of this land. Today, it is 
estimated that approximately 50,000 
television receivers are in service, and 
this figure is rising daily. As rapidly 
as additional television transmitters go 
on the air, new areas will be opened 
for sale of receivers. Manufacturers 
now have in production approximately 
fifty of these transmitters for which 
licenses and construction permits have 
been issued by the FCC. Many of 
these transmitters are scheduled for 
delivery in the present year. There 
are ten television stations in operation 
in eight cities, and the eleventh will 
go on the air in Washington, D. C., 
this month. 
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PROGRESS 


SPEAKERS at Pacific Zone NEWA's opening convention session were, left to right: 
Barrett Green, Seattle banker and economist; Don B. Karlskind, West Coast sales 
manager of U. S. Rubber Co.; Charles W. Goodwin, GE Supply, San Francisco, who 
presided; and H. C. Gerster, chairman of the convention committee. Their speeches 


were followed by an afternoon of golf. 


Appliance Prices May Hold, 
West Coast NEWA Hears 


No appreciable drop under present condi- 
tions, manufacturer states. Wholesalers meet 
in Victoria, B. C., for 3-day NEWA convention. 


Although there may be some re- 
duction in the prices of electrical 
appliances, it is not likely that 
there will be an appreciable drop 
under present conditions, according to 
W. E. O’Brien, general sales manager, 
Toastmaster Division, McGraw Elec- 
tric Co., in his address to electrical 
distributors and their guests at the 
Pacific Zone Convention of the Na- 
tional Electrical Wholesalers Associa- 
tion at Victoria, British Columbia, 
on June 5. Appliance prices probably 
will never revert to pre-war levels, 
he said. 

Appliances, because they improve the 
standard of living, will continue in 


demand, Mr. O’Brien said, but there 
is a tough selling job ahead for dealers, 
distributors and manufacturers. He 
pointed out that some appliances al- 
ready are in full supply, and that 
manufacturers’ facilities are so large 
that very soon all appliances will be 
in a supply far beyond the number that 
the public will grab up from the stores 
without effective selling effort by the 
whole industry. 

Mr. O’Brien discussed the manu- 
facturer-distributor relationship in the 
light of the selling problems ahead. 
He said there were “musts” for each 
group. The manufacturer must create 
quality products, create the national 


THREE WISE MEN from the East confer at Pacific Zone convention of NEWA at 


Victoria, B. C. 


Left to right: W. C. O'Brien of Toastmaster, Elgin, Il; 


NEWA 


President E. B. Ingraham, Times Appliance, New York; and Laurence Wray, manag- 
ing editor of Electrical Merchandising, New York. 


ELECTRICAL MERCHANDISING—JULY 15, 1947 


AT THE FRIDAY SESSION, wholesalers at Victoria heard E. G. Ingraham, Times 
Appliance Co., New York, and NEWA president; W. E. O'Brien, general sales mana- 
ger, Toastmaster Division, McGraw Electric Co.; and C. W. Goodwin, Pacific Zone 
chairman of NEWA, who read the address of retiring national NEWA president, 


John Busey. 


demand by advertising and promotion, 
establish prices that provide adequate 
profit for distributor and dealer, and 
where the laws permit, provide pro- 
tection for these prices. The distrib- 
utor, on the other hand, must be ready 
to assume responsibility for selling 
only to those outlets that will support 
the manufacturer’s policy, put selling 
effort behind a few products, not spread 
it too thin, keep his margins in line, 
the U. S. Rubber Co., who discussed 
the use of aluminum wire in the build- 
ing industry. 

Besides Mr. O’Brien’s talk, an ex- 
pert analysis of the present fear of 
a recession, and detailed studies of 
several phases of the electrical in- 
dustry highlighted the three day 
meeting for which nearly 150 whole- 
salers and industry guests gathered in 
the sedate, continental atmosphere of 
the Empress Hotel. It was the first 
convention in which the wholesalers of 
the eleven western states were officially 
recognized as a Zone of the NEWA 
organization, rather than a division. 


Schedule 


The distributors allocated two full 
mornings to speeches and NEWA 
business, two evenings to dinner and 
banquet sessions, and two afternoons 
to golf at the nearby Royal Colwood 
course. On the opening day there 
was an executive meeting in the after- 
noon and the annual “social stag” for 
members and guests in the evening. 

W. C. Mainwaring, vice-president of 
the British Columbia Electric Railway 
Co., the electric utility supplying that 
area, opened the Thursday morning 
session with an address in which he 
welcomed the wholesalers and their 
guests to Victoria. Charles W. Good- 
win, chairman of the Pacific Zone, who 
presided at the general sessions, read 
to the group the message that had been 
presented to the recent Atlantic City 
Convention of the national organiza- 
tion by John L. Busey as he completed 
his term as president of NEWA. Mr. 
Goodwin was followed by Barrett 
Green, vice-president of the National 
Bank of Commerce, Seattle, who spoke 
on economic conditions and the busi- 
ness outlook. The closing speaker on 
the morning session was Don B. Karls- 
kind, Pacific Coast district manager of 
the U. S. Rubber Co., who discussed 
the use of aluminum wire in the build- 
ing industry. 

J. H. Polhemus, president of the 
Portland General Electric Co.., Port- 


APPLIANCE DISTRIBUTORS must im- 
prove their techniques to equal manu- 
facturers' production rates, E. B. In- 
graham, NEWA president, tells conven- 
tion in Victoria. 


land, Ore., utility, opened the Fri- 
day morning meeting with a review of 
the electric power supply situation in 
the Northwest. The subject of appli- 
ances distribution was covered by W. 
E. O’Brien, general sales manager of 
the Toastmaster Division of McGraw 
Electric Company, Elgin, Ill. 


Distributor Progress 


The importance of the National 
Electrical Wholesalers Association in 
the national distribution picture was 
brought out by E. B. Ingraham, newly- 
elected president of the organization. 
He pointed out that wholesalers must 
improve their techniques in order to 
equal the manufacturers’ production 
rates if a period of under-consumption 
was to be avoided. In the improvement 
of this technique, he said, the industry’s 
ability to interchange information 
through NEWA is vitally important. 

Mr. Ingraham reported to the whole- 
salers the important features of the na- 
tional convention in Atlantic City, in- 
cluding an outline of “The Program 
for Progress”, the success of the EEI- 
NEWA training program which has 
been taken by 60,000 salesmen so far, 
the plan for training distributors’ sales- 
men in retail store selling techniques, 
and he read to the meeting the speech 
on “Electrical Interdependence” which 
had been prepared for the Atlantic 
City convention by Herbert Metz. 
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“Back to Work” Theme Highlights 


San Diego Appliance Bureau Meeting 


400 hear Hollowoy trace rise of util- 
ity service Credit discussed. Freezer 
executives point out opportunities. 


“Back to work” was the theme of 
the day-long dealer conference held 
in San Diego, Calif., June 2 under the 
auspices of the Bureau of Radio and 
Electrical Appliances, with an at- 
tendance of better than 400 from 
among the dealers of the entire sur- 
rounding area, including a generous 
sprinkling of manufacturers’ repre- 
sentatives and wholesalers from that 
territory and from considerable dis- 
tance, 

A. E. Holloway, vice president of 
the San Diego Gas & Electrical Co., 
started the luncheon program with an 
account of the outstanding growth of 
the region, both during and following 
the war. Since V-J Day the com- 
pany has added 11,000 new electrical 
customers and still has a waiting list 
of 4,400, which it is hooking up at the 
rate of about 600 per month—in other 
words, it is now about 7 months in 
arrears. Significant is the trend 
toward the small town and _ rural 
areas, seventy-five percent of the back 
orders representing small farms and 
rural homes. From the standpoint of 
load the utility has just about made 
up in domestic and commercial growth 
what it lost with the shutting down 
of war industries. 


Dealers Will Be Thankful 


A survey of the area shows that 
dealers during the first four months of 
1947 have sold more appliances in 
some categories than during the en- 
tire year of 1939. Among these are 
ranges, water heaters, irons, vacuum 
cleaners and radios. The supply of 
all appliances is catching up and 
dealers, he predicted, will soon be 
thankful for the opportunities in spe- 
cialty selling offered by such new ap- 
pliances as the dishwater, home 
freezer, garbage disposer, and FM 


radios. Creative selling is going to 
be required, plus advertising, display 
and just plain hard work, rather than 
a false reliance on price cutting. 


Normal Problems 


The fact that the normal problems 
of inventory, trade-ins and consumer 
credit are again with us led to the 
symposium on financing led by -Mar- 
tin J. Frazier, vice-president of the 
Security Bank of San Diego. He 
pointed out the special need for 
quality merchandise in credit selling 
and the importance of not overselling 
—on the part of the jobber, not to 
overload the dealer with too much; 
on the part of the dealer, not to over- 
sell the customer. With government 
controls about to be eliminated, and 
with both dealers and customers many 
of them new to the ways of install- 
ment selling, it behooves the dealer 
to exercise great care in his exten- 
sion of credit. 


Credit—a Problem? 


Gordon E. McNary of the San 
Diego Trust and Savings Bank 
pointed out that losses through a poor 
credit program can seldom be recov- 
ered but become a permanent burden 
on the cost of doing business. A 
sound program is important to the 
dealer and should be based, not on 
the practice of competitors but on the 
needs of a man’s own business. He 
should secure sufficient down pay- 
ment and a reasonable monthly in- 
stallment. The American Bankers’ 
Association has set the figure at a 
minimum of $10 down and $5 per 
month, varying with the nature of 
the merchandise from 20 percent and 
24 months, to 25 percent and 12 
months. Very small down payments 
not only leave the customer with very 


A BANKERS’ PANEL of (left to right) Harry Gough, regional manager, General 
Electric Contracts Corp.; Martin J. Frazier, vice-president, Security Bank, San Diego; 
A. F. Wagele, Bank of America; Gordon E. McNary, assistant vice-president, San 
Diego Trust & Savings Bank, discussed current dealer credit and finance problems at 


the San Diego meeting. 
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ADEQUATE WIRING'S importance to the entire home building industry was pointed 
out by a panel consisting of (left to right) C. J. Paderewski, architect; Jack Morse, 
electrical contractor; E. W. Meise, who did the interviewing, and Frank Lockett, 
manager of the Home Planners Institute of San Diego County. 


little equity in the purchase, but cost 
more to collect than they are worth. 
The importance of considering the 
collection man at the time the original 
contract is signed was pointed out 
by A. F. Wagele of the Bank of 
America, particularly in view of the 
fact that about two thirds of all sales 
now involve time payments. The 
credit form which the customer is 
asked to fill out is of importance, not 
only in giving the dealer a basis upon 
which he can determine the advisa- 
bility of extending credit, but it is 
also the major source of information 
when collections are to be made. 


Coen on Kitchens 


“Complete Kitchens” were pre- 
sented by Larry Coen, sales manager of 
the American Central Manufacturing 
Company of Connersville, Ind., as the 
baby appliance of the industry. He 
pointed out that the sink and work 
surfaces represented the third of the 
three working centers of the kitchen. 
By making this and the cabinet stor- 
age space “package” items, with 
models available which fit 90 percent 
of all existing kitchens, they had been 
placed in the same classification as 
the other major appliances of the 
kitchen and were being more and 
more stocked by electrical stores. 


Home Freezer Opportunities 


During the afternoon session the 
subject of the opportunities in the 
home freezer market were outlined by 
a panel which presented this ap- 
pliance as offering a new method of 
entertaining and satisfactory living. 
In addition to the series of advertise- 
ments which the Bureau has run, it 
has sponsored a series of meetings in 
the city to educate housewives which 
have been under the direction of Mrs. 
Delphine Wilson of the extension de- 
partment of the University of Calif- 
ornia. 


Sell the Need 


Ben Sanderson, regional manager of 
the Deepfreeze Co. from San Fran- 
cisco pointed out the importance of 
selling “need” as well as product. The 
housewife must learn that she is buy- 
ing leisure, that she can cook and 
bake ahead, purchasing for a whole 


JULY 15, 1947—ELECTRICAL MERCHANDISING 


A FRAME into which current San Diego 
Bureau advertising will fit is the latest 
sales help for the dealer designed by 
the Bureau. J. Clark Chamberlain ex- 
plains how it works. 


week or month at a time and at the 
most economical prices. If the need 
is properly sold, 10 cu. ft. boxes are 
only the beginning of what can be 
sold. 

That the trade should start by 
plating home freezers in their own 
homes was the message of N. B. Din- 
kle, western regional manager of the 
Crosley division of AVCO Mfg. Co. 
He urged that this be placed some- 
where in the home where the dealer 
can conveniently display it to his 
guests and do a little bragging. 

The trend toward rural develop- 
ment in the San Diego region offers 
a real field for home freezer sales, 
which are made most readily to farms 
and to the part-time producers of 
foodstuffs, said Norman Nielson, Fri- 
gidaire, Los Angeles. He predicted 
that freezer business is coming back 
into the electrical store where it be- 
longs. 


Home Freezers at Home 


Ed Barnes, Los Angeles manager 
of Kelvinator, told of the firm in his 
territory which had placed a home 
freezer in the home of every salesman. 
Every month that the man sells two 
home freezers he gets that month’s 
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DISING 


payment free. Although one of the 
big arguments in favor of the use of 
a home freezer is the buying of food 
in quantity, he pointed out that the 
customer seldom knows where to go 
to obtain these savings. He suggested 
that the dealer make contacts with 
wholesale meat firms and others in 
his town, so that he can pass this in- 
formation on to his customers. It is 
also important to write down informa- 
tion about prospects when they come 
in—whether their interest is on the 
basis of economy, entertaining pos- 
sibilities, canning or baking. Also 
what is their situation as regards 
shopping facilities—do they live near 
the stores, buy from the farm, etc. ? 
This comes in handy later when the 
sale is to be made. 

Brief reports from J. F. Zweiner of 
the Electrical Contractors Division 
and from Ivan Lauritzen of the Elec- 
tronics division brought the meeting to 
the scheduled “Manufacturers’ Prod- 
uct Session” at which representatives 
from manufacturers are given an op- 
portunity to report in brief on their 
products, delivery possibilities, price 
trends and sales policies. 


Increase Expenses 


The evening program started with 
a review of the afternoon session by 
William Cyr of the McGraw-Hill 
Publishing Co., followed by a discus- 
sion of “Your Balance Sheet and 
You” by Ken Hampton, manager of 
the Valley Electrical Supply ‘Co. of 
Fresno. He pointed out that although 
the aim of every dealer is to keep 
overhead down, now is the time to 
increase such expenses as advertising, 
sales promotion and sales training. He 
also emphasized the importance of 
keeping records, reviewing the credit 
situation and making satisfactory fi- 
nancing arrangements. 

The home freezer again was the 
central theme of discussion in the talk 
entitled “The Home Freezer Market 
Is What You Make It” presented by 
Roger B. Trick, manager of home 
freezer sales with the Kelvinator Co. 
of Detroit. He complimented the San 
Diego campaign as being the most 
aggressive in the country. Recount- 
ing the progress of the frozen food 
industry, he pointed out that the 
number of food lockers in use has in- 
creased from about 200 in 1935 to a 
present figure of over 3,000,000. Of 
these about 75 percent are utilized by 


LARRY COEN, sales manager, Ameri- 
can Central Mfg. Co., illustrates the 
method his company has adopted to make 
it easy for the dealer to design a kitchen 
to fit the customer's needs. ‘ 


farmers. Research during the war 
has greatly increased the variety of 
products which can be successfully 
frozen and added the “leftover” to the 
sales argument. Very few people now 
know what a home freezer is and 
what it can do for them—the greatest 
need is for the building up of accept- 
ance. First step in this program is 
for the dealer to put a home freezer 
in his own home and that of his em- 
ployees. Present advertising and sell- 
ing should be directed 90 percent to 
selling the idea of need and 10 percent 
only to the product itself. 

The program closed with a humor- 
ously illustrated talk by Milton San- 
ders, vice-president of the Central 
Arizona Light and Power Co. and 
president of the Pacific Coast 
Electrical Association on the need for 
going back to basic selling principles, 
with courteous employees, good serv- 
ice and fair prices. He offered a tri- 
angle with the three angles of cour- 
tesy, good service and fair prices as 
the symbol of business, pointing out 
that these added up always to 180 de- 
gress. His argument was that if you 
squeeze on the courtesy or the good 
service, then the price angle became 
more important in the customer’s 
mind, but that it falls into its place 
when good salesmanship is present. 


Video Output Climbs, 
Radio Sets Decline in May 


May production of all types of radio 
receivers, as reported to the Radio 
Manufacturers Association, dropped 
1,316,373 as compared to April’s esti- 
mated total of 1,548,540 sets. How- 
ever, television production during the 
month was 8,690 as compared with 
7,886 for the five-week April period 
and brought the year’s total to 34,895. 

The weekly average for May of 
radio sets of all types was 329,093 as 
compared with 351,945 in the previous 
month. The decline in the production 
rate was not unexpected, the RMA 
said, as industry leaders have estimated 
the year’s total will be approximately 
15,000,000, whereas monthly produc- 
tion up until May was at the annual 
rate of 18,000,000 sets. 

FM-AM receivers produced in May 
totalled 84,507, broken down as fol- 
lows: 13,035 table models, 3,001 con- 
soles, and 68,471 radio-phonograph 
combination consoles. 

May’s FM-AM output was below 
that of April. During the first five 


months RMA set manufacturers have 
produced 368,939 AM-FM and FM 
receivers. 

May’s output of telesets breaks down 
as follows: 5,646 table models, 1,701 
consoles, and 1,338 radio-phonograph 
combination consoles. 


RMA Asks House Committee 
to Repeal 10°/, Excise Tax 


The only present practicable way to 
reduce retail prices on radios and 
phonographs is to repeal the 10 per- 
cent excise tax, the Radio Manufac- 
turers Association told the House 
Ways and Means Committee early this 
month. 

Joseph Gerl, chairman of the RMA 
excise tax committee, said that cutting 
wages or lowering production costs 
is presently impossible and that the 
only alternative is to lower the tax. 
He also said that the continuation of 
the tax will brake the development of 
FM and television broadcasting and 
may push radio prices even higher than 
at present. 
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Hotpoint Sales Program Will 
Build Around Large Stores 


Growth to $100 Million 


Annual Sales Foreseen 


Hotpoint was shifting into high. 

Meeting in Chicago last month, the 
company’s sales organization got a 
verbal blueprint of plans to convert a 
$20 million a year business to a $100 
million turnover, heard officials de- 
clare that major effort would be aimed 
at attaining “a new position as a 
dominating factor in the nation’s large 
stores.” 

Placing emphasis on a “broadened 
but intensified” market research pro- 
gram and reorganization of distribu- 
tion methods, the company’s expan- 
sion story in terms of sales was 
dramatically told with fast-moving dis- 
plays of films, charts, and visualizers 
presented by 50 key sales officials, 
headed by L. C. Truesdell, vice-pres- 
ident of marketing. 


Different Sales Outlook 


With James J. Nance, president, 
setting the pace in his opening keynote 
talk, the field organization was shown 
the “revolutionary” aspects of the re- 
cent inaugural of a plan by which 
General Electric’s fast expansion pro- 
gram is affecting Hotpoint. The $25 
million worth of new production fa- 
cilities at Chicago will be augmented 
by greater amounts for facilities in 
other cities, making the sales outlook 
completely different, Nance said. 

Citing the principal reasons why 
Hotpoint, Inc., is looking towards the 
large furniture and department stores 
as a continually increasing market for 
the company’s greatly-expanded flow 
of products, Truesdell pointed to their 
“well trained sales staffs, their abil- 
ity to display merchandise in effective 
package units, their traffic value, and 
the store management’s progressive 
thinking along promotion lines.” 


Large Store Emphasis 


In addition to department and furni- 
ture stores in its “key account” pro- 
gram, Hotpoint also will look to 
“large specialty shops, electric utility 
companies, retail stores and chain 
outlets,” Truesdell said. The com- 


pany also will sponsor a store pro- 
gram to support department stores in 
competitive advertising locally, he 
added. 


Saturation in '48 


Terming the appliance outlook in 
general “healthy, despite rumors of 
early saturation in some products,” 
Truesdell told the sales staff that the 
“present output of every product is 
greater than ever before” with twice 
as many electric ranges coming off 
the line. However, he emphasized, 
the ’48 production will more than 
triple present rates, thus requiring 
this complete “re-thinking” in the 
sales forces. 

H. J. Scaife, newly-appointed man- 
ager of sales development, told the 
company’s field personnel that they 
would spend “100 per cent of their 
time” in direct contact with distribu- 
tor and dealer to keep a continuing 
check on their needs and supplying 


them. 


Bigger Budget 


Currently engaged in a several mil- 
lion dollar advertising campaign to 
announce its expansion program in 
consumer and trade papers, the com- 
pany will later enlarge its advertising 
budget to include daily and weekly 
newspapers, radio, and outdoor dis- 
play, E. R. Taylor, merchandising 
manager, told the 100-man sales staff. 
Present plans also call for a nation- 
wide dealer display campaign to show 
“Hotpoint products to millions who are 
not normally prospects,” he said. 

New plans for the product service 
department of the company call for 
“clinics for dealers” that will seek 
to make the dealer completely self- 
sufficient in servicing all products, 
D. C. Marble, product service divi- 
sion manager, said. During 1946, 


the company sold $2 million worth of 
product parts, and this year’s per 
quarter volume is considerably higher, 
he said. 


LOOKING TOWARD a $100 million a year business, these executives of Hotpoint, 
Inc., met recently for a sales conference in Chicago to reveal plans to the sales staff. 
Left to right: F. V. Leeds, A. A. Borgemenke, L. C. Truesdell, vice-president, H. B. 
Cromleigh, W. W. Summers, and Robert Hall. 


PAGE 


} 
‘ 
an 
| 
) 
| 


SPECIAL 
INTRODUCTORY OFFER 


| 


y 
Nery 


10 INCH ADJUSTABLE 


VENT 


PLUS 6 INCH 


VENTILATING FAN 


Ventilating Fan 


Take advantage of this special offer. Order 10” Adjusta- 
ble Vent Fan for $17.50 (50% off $35 list price) and get 
6” Ventilating Fan ABSOLUTELY FREE. 


10” Fan is adjustable from 24” to 36”, has smooth baked 
enamel finish on heavy gauge steel, General Electric 
blades, General Electric lifetime oiled motor, heavy rub- 
ber cord and plug and pull chain switch. 6” Fan is 
adjustable from 24” to 26”, has baked white finish, fully 
enclosed motor, wrapped and varnished windings, self- 
aligning bearings. ORDER THIS SENSATIONAL OFFER 


TODAY! ORDERS SHIPPED SAME DAY AS RECEIVED! 
You pay $17.50 
Sell 10" fan for 35.00 
Sell 6" fan for 11.50 
Total selling price $46.50 
Your profit $29.00 


WEST BERLIN, NEW JERSEY 
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THE EAST 
(Continued) 


Off the record, many dealers and 
distributors will hint that some brands 
of automatic washers are meeting re- 
sistance. No one ‘will admit that he’s 
actually seen it himself, but many 
claim to have heard reports of mer- 
chants who are knocking $10 or $20 
off the list price to get a washer out 
the door. 


Summer Pick-Up 


Freezers appear to have picked up 
a little, but dealers know that it is 
the summer sales impetus and none 
think it will last. Others are even 
disappointed that the rise in the freezer 
sales curve has been so slight. “We 
figured they would do better during 
the summer,” they say. One dealer 
sold six freezers in the last couple 
of weeks in June as against none at 
all in May. 

Happily, most dealers are reporting 
that the distributor-fostered tie-in sale 
is a thing of the past. Gone are the 
days of “I'll give you six gold-plated 
thingamajigs if you'll take 24 white 
elephants.” One dealer said his dis- 
tributor even came around and mur- 
mured, “We need you now.” Some 
vestiges of this practice remain in 
radio-television tie-ins, but even these 
are not wide-spread. 

Cleaners, up against a toughened 
market, are being hypoed by trade-ins. 
A New York area distributor offered 
trade-in value of from $5 to $12.50 on 
the purchase of a well-known cleaner. 
What this amounts to, of course, is a 
price cut. 

Television is moving well, as it has 
for the past few months. Regulation 
W appears to be moving out. Presi- 
dent Truman called for a new law to 
replace the executive order which 
created it under the provisions of the 
Trading with the Enemy Act, an ex- 
cuse for which no longer remains. At 
the time of this writing, Congress had 
made no move to a new law. 


Dealers Co-op 


Ten dealers from widely separated 
parts of Philadelphia recently organ- 
ized themselves into a mutual adver- 
tising group. They’ve hired an 
advertising agency and plan to make 
a big splash in newspaper ads by 
pooling their efforts. They all carry 
the same products, but work in non- 
competitive areas. Ads will list their 
names and addresses. It’s an idea 
worth watching and may develop into 
something that dealers in other cities 
could use to advantage. 

Another encouraging sign is the 
scattered increase of personnel hiring. 
Dealers are beginning to look around 
for sales people, and to pay more 
attention to training them. Some deal- 
ers have reported better business as 
aresult. If nothing else, this increased 
attention to sales staffs and sales 
methods indicates that the dealer, who 
is closest to the consumer, is beginning 
to put the heat on the glacier edge 
of a buyer’s market. 

Dealer advertising shows little if any 
increase. A Worcester, Mass., dealer 
reports that it has even fallen off. 
He describes dealers as getting a little 
panicky and attempting to reduce their 
costs. However, this same dealer 


JULY 15, 


CONTINUED FROM PAGE | 


reports that cooperative advertising is 
increasingly available. 

Despite the fact that deliveries on 
major appliances are still not enough 
to meet the demand, it begins to look 
as if “normalcy” is on the way. 


THE MIDWEST 
(Continued) 


say, still think the conventional table 
model costs too much money and from 
Chicago to Denver there is a tendency 
to drop prices on lesser known brands, 
Size of inventories has caused a lot 
of sets to appear in store advertising, 
With big stuff there probably are 
trade-in deals all over the Middle 
West. One Chicago department store 
has openly advertised for them. 


“Too Many" 


In the distribution field there is 
appearing the same dark brown taste 
in the mouth one gets from having 
“too many.” In this case, it comes 
from appointing too many outlets. A 
distributor relates how new retailers 
get interested in merchandise, and 
often drop out of the picture before 
their advertisement in the Red Book 
appears. One of the biggest depart- 
ment stores in the country has refused 
to spend money on dolling up its 
appliance department before things 
settle down. 

Distributors mistrust the permanence 
of department stores in the appliance 
picture, saying that they are not set- 
ting up the specialty selling organiza- 
tion that the job requires. They like 
the independent dealer, as he is more 
profitable to them, and spreads their 
risk. 

Merchandise coming through is far 
below pre-war quality, it is said. 
Radios especially need a going over 
before they are sold. One manu- 
facturer frankly said that when pre- 
war standards of inspection were 
started, two-thirds of the output failed 
to pass. Raw materials are equally 
guilty, and not until the edge of the 
demand is off are we likely to see 
the standards of yesteryear. 


Deliveries Good 


On deliveries to customers, 
are picking up. The pipeline is almost 
full in some sections. One small 
dealer had agitator washers and one 
brand of refrigerator ready for im- 
mediate delivery. To vacuum cleaners 
and irons you can add sinks as some- 
thing there is no waiting for. How- 
ever, this does not hold true in high 
freight sections, where everything is 
scarce, and waits of from one to two 
months for advertised brands of re- 
frigerators are common. 

Distributors are using scarce ap- 
pliances as a “pry” to get prominent 
displays for their radios and the more 
abundant items. Several radio manu- 
facturers who have refrigerators have 
built up quite a leverage with them. 

In one section of the Midwest the 
penalty of carrying water on both 
shoulders by distributors is resulting in 
usual spills. One who had the idea 
of selling to the building trade on one 
hand, and to the retail stores on the 
other, lost his best retail outlet, who 
checked up on him and found that 40 

(Continued on page 8) 
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Everyone in the appliance pusiness from manufacturer 
to retail merchant is now casting appraising eye 
to the customers in the offing: There iS 
che market of the future- 
That makes che question of yout gnancing plans timely 
and smportant: Are you coasting along che memory of 
1946, of are you going to be UP and ready with the best a 
that 1947 cat offer? 
Look carefully at this gnancing picture: Be critical tO 
the \imit. T here’s lots that’s new and better: Make sut© 
that in every respect your plan, and the service pack of : 
it, is ZONE to be right- ) 7 
Your local Commercial Credit representative can give you : 
q lot of helpful answers: He can give you a finance plan 
that’s soundly conceived to assist in your merchandising | 
and to protect your merchandise profits: Call him in. 
4 
MMERCIAL CREDIT 
OF THe ATION 


POWERFUL 


Among the exclusive advantages possessed by the 
H. C. Little oil burning Floor Furnace is one which has 
acted like a powerful sales magnet on the general 
public for 15 years—pulling them into H. C. Little 

k dealer outlets and selling them after they arrive. 

This exclusive advantage—this 

Wy powerful sales magnet—is 


ELECTRIC IGNITION 


and The 


OIL BURNING FLOOR FURNACE 
is the ONLY unit of its kind ever 


offered with ELECTRIC IGNITION, 


the patented H. C. Littke AUTOMATIC STARTING 
FEATURE, which provides fully automatic, intermittent 
operation, thermostatically controlled. NO PILOT 
LIGHT. NO HIGH-LOW FIRE. The unit either 
operates at high efficiency or is completely shut down. 
Are you using this powerful sales magnet to pull people 
into your store? If not, inquiries from Eastern and 
Mid-western territories are invited. 


in your oil b 
Floor Furnace, with 
EXCLUSIVE ELECTRIC IGNITION 


| 

We ore interested 

| 
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THE MIDWEST 
(Continued) 


per cent of his local deliveries were 
to builders. Meanwhile the distributor 
expected his retail trade to subsist on 
a gruel and water diet. If this con- 
tinues, chances are this distributor 
will have to make a living off of build- 
ers, as his best retail houses will chuck 
his line as stuff becomes plentiful. 


Deposits Encouraged 


Add to signs of the times: A big 
washer distributor is encouraging his 
dealers to take $10 down deposits for 
washer deliveries. In the past he dis- 
couraged this. Now, with plenty of 
washers around the corner (in his 
opinion) he thinks a short cash tie-up 
will hold customers in line. 

In the financing field the smart 
banks are running with the ball. One 
in Chicago, one in Denver, are bright- 
eyed over their opportunities. By and 
large, however, the local banks have 
too many white-haired executives over 
60 to absorb a new idea. So the 
national finances houses continue to 
carry on. 

The month ends with dealers still 
clamoring for franchises for hot lines. 
One distributor asks, “Why don’t these 
guys ask for some tough items to 
sell if they want to impress us? With 
specialty selling just around the corner, 
proof that they could move some 
dogs would be the best way to get a 
franchise.” 


THE SOUTH 
(Continued) 


dealers by such organizations as the 
Nashville Electric Service, the Chat- 
tanooga Power Board, etc. Another 
reason is that the great spurt in sales 
of ventilation equipment which began 
with the arrival of 90 degree weather. 
The actual fact is that washers, re- 
frigerators and ranges are still lagging 
badily in delivery. 


More Dealers Out 


Paradoxically, the number of 
dealers going out of business below 
the Mason-Dixon line appeared to be 
greater than at any time in the past 
six months. There were-several fold- 
ups in the Carolinas and in the Mis- 
sissippi-Louisiana territory. Three or 
four large firms like the big Appliance 
Mart in New Orleans quit selling small 
appliances altogether, concentrating on 
the larger items exclusively. But ap- 
pliance sidelines continued to crop up 
in drug stores, clothing stores and 
jewelry shops almost everywhere. 

Radios, now flooding the market, 
may get a shot in the arm from state- 
ments circulated down here recently by 
manufacturers’ representatives that a 
shortage is expected in the Fall. The 
regional manager for Majestic was 
the latest to sound the warning to a 
dealers meeting in Louisiana. Despite 
large inventories, dealers were ex- 
pected to continue stocking up. 

The sale of home freezers is brisk 
in almost all of the Southern states but 
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the anticipated landoffice business in 
this equipment has not materialized. 
The work of county agents, utility 
home service personnel and others 
however, may yet boost the use of 
home freezers to unprecedented heights. 
In the rural areas, particularly in the 
Carolinas and Tennessee, the drive by 
manufacturers to tap the market for 
farm appliances still is going well. Hay 
and tobacco curing equipment, poultry 
house gadgets, pumps and other ap- 
pliances are selling better than ever 
before. 

Consumer buying resistance is stil! 
a problem though it has weakened con- 
siderably since the early spring surge. 
Prices are as high as, or higher than 
ever, but both distributors and dealers 
report the squawk from the public is 
not as raucous as it was last month 
and is considerably less than it was 60 
days ago. Whether this indicates ac- 
ceptance of prices or simply a diversion 
of public attention to Congressional 
action on the tax and labor bills, few 
dealers could say. 


Short Term Credit Popular 


Cash sales have dropped to a mini- 
mum but short term credit arrange- 
ments are popular everywhere, while 
Regulation W still is considered a pain 
in the neck. The majority of dealers 
continue to refuse deposits and the sale 
of good new brands of equipment is 
still high. 

Bottled gas competition is spread- 
ing throughout the South like Sher- 
man spread through Georgia. In al- 
most every area other than those 
served by the Tennessee Valley Au- 
thority, it has become a real threat to 
the electrical business. But such stal- 
warts as the Georgia and Alabama 
Power Companies are operating under 
peak load distribution and officials of 
these utilities are trying desperately 
to get hold of more transformers so 
that thousands more customers may 
be served. 


THE FAR WEST 
(Continued) 


war), plus poor quality in cabinet 
finishes. The fact that one Western 
city reports radio sales for 1946 were 
400 percent above pre-war levels may 
indicate that the first wave of stored 
demand has been met and that dealers 
are back on a basis of replacement sell- 
ing. At least three communities (Oak- 
land, Calif., Spokane and San Diego) 
have initiated cooperative programs to 
meet the situation. 

Water heaters are in abundant sup- 
ply all over the Pacific Coast—and 
price cutting has reared its head in 
some areas in the Northwest. In this 
field, too, some of the communities are 
starting city-wide promotions. The 
power companies, many of whom gave 
up direct merchandising on a tentative 
“we’ll-see-if-the-dealer-can-do-it” basis, 
are watching results with interest, 
water heaters being one of their major 
load building appliances. 

Jobbers are urging their dealers to 
add sales personnel and are trying to 
help them select and train a good staff, 
but dealers for the most part are hang- 
ing back, fearful of adding to their 
selling costs until more appliances are 
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Community Showroom 


TAKE YOUR PICK of any fluorescent fixture, Moody M. Jensen (left), general 
manager of IIluminescent Products, ‘Inc., San Francisco, tells visitors to the company's 
new showrooms, prepared for use by dealer and contractor clients who wish to 


demonstrate and sell lamps to their customers. 


Separate show rooms are provided 


for each make of light carried. Tags bear prices. Listening to Mr. Moody are W. H. 
Busch, Busch Mfg. Co., Arthur Mills, Office Appliance Co., and Grant Whitaker, 


Manning & Whitaker. 


available in abundance. They need a 
full line to support a sales staff. In 
this respect, department stores and 
chain stores have the advantage, both 
because they tend to have a larger sup- 
ply of electrical appliances and because 
they can keep salesmen busy tem- 
porarily on other lines until appliances 
are on hand. This is giving them a 
head start. 


Freezers Slow 


Home freezers are beginning to ap- 
pear on the market in numbers and the 
result has been to indicate that the 
public is going to require considerable 
selling. In San Francisco one dealer 
reports the demand is “non-existent”. 
In warmer valley areas, the volume of 
freezer sales is so far about one percent 
of refrigerator sales. In San Diego, 
where a county-wide promotion of 
freezers is on, they are selling some- 
what better. From here, however, 
comes the report of one dealer who an- 
nounces “up to 50 percent” reductions 
on commercial lines. Seattle, typical 
of the Pacific Northwest, seems to have 
passed the customer acceptance hump 
and is selling freezers at an increasing 
rate. 

The promotion of FM radios in one 
California community where the first 
FM station was recently started seems 
to have fallen flat and dealers are pes- 
simistic, indicating that it is safer not 
to oversell the idea on the basis of 
early beginnings. Dealers are learning 
to sell FM as a safeguard against ob- 
‘solesence rather than on present per- 
formance. 

Demand for those makes of auto- 
matic washers which are available in 
quantity has slowed down greatly, 
customers backing out as soon as they 
learn that the merchandise is available 
for immediate delivery, according to 
one Bay area dealer. 


Want More Ranges 


The Pacific Northwest is up in arms, 
charging that they do not receive full 
share of electric ranges. They acknowl- 
edge quota shipments on the basis of 
population, but state that the higher 
acceptance means greater customer de- 
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mand and hence they should receive 
proportionately higher allotments. In 
every one of the high acceptance areas 
LP gas is moving in, solely because 
the customers are unable to obtain the 
electrical equipment they desire. Even 
Seattle, Spokane and Salt Lake are 
reporting grave competition from this 
source and fear permanent loss of a 
certain proportion of their normal mar- 
ket. 

Speaking of ranges, western manu- 
facturers of this and other electrical 
appliances requiring sheet steel are in 
a difficult position because eastern 
steel manufacturers are reluctant to 
ship them steel, feeling certain that as 
soon as the growing western steel in- 
dustry is able to retool its plants to 
provide steel in the form desired, these 
manufacturers will desert eastern firms 
in favor of local sources. Western 
plants are not yet ready to supply the 
demand, which puts the western elec- 
trical factories on the spot. 


More and More Dealers 


In the meantime, the number of 
dealers in most Pacific Coast areas is 
increasing rather than decreasing. In 
the Los Angeles district it is figured 
the total is up from 15 to 20 percent 
in the past six months. There have 
been practically no failures reported, 
but a closer inspection would show that 
many of the firms have changed hands, 
either outright, or with one partner 
dropping out and a new new one com- 
ing in, bringing fresh capital. 

On the optimistic side, however, 
from the dealer’s standpoint, is . the 
report from the Pacific Northwest that 
the demand for electricity is 2} times 
pre-war figures, and 20 percent up as 
compared with 1946—in fact, the capa- 
city of the Pacific Northwest “power 
pool” is being strained and utilities are 
having to consider a selectivity of load 
until new power sources can be tapped. 
Bright predictions for California come 
from Al Nicholls, head of Graybar, 
recent Pacific Coast visitor, who points 
to the 33 percent increase in popula- 
tion and influx of factories and branch 
plants as signs of a continuing growth 
in electrical appliance selling in his 
native state. 
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10-STATION 
MASTER UNIT 


INTERCOMMUNICATION 
SYSTEMS 


OPERADIO...tHE 
OUTSTANDING SOUND 
EQUIPMENT LINE FOR 
‘ROUND SALES 

AND PROFITS! “4 


Smart New Designs. 
bw Features! 


Outstanding . . 


. that’s the word for the 
new OPERADIO sound equipment line! Every 
unit is designed, engineered and constructed 
to OPERADIO-quality standards . . . with 
important new features and smart styling for 
added sales-appeal. OPERADIO sound equip- 
ment is nationally advertised to 
assure you of steady, 
successful sales. 


SPEAKERS 


oPERADIo 
Sound Equipment 


PRE-AMPLIFIERS — BOOSTERS 
AND MOUNTING RACKS 


OPERADIO MFG. CO., Dept. EM-14, ST. CHARLES, ILL. 


Gentlemen: 


Please send us free information on the items checked: 
Operadio Sound Equipment 
(CO FLEXIFONE Inter 


Nome 
Address 
City State 


a 
/ 
J 
sé 
4 
J > 
N= 
} 
20-WATT AMPLIFIER ‘ 
A 
/ 
— 
; 


l 


El 


Device 


Selling Features 


FRIGIDAIRE Dryer 


Frigidaire Div., General Motors Corp., 
Dayton, O. 

levice: Frigidaire automatic dryer. 

Selling Features 

the automatic washer completely in 

20 to W min., clothes from other 


Dries clothes from 


washers slightly longer; Dry-O- 
Matic timer can be set for any de- 
sired drying time up to 1 hour, 
automatically shuts off heat five min. 
before drum _ stops; rust-proof, 
smooth metal drum revolves at 50 
rpm. circulating clothes through 
warm air currents, special metal 
baffles keep clothes tumbling; long- 
life heating unit heats circulating 
air to dry clothes in a jiffy, auto- 
matic thermostat accurately controls 
heat to a safe 190 degs. F.; interior 
light provides illumination to allow 
inspection of clothes at any time, 
special switch near timer dial turns 
light on or off; automatically re- 
moves lint and deposits in Lint re- 
ceiver; 115-120-230-240 volt 3-wire 
service; no pipes or plumbing re- 
quired. 


ectru al 


1947, 


Merchandising, July 15, 


FRIGIDAIRE IRONER 


Frigidaire Div., General Motors Corp., 
Dayton, O. 


Frigidaire automatic cabinet 
type ironer 

30 in. roll of sag- 
resisting construction aligned with 
iron, assuring perfect ironing re- 
sults; resilient padding protects but- 
tons; open-roll drive makes both 
ends of ironer completely usable; 
compact mechanism-housing heat; 
Pressure-Matic shoe of chromium 
plated steel, scratch-proof, auto- 
matically adjusts itself to varying 
thickness of garments, button-saver 
edge keeps loose buttons from being 
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removed; speed selector makes it 
possible to operate roll at Lo- or Hi- 
speed or to stop roll completely and 
press; exerts pressure 4 to 5 times 
greater than that of a hand iron; 
Prestoe-matic foot control does away 
with “Knee control” levers or hand 
control mechanisms; tilt-back cab- 
inet top opens to make shelf for 
ironed garments; drop-leaf end 


shelves; lap tray. 
Electrical Merchandising, July 15, 
1947. 
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FRIGIDAIRE Automatic 
Washer 


Frigidaire Div., General Motors Corp., 
Dayton, Ohio 


Device: Frigidaire automatic washer. 
Selling 


Features: Pulsator creates 
rapid up-and-down live-water ac- 
tion 330 times per minute; switch 
automatically provides “hot” or 
“warm” 100 deg. water as set; un- 
derwater soap distributor eliminates 
danger of staining clothes with yel- 
low soaps; soap distributor built 
into top of pulsator, releases soap 
only after it has been transformed 
into active suds; cycle includes two 
complete deep-water rinses, each in 
iresh, clean warm water to remove 
every trace of soap; Rapidry Spin— 
water is removed from clothes by 
a new high-speed spinning action 
that whirls tub and clothes at 1130 
rpm; this Rapidry Spin is used 
three times—ti st to remove soapy 
water from clothes, and again after 
each rinse; vibraftion-free, no bolt 
ing down; “Harmonizer” neutralizes 
vibration; washes 8 lbs. dry clothes; 
complete washing, rinsing and dry- 
ing action lasts a half hour, but 
Select-O-Dial mechanism makes it 
possible to lengthen or shorten, re- 
peat or skip any operation in han- 
dling certain types of clothes; Uni- 
matic mechanism supplies all power 
for washing, rinsing, spinning and 
pumping out water; automatic flow- 
temp water control automatically 
provides correct temperature as it 
measures out correct amount of 
water; clog-proof pump empties 
washer automatically; white por- 
celain exterior ; convenient top load- 
ing; easy to install—no piping re- 
quired, installed with heavy duty 
flexible hose; adjustable legs allow 
for slope in floor; porcelain finish, 
dirt, grease and scratch resistant 
work top; inner tub of smooth por- 
celain perforated to let out water 
during spinning; porcelain outer tub 
holds water, both tubs are self 
cleaning; 4 h.p. motor. 
Merchandising, July 15, 
1947. 


ans 


ad 


NESCO HEATER 


National Enameling and Stamping Co., 
Milwaukee, 1, Wis. 

Device: Nesco portable electric heater. 

Selling Features: Aluminum construc- 
tion; operates on a 2-way “radia- 
tion-convection” principle and 
reaches effective heating capacity in 
less than 90 secs.; safety grille; low 
center of gravity prevents heater 
from tipping easily; plastic carrying 
handle; 6 ft. permanently attached 
cord; uses 1250 watts, 110-120 volts 
a.c. or d.c.; weighs 3} Ibs. 

Electrical Merchandising, July 15, 
1947. 


WESTINGHOUSE Iron 


Westinghouse Electric Corp., 
Mansfield, Ohio 
Device: Aluminum automatic iron. 
Selling Features: Weighs only 3 lbs.; 
27 sq. in. ironing surface; 1000-watt 
tubular Corox element cast-in base; 
bi-metallic thermostat controls tem- 
perature; molded black plastic 
handle and heat control lever; per- 
manently attached 6-ft. cord. 
Elec trical 


Merchandising, July 15, 
1947. 


WINDO-AIRE Window 
Ventilator 


Langftot Inc., 32 E. 4th St., 
New York, 3, N. Y. 


Device: Windo-Aire ventilator 
Selling Features: Circulates, re-circu- 
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lates, filters and purifies air; elimi- 
nates drafts; brings uf to 600 cim 
air into room; turn of knob regulates 
volume to suit needs; Fiberglas 
filter removes dust and other im- 
purities ; sliding damper permits re- 
circulation of up to 250 cu. ft. room 
air per min; special, adjustable 
louvre-type grille permits full di- 
rection of air current; comes ready 
to install; all-steel construction, fits 
into standard double-hung sash win- 
dow and plugs into nearest outlet; 
26 in. wide, 17 in. long, 93 in. high. 
Merchandising, July 15, 


LINK-BELT Stoker 


Link-Belt Co., 2410 W. 18th St., 
Chicago, Ill. 


Device: Unifeed, 15 lb. per hr. coal 


feed capacity bituminous automatic 
coal stoker. 


Selling Features: Fan, transmission 


and motor in 1 unit mounted on 
steel plate so that mechanism be- 
comes a “drawer” that slides into a 
steel compartment inside heating 
plant ; coal is fed automatically from 
bin to fire; Air Meter; direct drive 
eliminates sheaves and belts. 
Merchandising, July 15, 
1947. 


SUB-ZERO Apartment 
Freezer 
Sub-Zero Freezer Co., Madison, Wis. 


Models: Senior and Junior apartment 


house freezers. 


Selling Features: Senior model has 60 


cu. ft. capacity with 16 compart- 
ments, 33 cu. ft. each; 2 service 
doors, 16 inner doors; 6 in. insulated 
walls; heavy duty ? h.p. low tem- 
perature Freon condensing unit; 
thermostat control; aluminum ex- 
terior, metal-finished aluminum in- 
terior; 65 in. wide, 35.5 in. deep, 84 
in. high overall. 

Junior model has 30 cu. ft. capa- 
city, 8 compartments 32 cu. ft. 
each; 2 service doors, 8 inner doors; 
same finish and insulation as larger 
model; 4 h.p. unit. 
Merchandising, July 15, 
1947, 


1947—ELECTRICAL MERCHANDISING 


| 
1} 
v | | | 


TS 


elimi- 
0 cim 
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room 
MORTON "Singette™ 
di- 
ready Henry J. Morton Associates, Inc., 
n, fits Boulevard Bidg., Detroit, 2, Mich. 
Ang Device: Morton “Singette” for singe- 
vutlet ; ing ducks, turkeys, chickens. 
high. Selling Features: 650 
y is elling eatures: 650-watt element 
. shielded with chromeplated hood; 
can be used on a.c. or d.c.; nickel 
plated safety stand holds hot 
Singette when not in use; asbestos 
insulation and air-cooling vents in 
metal shield keep heat concentrated 
in wire and porcelain element; fiber- 
glas sleeve insulation prevents heat 
from passing into handle. 
Electrical Merchandising, July 15, 
1947 
v 
coal 
omatic 
lission 
ed on 
Mags BUFFET CHEF Roaster-Server 
eating Hart-Toledo, Inc., 1932 N. 13th St., 
; from Toledo, 2, O. 
drive Device: Buffet Chef roaster-servers 
ie No. 100 and No. 200. 


Selling Features: Roasts, bakes, stews, 
fries, boils up to 6 lbs. meat, fowl 
or fish or almost a gal. of soup, 
stew or sauces; stainless steel cook- 
ing well; Ceramic unit under cook- 
ing well, 250 watts high, 90 watts 
low; Hi-lo snap switch; 33 qts. ca- 
pacity ; size 11 in. diam., 6 in. high; 
No. 100 chrome on steel finish; 
No. 200 black baked enamel; both 
models have blonde hard maple fit- 


tings; heavy Fiberglas insulation. 
Electrical Merchandising, July 15, 
947. 


dry clothes capacity; 3- vane, pres- 
sure cast aluminum’ agitator; tub 
supported on heavy gage steel base 
longer washer life provided by over- 
sized shafts and studs; Apex-Lovell 
wringer with extended top to make 
rolls more easily accessible; con 
venient end reset for ease of opera 
tion; white baked enamel finish on 
wringer and shield; heavy duty, 
splash proof motor, i h.p. precision 
built by Apex and permanently lu- 
bricated; 84 ft. moisture proof, rub- 
ber covered cord; Apex direct drive, 
precision mechanism containing only 
5 moving parts; model 820-P has 


intermittent self- -emptying motor 
driven pump and drain hose with 
swivel nozzle; model 820-G equipped 
wih § h. p. Briggs and Stratton gaso- 
line engine. 

Electrical Merchandising, July 15, 
1947, 


ATELCO Griddle 


Atlantic Electric Co., 6 N. 14th St., 
Newark, 7, N. J. 


Device: Atelco portable griddle. 

Selling Features: Heavy gauge alu- 
minum top; steel base, hammertone 
or white enamel finish; thermally 
insulated, keeps heat on top while 
base remains cool; 3-heat controls, 
450, 750 and 1200 watts; red light 
signal indicator; size 20x103x7 in. ; 
convenient cool carrying handles; 
rubber bumpers. 

Electrical Merchandising, 


July 15, 
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t 
oom ABCO Water Heater 
rt 
Abco Mfg. Co., Inc., 
has 60 507 West lake No. Seattle, 9, Wash. 
mpart- Model: ABCO Sag top hot water 
service heater, No. H.W. 40. 
sulated Selling Features: 40 gal. capacity; 
vy tem- equipped with two elements: top 
unit ; element 2000 watts, 230 volts; bot- 
m ex- tom element 1000 watts; 230 volts ; 
um in- 3/16 in. cold rolled steel tank, hot 
eep, 84 APEX Washer galvanized and neeated with 2 in. 
é blanket of Fiberglas; formica top 
. capa- Apex Electrical Mfg. Co., 1070 E. 152 St., provides working space that is heat 
cu. ft. Cleveland, 10, Ohio and acid proof; white baked enamel 
doors; Device: No 820 wringer-type washer. finish; available in regular rectan- 
larger Selling Features: Dome-shaped tub, 23 gular and corner models, for corner 
in. diam with splash-proof, rolled in installation in kitchen cabinet line-up. 
ly 15, edge and corrugated sides; white Electrical Merchandising, July 15, 
baked porcelain enamel finish; 8 lbs 1947, 
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occupation forces and liberated Premier 
countries. For the Pacific area 
these take double 
wrapping to withstand long sea 


voyages and tropical climates. 


and triple 


Inc. 


Mfg. 


Vacuum Cleaner 
General Electric Co. 


Searchlight Section............ 13 
Standard Electric 


INDEX TO ADVERTISERS 


Victory did not end the paper JULY 15, 1947 
shortage. Need for waste paper is 
as great as ever. Commercial Credit Corp... 7 
Electrical Merchandising ... 12 
Geneva Mfg. Co.......... i 
Why? Because supplies must Little Burner Co., H.C........... 8 
still be shipped in paper to our Operadio Mfg. Co.............. 9 


Div. 
Third Cover 


Co., 


Kitchen Div. Mullins 


Fourth Cover 


Meanwhile, demand for domes- 


tic packaging paper comes from 
scores of reconverted industries. 
Jobs and shipments of new goods 
depend on paper, the essential 
protection of almost everything 
made in our factories. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 

, If you’re in doubt about how to 


| get it packed up, call your local 
or Salvage Committee. 


BUY 


all the U. S. Saving 


Bonds you can 


and 


KEEP 


all the U. S. Saving Bonds 


you buy 


Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 


Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
4 alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 
of thousands in use. Order yours today! 


= tions. With wings and 2 sections $5.65 
24. like No. 12. With wings and 
sections. 29 in. wide, deep. Copac- 
ity, 24 sections. $8.50 Eo. 

.... Sections, $1.00 Eo. 

NOTE: Check Kalamazoo 4-post Ring Binder 3-post 


END THE CATALOG MESS! 


Holder N Ow! 


g Genevo Mfg. Co., Stevens St., Geneva, Il. 
* Gentlemen: Please ship me: 
cone. 12 EVER READY Holder. 15 in. wide, Company.__.. 
12% in. deep, 5% in. tilt. Sturdy steel, 
dork green baked enamel. Capacity, 


A. Open Section B. Replace sheet, 


close section C. Replace section 


ORDER TODAY! ALL SHIPMENTS EXPRESS 


MONEY BACK GUARANTEE 
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A memo that belongs on every ad- Ary 
vertising executive's desk as a re- 
minder of the value andthe...... 


CLOSING DATE. . . August 20th 


of this important year-round refer- 
ence issue. 


CLASSIFIED DIRECTORY OF APPLIANCE AND RADIO MANUFACTC 


A McGRAW-HILL PUBLICATION 330 WEST 42nd STREET, NEW YORK 18, N. Y, 
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REMLER SCOTTIE Radio- 
Phono 


Remler Co., Ltd., 2101 Bryant St., 
San Francisco, 10, Calif. 


Device: Remler Scottie convertible— 


table radio-phono. 


Selling Features: Measures only 63 x 


x 10 in.; equipped with 5 tubes 
and a selenium type rectifier ; 3-watt 
output in both phonograph and ra- 
dio; single switch controls both 
volumn of radio and phonograph; 
constant-speed, worm-gear drive; 
both turntable and motor are mount- 
ed in rubber to eliminate vibration; 
plays 10 or 12 in. records; turntable 
has deeply flocked surface to prevent 
record slippage and wear, tone arm 
has crystal pick-up and a permanent 
needle; phonograph shuts off auto- 
matically when lid is lowered; radio 
can be used with phonograph section 
open or closed; loop antenna enclosed 
in lid; plastic case in ivory and 
ebony; deluxe model in all ivory 
with silent tone arm. 


Electrical Merchandising, July 15, 


1947. 
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AIR KING Table Radio 


Air King Products Co. Inc., 
1523 63rd St., Brooklyn, 19, N. Y. 


Model: Air King Duchess A-600 
Selling Features: 5-tube superhet with 


rectifier; miracle precision die-cut 
antenna; 6 in. Alnico V PM 
speaker; avc; hermetically sealed 
power condenser; three dimensional 
edge-lighted slide rule dial; full- 
floating tuning drive system; a.c.- 
d.c.; Catalin cabinet. 


Electrical Merchandising, July 15, 


1947, 


SOUND KING Projector 


The Empire Projector Corp., 
60 Mclean Ave., Yonkers, N. Y. 


Device: Sound King 16 mm Sound- 


Silent projector, No. PZ-16. 


Selling Features: For home, classroom 


or club; easy to set up and operate; 
combination 2- and 3-blade shutter 
gives perfect 24- and 16-frame speed 
for sound and silent projection; 
light weight — entire projector 
weighs only 27 lbs.; speaker assem- 
bly 11 lbs.; comfortable retractable 
leather carrying handles; aluminum 
cases for speaker and projector with 
gray crackle-finish; elimination of 
many points of contact for film and 
streamlined threading makes it easy 
on film; lifetime lubrication; com- 
plete accessibility ; improved ampli- 
fier ; compact 8 in. speaker ; standard 
equipment includes 2 in. coated f1.6 
lens; 750 watt projection lamp; 
6-volt prefocussed-base exciter lamp; 
cartridge-type photoelectric cell eas- 
ily removed and replaced. 


Price: $297.50 
Electrical Merchandising, July 15, 1947 
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ANDREA Television Sets 


Andrea Sales Corp., 27-01 Bridge Plaza 


North, Long Island City, 1, N. Y. 


Models: Andrea “Sharp Focus” tele- 


vision models T-VJ12, C-VJ12 and 
CO-VJ12, with FM and A.M. 


Selling Features: 12 in. Video tube 


with daylight brightness and approx- 
imately 75 sq. in. picture presenta- 
tion; station lock TV selector with 
R.F. stage for minimum external 


radiation; latest wartime developed 
television improvement including full 
band Video IF system automatic 
electronic locking and_ stabilizing 
system to minimize electrical inter- 
ference and insure picture bright- 
ness, clarity and steadiness; com- 
pletely shielded chassis 13 FCC TV 
channels; crotch and striped ma- 
hogany cabinets. T-VJ12 is a table 
model; C-VJ12 console; and CO- 
VJi2 is a console combination with 
an automatic record changer. 


Electrical Merchandising, July 15, 


1947. 
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CLASSIFIED 


UNDISPLAYED: 90¢ a line, minimum 4 lines. 
To figure advance payment count 6 average words 
as a line. POSITIONS WANTED (full or part 
time salaried employment only) % the above 
rates payable in advance. 

BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 10 
words. 

DISCOUNT OF 10% if full amount is made in 
a for 4 ive insertions. 
DISPLAYED INDIVIDUAL SPACES with bor- 


SEARCHLIGHT SECTION 


ADVERTISING 
OPPORTUNITIES: SELLING @ EMPLOYMENT @ MERCHANDISE @ BUSINESS 


der rules for prominent display of advertise- 
ments. 


The advertising rate is $9.00 per inch for all 
advertising appearing on other than 4a contract 
basis. Contract rates quoted on request. 


AN ADVERTISING INCH is measured %” ver- 
tically on a column—4 columns—38 inches to 
a page. Copy for new advertisements received 
by July 21 will appear in August Ist issue, 
subject to space limitations. 


sales organizations. 


WANTED 
—Manufacturers Agents— 


An old established nationally known line of “Built-in” home ventilators and 
portable panel window fans is available to well established top flight manu- 
facturers agents. This is an outstanding line, competitively priced and estab- 
lished throughout the U. S. and Canada. Will consider only recognized 
firms, traveling several men, and contacting hardware, electrical and builder's 
supply houses. Sectional territories open from coast to coast to qualified 


P-1124, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 


SELLING OPPORTUNITIES WANTED 


WANTED PROJECT exclusive products by 

nation-wide Independent Dealers Electrical 
Appliance League. Write Ideal Sec’y., Fair- 
port Harbor, Ohio. 


EXPORT CORPORATION specialized in elec- 

trical appliances and equipment; with old 
established world-wide sales organization is 
willing to accept representation of manufac- 
turers for the distribution of their products 
abroad. Merchandise ordered and paid for on 
domestic basis. No export formalities in- 
volved. Rector International Corp., 14 East 
43rd Street. New York City. 


WANTED 


ANYTHING within reason that is wanted in 

the fleld served by Electrical Merchandising 
can be quickly located through bringing it to 
the attention of thousands of men whose 
interest is assured because this is the business 
paper they read. 


AGENTS WANTED 


Desirable territory open for ag- 
gressive manufacturer's represent- 
atives to contact dealers with 
Handi-Mite Portable Dishwasher 
and Electro-Mite Portable Wash- 
ing Machine. Write: 


L. K. FRANKLIN CORP., 
1241 So. Hill St. Los Angeles, Calif. 


Your inquiries to advertisers 
will have a special value... 


—for you—the advertiser—and the publisher, if 
you mention this publication. Advertisers value 
highly this evidence of the publication you 
read. Satisfied advertisers enable the publisher 
to secure more advertisers and—more adver- 
tisers mean more information on more products 
or better service—more value—to YOU. 


OPPORTUNITY KNOCKS 


FIRST OFFERING 


Electrical and Record business. Es- 
tablished in 1920 doing an annual 
business of $100,000. The inven- 
tory is 20%, of the gross yearly 
business, handling nationally ad- 
vertised Refrigerators, Stoves, Ra- 
dios, Washers, Air Conditioners, 
Television, etc., with Five major 
Record franchises. 

This business can be bought with 
or without the building. 


Consult 


SMITH & MOORE 
321 Parkway Ave. Trenton 8, N. J. 


For Sale—Immediate Delivery 


ELECTRIC MOTORS 


1,000—“% H. P., 110 V, 60 cy., 1750 
RPM Ball Bearing, Split Phase, 
Resilient Mount 
Suitable for use on Ironers, Wash- 
ers, Fans & Blowers....$25.00 ea. 

500—1/25 H. P., 115 V. 60 cy, 1550 
RPM Shaded Pole, Totally Enclosed, 
Fan Cooled, Round Bodied .$10.00 ea. 


FS-137, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, IIl. 


—to help you get 


what you want. 


“SEARCHLIGHT 
Opportunity Advertising, 


—to help you sell 


Take advantage of it—For Every Business Want 


“Think SEARCHLIGHT First” 


what you no longer need. 
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HAVE YOU HEARD... 


FABULOUS SALES TALK 


To dealer customers who might have 
forgotten the meaning of the word "‘sell- 
ing,’ the Central Pacific merchandising 
department of Graybar Electric Co., Inc., 
sent the following: 


The Fable of the 
Merchant “Electropolous” 


and so it came to pass that for 


many moons the appliance merchant 
lived in a strange interlude. As fast 
as he received an electrical gadget 
he placed it on the counter, and imme- 
diately some customer came and the 


item was sold 

And it was good. 

But behold, there came a morning 
when a gadget the merchant had placed 
on the counter the day before was 
still there. And it remained there the 
next day, and the next, and the next, 
until many days had passed. Then 
bespoke the merchant: “This gadget 
is no good. It cannot be sold.” And 
he sent a messenger to tell his dis- 
tributor to send him something that 
could be sold. But as the days passed, 
many new items that the appliance 
merchant received remained on his 
counter day after day, even as had the 
one above cle Ss ribed. 


And the appliance merchant became 


sore pe! plexed 

And one day there came to him a 
certain one of his elder clerks who 
said, “Master, I remember in the days 
ot my fathers that in order to sell 
wares we placed notices and descrip- 
tions of our gadgets in public places, 
and when customers came to our shop 


we talked diligently and meaning- 
fully to them about the benefits our 
gadgets would bring to the customer. 
Can it not be that such action would 
be proper in our place of business? 
Then saith the merchant: “Thou 
Sayest wisely and so shall we do. But 
first let me see a man about a pair of 
shoe laces.” And after the manner 
of his kind, he continued to postpone 
taking action day after day, always 
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looking for some easier way to make 
a sale. And day by day his business 
declined until he became sore afraid— 
And it was bad! 
MERCHANDISING DEPARTMENT 


OUTSIDE SALESMAN 


The Ticer Equipment Co., 1109 
Main St., Oklahoma City, tried to 
keep on doing business almost as usual, 
but they kept praying it wouldn’t rain. 
The firm’s building had been destroyed 
by a storm, the debris had been cleared 
away and a temporary shelter erected. 
It wasn’t big enough to do the job, 
however, and the company was forced 
to move a stock of washers into the 
open air. Frank L. Barnes, salesman, 
found the whole thing quite refreshing, 
and airily went about his business. In- 
cidentally, the priority list was lost in 
the storm and now it’s first come, first 
served on the new washers. 


BEGINNERS’ LUCK, MAYBE 


This happened in the days, soon to 
be with us again, when collection of 
installments on electrical appliances 
sometimes presented a difficult prob- 
lem. The two young men from a 
dealer’s store in Missoula, Montana, 
went out to see if they could collect 
an installment on a refrigerator, long 
overdue. No one answered the knock 
on the door of the country home. 
Obeying an impulse, one of them put 
out his hand and tried the door. It 
opened. There was no one in the 
living room. Thinking that the house- 
wife might be in the kitchen and not 
have heard their entry, he knocked 
on the door which led out of the room 
opposite to the one they had entered. 
Then he opened that door. It was not 
the door to the kitchen, but to a coat 
closet—and the housewife was stand- 
ing there among the coats, having 
hidden herself when she saw the “col- 
lector” coming to remind her of a bill 
she did not intend to pay. It was 
difficult to determine which was more 


embarrassed, the woman or the two 
young men. They stumblingly ex- 
plained their errand and backed them- 
selves out, glad to get away. The 
housewife, on the other hand, found 
her situation so intolerable that she 
managed to get the money together 
somehow and came down the next 
day to pay her bill in full. At the 
moment she probably never wanted 
to see anyone from that store again. 
But the young men were determined 
that somehow, some day they were 
going to sell her another appliance, 
sure that she would pay promptly this 
time. 


WHAT, NO CHEESECAKE? 


We have noted a dangerous tendency 
which threatens to develop major pro- 
portions. First a noted Hollywood 
photographer comes out with the state- 
ment that glamour pictures of movie 
stars are on their way out—that what 
the fans want is the clean, homespun- 
looking type of girl. Now the Quaker 
Mfg. Co. adds confirmation to the 
trend, and reluctantly we report it. 

A. T. Atwill, Quaker’s president, 
decided the public was getting too 
much of “pretty-girl” models and 
would welcome a change. So, as far 
as Quaker’s present advertising is 
concerned, the pulse-quickening girl 
gives way to the 80-year-old grand- 
mother. Company officials spotted a 
photo of Ann Binney, and before you 


ANN BINNEY 


could say “cheesecake” they had 
Grandma Binney flying almost 100 
miles to Chicago, in spite of her 80 
years. She stepped off the plane ready 
to go to work. Moreover, she won 
the hearts of photographers and com- 
pany personnel by her amazing energy. 
Her portrait, complete with wrinkles, 


is now introducing the new Quaker 
oil heater line in national advertising, 

Grandma Binney represents the 
woman old in years but young in spirit, 
who is always ready to accept the new. 
All very well, but we can’t help having 
a sneaking hope that other firms will 
have trouble finding elderly people 
with such energy. We'd hate to be- 
come a raving reactionary. 


QUEENS COUP 


The first radio reporter on the 
scene of the recent tragic plane crash 
at La Guardia Field, N. Y., was an 
amateur, and an appliance man at 
sthat. Marino Jeantet, who happens 
to be secretary of the Queens Elec- 
trical Appliance Merchants Associa- 
tion, was driving his sound service 
truck along Grand Central Parkway 
as the giant airliner roared across 
and crashed a few hundred feet away. 
Marino rushed to the scene and not 
only gave first aid, but set up his 
semi-professional recording equipment 
and reported the tragedy for radio 
station WOR. Working in the rain 
without assistance for two hours, he 
vividly described the wreckage and the 
rescue work, as well as putting on a 
clergyman who offered a brief prayer, 
and leaving his post occasionally to 
help carry away charred bodies. 


IT SHOULDN'T HAPPEN ... 


Nipper, the famous RCA Victor 
trademark dog, has given birth to 
20,000 pups, in a manner of speaking. 
His new papier mache “family” will 
fill over fifty freight cars, and will 
soon be on display in record stores 
throughout the country. Nipper re- 
tired temporarily during the war, but 
RCA Victor decided to revive its 46- 
year-old trademark when full scale 
commercial production was resumed. 
Carl Hallsthammar, well-known sculp- 
tor, was commissioned to carve a new 
model of the English breed fox terrier. 
He visited leading kennels and came 
through with a Nipper that won on 
all points. RCA Victor will be quite 
satisfied if advertising goes to the dogs. 


LABOR TROUBLE 


Seems as if it’s about time for the 
pigs of America to organize and get 
out some public relations copy. The 
poor critters don’t have it tough 
enough, but now Eureka-Williams has 
to add to their troubles with the an- 
nouncement of a new food waster dis- 
poser, expected to be in volume pro- 
duction by July. 
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